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ONLY APEX GIVES YOU 2 EXCLUSIVE 
| AUTOMATIC WASHER AGITATORS! 
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Two Completely New Apex Automatic Washers 
with Prices Beginning as Low as 169.95 


The Apex Spiral Dasher—proved far superior to ® Apex Spiral Dasher with Jet 
other vane agitators during years of wringer Washing Action 

washer service—is now available in two new Apex ¢ Fibre-Glass tub — won't chip, 
Automatic Washers! The Spiral Dasher with its  _—diseoter! 

broad vanes and much greater washing surface  ¢ Chrome and copper color styling 
gives dealers a strong selling point that willenable . Gnep-Go-cne contedd Genet 
them to increase automatic washer sales and profits. 
What's more, there is a tailor-made market wait- * *°*¢™” *#tting for small loads 
ing to be sold—thousands of satisfied Spiral Dasher * Flexible time cycle 

users are your best automatic washer prospects!  ¢ Only 27” wide, 28%" deep 






Two New Apex Wash-A-Matics - Feature-Packed 
for Profitable Step-Up Selling 


Offer customers these two new Apex Wash-A-Matics ¢« Fibre-Glass Spiral Tub Agitator 
for the very finest in washing performance! For Magic Cycle Guide Lights 
you — more full-profit sales! © Chrome and copper color styling 
With the exclusive Fibre-Glass Spiral Tub Agitator, * Look-in lid, porcelain top 

the Wash+A+Matic gives housewives the truly * Easy-to-use control pane! 
modern way to fluff-wash everything from dirtiest * Fastest complete cycle 

work clothes to daintiest miracle fabrics more thor- * Automatically adjusts 
oughly, gently, safely. It's the newest washing a ‘a psn ws aes 
principle in years! And the Wash-A-+Matic actually x and coum 

costs less to own because it saves hot water, deter- » Saves space — only 27” wide, 
gent, electricity, fabric wear! 28%" deep 


APEX ELECTRICAL MFG. CO., 1070 £. 152nd St., Cleveland 10, Ohio 


r 7 \ ieemmerseeg SNe cn me nnn 
| r- APPLIANCES Nome Title 


Mail Coupon Now iat 
/ for Complete Profit Plan Details! 
4X oisutiaal Address 
City Zone State 


AUTOMATIC WASHERS + AUTOMATIC DRYERS + HOME CLEANERS 
’ . ° ; , u HERS 
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November 8 





Visit or call your Distributor for al/ the exciting details 
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BIGGEST 90 DAYS IN APPLIANCE SELLING HISTORY 
WESTINGHOUSE 





































A LANDSLIDE OF SELLING POWER 


For Westinghouse Laundry Equipment «+ Refrigerators «+ 
Ranges « Dishwashers + Water Heaters 

Westinghouse campaign speciais— Exciting special values for every 
customer . . . in every type of appliance! 

Nationally-advertised traffic bullider— Hand-picked for universal appeal . . . 
priced to bring customers flocking . . . promoted to the largest audience in history! 


Red-hot local promotions— Designed so you can cash in on the big national 
excitement as often as you want ... the way you want . . . when you want! 


3 times the selling power of '621! — Expected to reach over 81,000,000 
customers coast-to-coast. Westinghouse is campaigning for a sell-out! 


A LANDSLIDE OF NATIONAL ADVERTISING 


Built around Westinghouse sponsorship of the complete 1956 
Presidential Campaign on CBS-Television and CSS-Radio! 


90 days of excitement — Democratic Convention —August 12 to 18; Republican 
Convention — August 19 to 24; Campaign Debates — Weekly, September 9 to November 5; 
Election Returns — November 6. 


Over 81,000,000 people — The largest audience in history, tuned in on 175 
CBS-Television Stations . . .202 CBS-Radio Stations! 3 times bigger than '52! 


Dramatic saies demonstrations — Hour after hour...day after day. .. hard- 
selling Westinghouse commercials. It’s the biggest advertising concentration in history! 


Added to the biggest Westinghouse campaign ever! 
e Week after week of Westinghouse “Studio One’’ 
e Product-selling ad after ad in National Magazines! 
e Hard-hitting, big-space Newspaper Ads! 
e Plus the vast, continuing 

WATCH WESTINGHOUSE campaign! 





WATCH WEST INGHOUSE 
WHERE BIG THINGS ARE HAPPENING FOR You! 
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IN THE BIG OIL AND GAS HEATER MARKET 


TROP IC-QIRE wneans 


LOW RETAIL PRICES 
THAT BRING “EM IN! 


It’s the hottest line of gas and oil heaters for 1956 because 





every model is priced for real profit-making promotion. 
Capacity for capacity, you can’t be undersold. Big advertising 
allowances, October | dating. 





FEATURES THAT 
CLOSE SALES FAST! 


Automatic “Carpet-of-Warmth” blowers, automatic electric 
thermostat control, automatic 100% safety shut-off, and many 
fuel-saving and convenience features your customers are 
looking for. 








AND A BIGGER PROFIT 
MARGIN FOR YOU! 


Famous Lonergan quality means happier customers — fewer 
service calls. Tropic-Aire features sell more units, and higher net 
profit means more dollars in your pocket. 














eR 
* 


GET SET NOW 


USE THIS COUPON NAME 


COMPANY 












McGRAW ELECTRIC COMPANY 
LONERGAN MFG. DIVISION 
717 CLARK ST., ALBION, MICH. city 


Please send me complete dealer information on 


STREET 


Tropic-Aire Home Heaters STATE 


TROPIC-AIRE HOME HEATERS 


BY THE MANUFACTURER OF FAMOUS COOLERATOR 


* 
DEHUMIDIFIERS RESIDENTIAL 
}-/ AIR CONDITIONING 
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ROOM AIR 
CONDITIONERS 





WINDOW 
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Business Quick-Check 


DEBT consumers owe to appl.-radio-TV dirs. ($millions) 


FAILURES of appl.-radio-TV dealers 

RETAIL SALES total ($billions) 

DEPT. STORE sales index (1947-'49 = 100) 
DISPOSABLE INCOME annual rate ($billions) 
LIVING COST index (1947-'49 = 100) 
SAVINGS of consumers, annual rate ($billions) 
HOUSING starts (thousands) | 

AUTO output (thousands) 

UNEMPLOYMENT (thousands) 


TRENDS 


'wo developments during Market Week in Chicago may spell 
added trouble for standard-sized black and white ‘TV business this 


fall. 


They were: (1) the introduction of color sets at the $500 level; 








and (2) the greatly increased number of portables now on the 
market. 

hese two developments put a two-way stretch on regular black 
and white volume. The $500 color sets may not sell in tremendous 
quantities but they may well discourage purchase of expensive, top 
of-the-line monochrome sets. At the same time, the lower-priced 
portables put a still lower floor on black and white sets. It amounts 
to a tight squeeze for conventional set business. 





There are two other developments in consumer electronics which 





bear watching. One is the appearance of stereophonic tape recorders 
It’s the first step in making a commercial reality out of a product 





which up to now has been almost an experimental item. 
The second significant development is the growing popularity of 





transistor radios. So far this year they have pretty much stolen the 





show in the radio market. You can look for continuing price reduc 
tions in this field as the prices of transistors are lowered 


It begins to appear that once again the air conditioner industry 





could have sold considerably more units if adequate stocks had been 





available, 

It’s the old story of feast or famine. Some manufacturers, remem 
bering other years in which they were caught with tremendous in 
ventories, placed rather conservative manufacturing commitments 
for the 1956 season. The result was that by early June they were 
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SALES, factory, appl.-radio-TV index (1947-'49 = 100) 


Latest mgclaclellale THE YEAR 
atelalia alelalial SO FAR 





189 185 186 4.5% UP 
271 276 278 1.7% DOWN 
22 25 39 25.8% FEWER 
15.5 15.7 15.3 3.5% UP 
123 122 117 4.3% UP 
277.0 276.0 261.0 6.1% UP 
114.9 114.7 114.2 0.4% UP 
18.2 18.8 15.3 19.0% UP 
106.0 96.0 132.0 16.4% DOWN 
472.0 547.8 7249 23.4% DOWN 
2,608 2,580 2,489 10.0% BETTER 


(Sources, in order: FRB, FRB, Dun & Bradstreet, Dept, of Commerce, FRB, Dept, of Com- 
merce, Bur. Labor Statistics, Council Econ, Advisors, BLS, Ward's Auto Reports, Census 
Bureau) 


completely sold out and key dealers were looking around for second 
ary lines to substitute. Factory sales managers in these cases wer 
left with little to do but re-allocate what inventories were on hand in 
distributor stocks. 

Good business didn’t spell an end to price cutting, however. In 





too many cases it was still profitless business and some dealers con 
centrated their promotional efforts on fans. ‘The latter units sold at 
lower prices but in some cases returned a dollar volume per wnit 
almost as good as that available on the much higher-priced air con 
ditioners. 


You haven't seen an end to upheavals at the manufacturing and 








distributing levels of the appliance-radio-T'V industry, 





At least two name brand T'V producers are teetering on the edg 
of leaving the business. In white goods this summer's softened sales 
pace has proved troublesome to a number of firms. Speculation con 
tinues that the ultimate resolution will be the appearance of fou 
or five major, full-line firms which will dominate the market. 

At the distributor level look for more and more factory operation: 








This is not particularly a matter of choice with manufacturers but 
the facts of the matter are hard to avoid—it’s getting harder and 
harder to find adequately financed independent distributors, It's a 
good bet that the present trend of distributors in quitting the appli 
ance-I'V market will continue. Many today are walking a rather 
perilous financial tightrope. 

Neither of these developments will be immediate and there wil! 
be exceptions in both cases. Some single line firms will survive and 


(Continued on page 6 





NOW THE ELECTRONIC 


WEATHER 
STATION! 























































New Profits! 





Sturdy 6 ft. 
aluminum antenna. Easily Bi Sales to hobbyists, sportsmen, 
mounted on any rooftop. farms, private airports, clubs, 
Electronically operated , 

instruments in weather- resorts, factories...who want 
proof housings. on-the-spot weather news. 











Cabinet size: 62" x 15" x 4" 
Finish: Mahogany 
Plugs into any 115 Volt AC outlet. 


Margins excellent, No competition 


You sell this complete outfit for only $149.50 plus installa- 
tion charge. The field is big...demanded by everyone who 
needs or wants professionally accurate and timely weather 
information pinpointed for the immediate locality. 

El-Tronics Weather Station comes complete with lead- 
in wire, weather charts and forecasting instructions. Selec- 
tor switch “tunes in’ wind speed, wind direction, new 
relative humidity sensing element, barometric reading, 
inside and outside temperature. Information is transmitted 
electronically and shown on easy-to-read dials. Lead-in 
cable extensions available in 50 ft. lengths. Mail the coupon 
today for information on this new profit-maker! 


SEND COUPON FOR DETAILS 


El-Tronics, inc., Dept. EM-7 
Mayfield, Pennsylvania 


Please send full information on the new El-Tronics Weather 
Station and name of nearest distributor. 


Nome 





Address 








City Zone Stote 
Distributors — a few franchise areas still open 




















TRENDS continues 





the final determination of which full line firms will assume top roles 
is a long way off. Similarly, there remain a number of independent 
distributors who are a key force in their own market. They'll be in 
business for many years to come. 


Power mowers are becoming a replacement business 
A recent study of the market by Power Products Corp., one of the 
largest manufacturers of engines for mowers, indicates that in 1956 





4) percent of purchasers previously owned a power mower. That's 
up from 22 percent in 1955. 








The mower market is becoming broader and broader. The study 





shows that 59 percent of owners and 80 percent of prospective own 
ers have either small (less than 8,000 square feet ) or medium (8,000 
to 15,000 square feet) lawns. 

I'he extent to which Sears, Roebuck dominates this market is 
indicated by the fact that 26 percent of owners had purchased their 
mowers from this source and 16 percent of prospective buyers said 
they would buy from Sears. Hardware stores ranked second, appli 
ance stores third and department stores fourth in sources of pur 











chase. Price, confidence in the store, and location played a key role 
in determining where the purchase was made. 


(Continued on page 10) 








MANUFACTURERS’ SALES 





1956 1955 % 
(Units) (Units) Change 
DISHWASHERS... . Apr 33,182 20,887 +58.86 
4Mos. 132,793 92589 443.42 
DRYERS, CLOTHES, Electric... Apr. 49,786 52,938 - 5.95 
4Mos. 363,132 307,583 +18.06 
Gas Apr. 15,137 21,040 ~928.06 
4Mos. 129,587 104,491 +9409 
FOOD WASTE DISPOSERS. . Ap: 33,534 35 666 10 
4 Mos 157,199 158,305 5.98 
FREEZERS. Revell Apr. 62,521 58,473 + 6.92 
4Mos. 224,396 239,776 - 641 
IRONERS.. Apr 4,753 6,050 —21.44 
4 Mos. 19,041 30 689 37.95 


RADIOS 
(Home, Clock & Portable) Apr. 693,729 531,899 +30.42 
4 Mos. 2,790,441 2,226,439 +25.33 


RADIOS, Automobile Apr 299,253 567,876 47.30 
4 Mos. 1,734,784 2,513,480 30.98 

RANGES, Standard Apr 114,619 108,619 + 5.52 
4Mos. 464,817 502,650 7.53 

RANGES, Built-in... Apr 24,489 13,595 +80.13 
4 Mos 89,479 38,991 +129.49 

REFRIGERATORS.. Apr 334,020 364,298 8.31 
4 Mos. 1,306,337 1,475,619 11.47 

Two-Door Medels (included 

under “Refrigerators"’) Apr 57,553 62,677 8.18 
4Mos. 245,222 260,676 5.93 

TELEVISION Apr 549,632 583,174 5.75 
4 Mos. 2,394,264 2,771,426 13.61 

VACUUM CLEANERS Apr 352,873 241,870 +445.89 


4 Mos. 1,337,148 1,108,438 +9063 
WASHING MACHINES: 


Automatic & Semi Auto Apr 234,876 230,720 + 1.80 

4 Mos. 1,124,505 1,024,684 + 9.76 

Wringer & Spinner Apr 89,362 82,741 + 8.00 
4Mos. 404,825 369,900 + 9.44 

WATER HEATERS, Storage Apr 59,745 59,609 + .23 
4Mos. 231,603 232,161 24 


WASHERS, IRONERS, DRYERS—Membership of American Home Laundry Mfrs. Assn., 
VACUUM CLEANERS—Industry Estimate by Vacuum Cleaner Mfrs. Assn., RADIO AND 
TELEVISION—industry Production Estimate by Radio-Electronics-Television Mfrs. Assn., 
All Others—NEMA Members, Not Industry. 
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HOOVER PRESENTS § 


the only 3-wheel nozzle 


.»efor easy one-hand cleaning 


. an easily 


Pet lastelattinelicte metel ict 


ile Ldlale Mack Lila 





3 WHEELS iet the nozzle 60 VINYL “FINGERS” ‘'FLOATING'’ BRUSH CLEANS BOTH RUGS FULL-WIDTH SUCTION NOZZLE SELF-ADJUST- 
glide with one hand and 4 agitate nap to get deep-down whisks up surface litter. Angled AND BARE FLOORS. just as powerful at ends as in ING to any carpet depth. No 
the usual effort dirt. to clean itself on return stroke. No need to change nozzle or the center levers needed 

turn it over, 





STAYS FLAT ON THE FLOOR... UNDER LOW FURNITURE... FOR NORMAL CLEANING... FOR CLOSEUP CLEANING 
j 


N EW | OOVE R Constellation 


the cleaner that walks on air 





THE HOOVER COMPANY, North Canton, Ohio 
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SAM HAGY, PRESIDENT OF THE Goop HOUSEKEEPING SHOP, and a member of the Board of Directors of NARDA, 


poses with service crew. Though his automatic washer volume has doubled, this is same crew that handled service calls two years ago. 


DALLAS DEALER COUNTS ON @//TO END 
NUISANCE SERVICE CALLS, CREATE TRAFFIC — 















Winner of the 1955 Brand Names Retailer-of-the-Year Award, Compared to many traffic appliances, a// offers tremendous 
The Good Housekeeping Shop in Dallas, Texas, has found a// to advantages. al/ contributes to cutting overhead by bringing a 
be a natural both at building big ticket sales and cutting unnec- better gross profit without price-cutting competition. By build- 
essary service calls. ing home and store contact with customers, a// gives a helping 
One of the early a// boosters, Sam Hagy, President, says, hand with big ticket profits, too. 

“High-sudsing detergents slow down automatic washer action, all is recommended and sold by more appliance dealers 
create an unnecessary load on pumps and motors, and are difficult and servicemen than any other soap or detergent. Why not 
to rinse out. We know that customers who use a// are satisfied check your Monsanto salesman to find new ways al/ can 
customers —and satisfied customers are our greatest asset. That’s gain profit for you! 

why we operate today with the same service personnel we had See on the following page how The Good Housekeeping Shop 


” 


two years ago, yet with doubled volume. puts all to effective use every day. 





. 4 
al/; is made by Monsanto. ..Where creative chemistry works wonders for you | Moxsanto 
“‘all’’ is a registered trademark of Monsanto Chemical Co. © 1956 Nt 
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ANOTHER SALE is made to an al/ customer. Customer came in to pick up 
50-lb. drum of a//, decided on a new range while in the store. This traffic build- 
ing is one of all's most important functions at The Good Housekeeping Shop. 














SATISFIED CUSTOMERS are certain when a// is used in auto- SERVICE DEPARTMENT is no larger than it was two years ago, although the 











matics. And satisfaction with washers often leads to other big store does twice the volume. By cutting nuisance service calls, Hagy has been 
ticket purchases. able to substantially reduce overhead in this department. 


REPEAT BUSINESS in a// brings steady, 
continuing sales. The Good Housekeep- 
ing Shop has found al/ far superior to 
many traffic appliances in profit, as well. 


FINDING NEW USES for a// as a traffic- 
builder means finding new profits—new 


THE OPEN-DOOR POLICY a// promotes, helps 


»rvice > vet inside the e > Ww )- + 
servicemen get inside the home, learn what ay ways to chop down overhead. The Good 


pliances might be needed, and build good will as 


H keeping S i inc 
well. The shop deals in 25- and 50-lb. sizes of all. ousskesping Shop has handled el! since 


1948, looks forward to many more 
“mutually advantageous years.”’ 








FOR ADDITIONAL INFORMATION ON THE WAYS a// CAN HELP YOU... PHONE OR WRITE Monsanto Chemical Co., 
Consumer Products Division, Dept. 413, 800 N. 12th Bivd., St. Louis 1, Missouri. Or contact Monsanto Sales Offices in: Cambridge, Mass.; 
New York, N. Y.; Philadelphia, Pa.; Atlanta, Ga.; Columbus, O.; Chicago, Illl.; Dallas, Tex.; Kansas City, Mo.; Los Angeles, Calif.; San Francisco, Calif. 
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IT’S ALWAYS PROFIT-MAKING TIME 


WITHE § THE 


T R E N DS continued 





House trailers have become big business—big enough so appli- 





ance manufacturers are making special efforts to sell this market. 
One estimates that some 135,000 mobile homes will be built this 


year and that most of them will come equipped with washers and 








DESIGNED AND PRICED 
FOR FAST-MOVING 
SALES 


THE PRY-KLOK ic beautifully designed to 
resemble an actual skillet and is a handsome 
: addition to any kitchen. Illustrated here 
é with a lustrous copper-tone finish. Overall 
dimensions: 1244" high, 814" diameter, 244" 
’ 

depth. os © 

Model No.121FK~Retail Price plustax. 95 


even with dryers and dishwashers. More important to dealers, 
say producers, are the thousands of trailers now in parks or on the 
roads which represent a rich—and largely uncultivated—replace 


ment market. 


THE FRY-KLOK Model Ne, 120FK same as 
above, but available only in ebony or off 
white 

Medel No. 120FK—Retail Price plustax. 949 


You can look for increased emphasis on and interest in electric 





ranges in the next year or two. Manufacturers who candidly admit 





that range development has been neglected in favor of othe: 
appliances are spending time and money to apply the scientifi » 
progress of the past few years to cooking. The results may include 





such things as a practical commercial application of induction 
heating principles to ranges, will surely mean more automaticity 
and ease of use and a consequent obsolescence of units now in the 


THE PUTURA is designed as modern as the 
future. Comes in a stunning ebony wrought- 
iron effect or in a handsome off-white 







































finish. Hours are indicated by gleaming home Find 
raised brass studs. Hour, minute and second ‘ 
hands are constructed of heavy, highly 
polished brass. Diameter 11%" 
Model No.125—Retail Price plus tax.97 °°? 
~ 
f | 
MANUFACTURERS’ SALES 
Electric Housewares NEMA 1956 1955 % 
Members Only, Not Industry (Units) (Units) Change 
BED COVERINGS Mar. 21,096 22,023 4.21 | 
3Mos 141,960 81027 +75.20 | 
THE DIANA comes in a COFFEE MAKERS Mar. 206,543 265,929 22.33 
THE DIAL ride clock THE DISC is smartly styled in beautifully finished case with ' 
with the y Rea " teatins its modern third dimen- modern third dimensional 3 Mos 702,925 587,866 19.57 | 
Third Di onal design sional f d c fuce design. Available in red | 
Availeble in pink ond black, black ond white, ed end ond white, yellow and white, CORN POPPERS Mar. 16,142 17,061 5.39 | 
red and white, yellow and white, yellow and white, black and white, pink and 3 Mos. 66,260 61,473 + 7.69 | 
white, ¢ i d white, k 4 black, and tur- black, of turquoise and | 
and block and white ae coop ant white, whine ane white. A precision-made HEATERS, Portable: | 
precision split-second time black, a high-quality electric time keeper, Diameter 74" Convector & Radiant Mar 572 939 39.08 
Overall diameter 64%" clock, 7° diameter x 7%". A 
Medel No. $02 — - Model No. 500— on | Modelo 501 6 age 3Mos. 13,465 5632 +139.08 
Retail Price plustax $3 Retail Price plus tax $3 Retail Price plus tax. 4 Fan-Forced & Fan-Heaters Mar. 6,933 4,113 +68.56 
3Mos. 49,511 32,666 +51.57 
TWO NEW WONDERFUL LADIES’ _ | HEATING PADS Mar. 95,611 66,786 +43.16 
3. Mos. 342,912 301,645 +13.68 
ELECTRIC SHAVERS BY HEROLD | Hotrtates cise stoves. Mw. 27,087 30,853 ~ 12.01 
3 Mos 69,373 84,746 18.14 
IRONS: 
Traveler Mar. 19,400 10,067 +92.71 
3Mos. 53,807 50,672 + 6.19 
Standard Mar. 258,766 103,359 +150.36 | 
3 Mos. 445,164 246,285 480.75 | 
Steam & Steam Attachments... Mar. 434,110 296494 +4641 | 
3 Mos. 936,197 754,986 +2400 | 
Non-Automatic Mar. 3,358 6,424 47.73 | 
3 Mos. 11,988 16,424 27.01 
TOASTERS: 
This precision-made shaver with its 22 Automatic Mar 174,013 126,824 +37.21 | 
karat gold-plated head, has the appearance 
—— scsteannas a denn selling for as i 3 Mos. 426,373 416,655 2.33 | 
much as two of three times our retail price Non- Automatic Mar. 17,725 15,502 +14.34 | 
Special ad fi nderarm shaving od Ps 
individually gift boxed with detachable The Regal Ladies’ Electric Shaver has all 3Mos. 46,972 40652 +15.55 | 
= 110-120 vols 60 cycle AC Only wgg + none ae — - WAFFLE IRONS & GRILLS: 
assorte popular motifs is individually e 
pen Ph en yom gm 5 boxed in a distinctive gift presentation. yo men —— Grills 
Mother-of-Pearl Pink, Mother- 50 ombination Units Mar “~ 56,118 48,725 15.17 
of. Pearl t ‘hereoal pr Turquoise Medel No. 76—Retail Price ‘7 3 Mos. 136,166 155,507 19.44 
Herold Products are Single Units Mar. 4,095 3,171 +29.14 
See your distributor for full information on the popular, nationally advertised Spartus Line. 3 Mos. 11,923 9,419 +-96.58 













HEROLD PRODUCTS CO., INC. one ia ime 
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Do people want an 
meat grinder for home use? 





Here’s what 
they’re saying 
about the new 


@) 


MR 


ELECTRIC 
MEAT GRINDER 


the first complete Electric 
Meat Grinder designed for home use. 


It’s tremendous . . . the spontaneous 
response we've had — Everybody . . . 
just everybody, it seems, wants this 
remarkable New ELECTRIC MEAT 
GRINDER. 


Yes — there is something new 
about the old grind. . . 


Grinds Raw or Cooked Meat 
a pound per minute 





Now, everyone can enjoy the convenience, 

the ease of grinding their own hamburgers 

.. » fresh, succulent, delicious. At the flick 

of a switch you can have meats, cheese or 
fish spreads in seconds, 

Crushes Ice 

nine different sizes 






a For those sparkling 
‘ Ny Head attaches quickly to the 
you can feed it. 

ij J 
4 Even the toughest 
g or mash foods. Grinder is 
- thing . . . takes all the 


—_ | fresh appetizers and chilled 
party drinks. Ice Crusher 
les , powerful meat grinder . 

sé < crushes ice as fast as 
rd Grinds the toughest 
and hardest nut meats 
almonds are ground quickly 
and cleanly. Won't tear 

small and compact . . 
powerful ... grinds every- 
hard work out of 
$ Se food grinding. 

. 





MANUFACTURING CO., DEPT. |, 5047 N. LYDELL AVE, MILWAUKEE 17, WIS. U. S. A. 





. 
From a 4 
Wisconsin Homemaker ee @W — 
Would like to inquire I 
about your Electric Meat \\ 
lt em ee — 
so happy that finally some 
body invented such a grind 
er it is a@ much needed 


article aroun ‘i ma ua putting ovt ar 
for the home. | 













Lady in New 


| read that y 
" 


The answer to my 
have been loo 
yeors. Vould y 
me where | 


From a a 
Lady in Michigan 
id ee | 
for years for someone to 
als) ke an electric meat grind 
and now see that you do 
if there is a store in Ve 


~ 


From a S — ‘| 


Califernia Housewife 


Saginaw where | may pur 


chase kindly advise 






























on 
Have waited for °°? ee * . 


%e 
From a eo 


Nevada Mother 
. « » After nearly five 
years of grinding meat in 
one of those horrors of our 
° grandmothers ero, | oll bat & 
swooned with delight 
© earn you had pe 
° an electric one... 


years for an electric meat 


Pid LA, a 






dena, Calif. shopping area 
Do any of our stores have is o 


this article at this time? o 





And — dealers have responded too . . . with orders .. . orders . . . orders for 
this practical ELECTRIC MEAT GRINDER .. . powerful, and priced right for 
every modern home. 

Get your share of this new sales bonanza! Find out, right now, what others have 
to say. Learn all about the sales and profit possibilities. — Write Today! 
Remember ... There's Always Something New, Something Better Coming 
from Oster. 
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Ee Seeger 


- 


(Au Eee 2s) 





6.9%, MORE HOT WATER 


than most utility require- 
ments, in electric models, 
because of White's exclusive 
Water-Hotter baffle 


FILM OF FLAME 


Single port burner in gas 
Water-Hotter means NO 
clogging ever. Amazingly fast 
“pick-up” for PLENTY of 


hot water always. 
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...in the 
EAST 


By John A. Richards 





Heat spurs fan and air conditioner 


sales, prods refrigerator and laundry 


business Portable radios and 


small-screen TV show life, but TV gen- 


erally slow 


I OT weather has finally braced sales which, 
for the past few months, have been running 
at a sluggish and spotty pace in the East. 

Up in eastern Massachusetts one retailer 
summed the situation up neatly by stating that 
the sudden break in the weather has had an 
“almost magical” effect on sales. Not far away 
in Boston a distributor confirmed this by citing 
the improved business at retail in the past three 
or four weeks which shifted his own pace to 
“equal or better” than last summer. 

At the western end of New York State warmer 
weather had a dealer saying “Business is starting 
to perk up again after a slow May and early June. 
While down around Philadelphia, where sales 
were “not up to par” the heat warmed up sales 
considerably. One lively dealer there claims his 
business is running ahead of the comparable '55 
period by as much as 30 percent. 

To put the sudden spurt in perspective, half 
a dozen Washington, D. C. dealers looked over 
this year’s business as the first half drew to a 
close and report sales are ahead of last year’s first 
six months 

In the metropolitan New York and New Jersey 
areas the volume operators are not complaining, 
but business in independent outlying stores 
needed the boost from the weather. One chain 
outlet in Newark was running 20 percent ahead 
of last year even before the heat broke. Activity 
continues brisk in highway stores in northern and 
central Jersey and out on Long Island. ‘There, 
settlement of the Republic Aviation strike put 
some 11,600 workers back at jobs and restored 
considerable purchasing power to Nassau and 
Suffolk counties, where business generally had 
been limping along. 


The big flurry of activity throughout the East 
was in fans and air conditioners. Several warm 
days in early June started the ball rolling. But 
in mid-month a heat wave had temperatures in 
the mid-90’s and sent sizzling customers swarm- 
ing into dealer stores. Retailers who had been 


nursing prospect lists stopped trying to keep 
track of air conditioner leads, and concen- 
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trated on filling orders and on replenishing stocks 
that began to run low 

Those dealers who emphasized early season 
selling of air conditioners and fans are the ones 
who began piling up sales as soon as the heat 
struck. But pre-season activity alone did not 
determine sales, “We're selling them without 
having to promote them,” said an eastern Mass 
dealer, striking a familiar note. It’s automatic as 
long as the weather remains hot.” 

However, a West Newton, Mass., dealer who 
started direct-mail and ads in April found his 
air conditioner business ahead in early June by 
10 percent. This shot to 50 percent during the 
heat wave and continues to climb. Air condi 
tioner sales for several Washington, D. C, dealers 
were running double those of last year. Fans 
have begun selling at a fantastic pace in some 
outlets in New York City. 

One downtown Manhattan dealer, who had 
placed a 1,200 fan order in January and kept 
up a running fire of mailers for weeks ahead of 
the season sold 160 fans in a single day. Some 
outlets in a chain moved as many as 200 fans 
in a single day. 

Already the specter of shortages is hovering in 
the wings. Although claiming that he was better 
prepared than last summer, one Boston distrib- 
utor said he saw “evidences of shortages already. 
Chis should undoubtedly be another record sum 
mer.” And a dealer in Philadelphia echoed this 
sentiment when he said of air conditioners, 
“There's not a question in my mind but we'll be 
screaming for more merchandise before the season 
is over.” 


Breakdowns of old refrigerators due to hot 
weather have contributed to a pickup in sales 
of these units in Buffalo. Next to air conditioners 
and fans, refrigeration products are leading sales 
in western New York. ‘Refrigeration is picking 
up,” said one dealer, and a Boston sails had 
an identical comment. In Philadelphia, Wash 
ington and New York, where refrigerators had 
been moving sporadically, the change in_ the 
weather started sales moving at closer to normal 
peak levels. 

Only laundry equipment, particularly auto 
matic washers, was challenging refrigerators for 
dominance in white goods sales. Buffalo, Boston, 
Washington, D. C. and New York dealers re- 
ported laundry business at least even or slightly 
ahead of last year. “About the only bright spot,” 
said one Philadelphia dealer about the white 
goods picture, “is laundry equipment, which is 
well ahead of this time last year.’ 

Specific product emphasis was proving reward- 
ing to fediers who chose to push hard on spe- 
cialties of their own choosing. A Washington, 
D. C. retailer who concentrates on complete 
kitchens claimed his sales are up 40 percent. 

Similarly, though Philadelphia, Boston, and 
Washington dealers considered TV sales way off, 
one Buffalo dealer reported good response to 
low-price T'V promotions. 


Mixed response continues on portable TV. 
Close in metropolitan dealers, particularly in New 
York and New Jersey, seem to have the biggest 
success in selling the units, One chain operator 








said interest sustains for the Sé-inch set and 
then jumps to 14-inch units or larger. The dollar 
return still remains low on most small screen jobs 
and for that reason many retailers are wary of 
these sales, preferring to stick with low-end table 
models that give them a better profit 

However, one Philadelphia dealer was surprised 
at the strength of the portable, saying “Portables 
are moving much better than I thought they 
would,” and a New York music specialty hous 
said nothing was moving recently for him except 
portable T'V and some transistor radios 

All areas report some movement in portabl 
radios, with a Boston dealer claiming sales up 
15 percent in these units, The same dealer is 
quite successful in moving packaged hi-h in the 
$100-$150 price range. 


With summer business definitely out of the 
doldrums all over the East, the concera of re- 
tailers was still over net profit, A Philadelphia 
retailer who reports June business running ahead 
by 30 percent cautioned “this was not profit 
wise—only volume.” In metropolitan New York, 
where the competitive battle pits chains, dis 
count houses, department stores, and buying 
group independents against each other, one chain 
executive summed the situation up this way 

“You find vou have to work and sell harder 
to stav even with last year. In other words, you 
run like mad to stay in the same place,” 

Still, the lift from the weather has left dealers 
in the East optimistic. Washington dealers feel 
if the current pace continues this yea will finish 
ahead of last vear. And while one Buffalo dis 
tributor sees an improvement in white goods busi 
ness through July and August, another distributor 
in the area says “We look for good action in 
portable and color ‘I'V sets this Fall.” 


...in the 
MID- 
WEST 


By Tom F. Blackburn 





Room coolers getting bigger and big- 
ger .. . The bottomless pit of co-oper- 
ative advertising . . . How Sol Polk 
handles his salesmen . . . Bright spots 
in sales 


Room cooler sales jumped when warm weather 
arrived in the Mid West, One smal}! Chicago 
dealer pushed out 34 units in one day, mosth 
i hp. There were more | hp., 14 and 2 lip siz 
sold than ever before. A Chicago chain moved 
750 units early in the year, compared to an all 
season volume of 800 in 1955 

(Continued on page \4 














While threefourths of the sales have been 
1956 models, a lot of 1955 units at cut prices are 
still around for bargain hunters, and chiefly clut 
ter up the picture by making it hard to justify 
the 1956 price. Dealers are helped by the new 
motors on 1956 models, and the public recolle: 
tion that a lot of 1955 units would not work 
without residential rewiring 

While it is believed that Polk Brothers shoved 
room coolers out to everybody who could lay 
down the price, the truth is, the big firm has 
been chary of delivery without a size-up of the 
house into which it is to be placed. The reason 
is simple, a unit that does not deliver satisfac 
tion will not be paid for, and call backs on poor 
mstallations cost money. So Polk Brothers make 
a careful check up 


The bottomless bog in connection with mer- 
chandising today is co-operative advertising. ‘| in 
was when it was trotted out only in connection 
with department stores or large accounts. Now, 
every little dealer has his hand out 

A St. Louis distributor claims every retailer on 
his list pays him $150 a month to have his name 
listed. But how often does he tell his salesmen to 
uly, “On this deal, Joe, it’s 100 percent on us 
Nor does the ce aler ilu Vs Come through with 
the actual rate he pays on his billing he 
dealer is close to the publications he uses, and 
can obtain special positions and even duplicate 
bills, if necessary 

It i techni illy possible even, for a dealer to 
make a profit on his advertising money. The dis 
tributor knows this, and so does the factory 

Apparently, the top brass decides on whether 
the dealer is moving the goods. If he is buying 
carloads or truckloads, a little graft on the adver 
tising is apparently okay 

The situation is something like the Audit 
Bureau of Circulations faced back in the 1900 
1912 period, Then, no one knew what an adver 
tising medium’s circulation was. Best way to 
determine was to get the weight of its mail bags 
at the post office. The time will come when som« 
new bureau will pin down the facts about adver 
tising rates—if the powers that be want to learn 
them 


Sol Polk, esteemed as one of the champion 
handlers of salesmen in the Middle West is oper 
ating this way with his men these days 

l'o make good, 4 man must clear $600 a month 
or better for himself. He gets paid on a drawing 
account plus commission and receives his com 
mission check monthly. ‘Two times a year, June 
and Christmas, he draws an additional bonus 
from Polk Brothers. His time is fluid, and one 
day he may come to work at 4 pm and be on 
until 10 pm. Next day he may come in the morn 
ing. On Sundays the store is adamant about ap 
pearance and if the salesman is up for Sunday 
work he has got to be there or lose his job 

As usual, Polk Brothers have all kinds of games 
and contests going on with their salesmen all the 
time, and promotes activities such as bowling 
teams to keep the bovs on their competitive toes 
Prizes frequently are appliances which the sales 
man can give to his wife, or sell as he so desires 


With the jump in cost of delivering, many 
dealers are playing with the idea of getting the 
customer to carry the package home himself, 
New, even in Marshall Field & Co., Chicago, 
are shoppers’ bags hung on hooks in various parts 
of the store, and trusting to the customer's hon 
esty to put a dime in the slot when he or she 
takes one, As an urger to get you to do it, there 
are signs reading “The package you take with you 
gets there ahead of delivery.” It has been found 
that people can carry up to 15 pounds comfort 
vbly in their arms, and that takes in most of the 
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small appliances which are not too bulky. Be 
cause it can cost the store up to 50 to 75¢ to get 
a package delivered, anything that will persuade 
him to take it along with him is worth while. Dif 
ficulty is, many customers come downtown for an 
afternoon's shopping and do not like to lug some 
thing around with them all afternoon, It isn’t 
the weight of the object that holds back self per 
formance of this duty, it is the lack of conven 
ience, Free checking of parcels will add to its 
efficiency 


As expected, Sears Roebuck & Co., 
tores, 22 in number, gave another warehouse sale 
this summer down at their 35th St. storage pat 
lors 

The advertising guns did not boom as loudly 

last time, four pages of advertising being the 
only announcement, In the advertising this time, 
Sears worked to make the ads pull business for 
ill of their other stores, which put on a sale at 
the same time, Starred items, plainly marked, 
could be had at the warehouse only. These in 
cluded bargains like a wringer washer for $49 and 
in electric dryer for $95, an 8 cu ft refrigerator 
for $99, 7-n. television for $79, gas range $99, 
md a $48 16-inch table fan for $29.88. A $71.95 
canister cleaner was listed for $38. Also the reg 
ular automatic washer was advertised at $145, a 11 
cu. ft. supermarket refrigerator for $279.95. 

At the first warehouse sale, the business at 
Sears’ 22 other stores was off around 40 percent 
in the appliance department. This year, thanks 
to the advertising, the other stores were not af 
fected nearly so much 


Chicago 


I'he Kansas Gas and Electric Company, out in 
Wichita, had a whole row of minus marks in its 
latest dealer report. Brightest spots were food 
waste disposers, up 5 percent; electric clothes 
dryers, up 7.7; home freezers ahead of last year 
by 2.5; ranges, up 11.2 percent (built-ins rose 
}2.7 percent); automatic washers up 7.5 and wa 
ter heaters, ahead 7.9 

The Kansas Power and Light Company, ‘To 
peka, Kansas, reported ranges up 19.5 percent; 
freezers ahead 7 percent; electric dryers, 22 pet 
cent; automatic washers, 8 percent. Room coolers 
were down 38 percent and television off 15 

In Omaha, the Nebraska-lowa Electrical Coun 
cil said that 3,133 television sets had been sold 
during the first four months of 1956; 1,566 auto- 
matic washers, 1,722 radios; 1,581] refrigerators 
ind 1,383 ranges, Only 69 night cooling fans and 
994 room coolers were sold in this period 

Duluth, northernmost city of the U. S., led 
with 1,317 tv sets sold for first four months of 
1956, 813 refrigerators, 888 automatic washers 
Some 48 dealers reported. Ahead for the year, 
reported M. H. Prince, sales promotional man 
wer, Minnesota Power & Light Co., were ranges, 
23 percent; freezers, 70 percent; dryers, 42 pet 
cent, and automatic washers, 46 percent 


...in the 
SOUTH 


Cool weather slows sales . . . Appli- 
ance sales in South leveling off . . . 


Oil heaters, attic fans make gains 


ft HE “long, hot summer” that our ‘Tennessee 
Association spokesman was praving for last 
month has yet to arrive in the South to date 
and air conditioning, refrigerator, and home 
freezer sales figures prove it 











JULY, 


Krom New Orleans comes the word—“the 
weather has just been downright cool here. If 
it doesn’t get hot by July 4, we might as well 
forget about the rest of the air conditioning sea- 
son. People will figure they’ve made it that far 
OK, so they'll stick it out the rest of the sum 
mer.” 

From Atlanta—‘“air conditioners are ahead of 
last year, but not as much on a cumulative basis 
as they were last month. And home freezers 
aren't doing so hot at all.” 

That's the general picture so far as weather 
related sales are concerned, although there are a 
couple of individual warm spots. A North 
Carolina distributor reports that, this isn’t the 
hottest summer we've ever had, but, then, it is 
warmer than it was last year—it was really cool 
then. So we aren't doing so badly.” 

The white glove campaign in the Carolinas 
helped put heater sales for May some 115 percent 
above the May 1955 figures, while ranges were 
almost 60 percent ahead. These figures rep 
resent a tremendous spurt after the first fou 
months of the year, as cumulatively sales of 
ranges are only 5 percent ahead of 1955, and 
heaters some 63 percent 


Stocks of home freezers have been built up 
by distributors and dealers in the Carolinas in 
anticipation of an intensive sales campaign sched 
uled to start July 15. ‘Thus far, home freezer 
sales have been disappointing 

On down the east coast, last month’s runaway 
sales figures for southeastern Florida seem to 
have slowed down a bit. Sales were down about 
20 percent from the preceding month, and just 
about even with the same month last year 


Biggest sales gains over last year have been 
made by fuel oil heaters, attic fans, ‘There's not 
much doubt that this reflects the tremendous 
boom in construction of new homes, since thesc 
items are normally installed at the time of con 
struction 

Dealers featured electric ranges and water 
heaters in a three month campaign, March 
through May, and ended up by exceeding quotas 
by a considerable margin. ‘The same results are 
being eagerly hoped for from a July and August 
campaign to boost lagging refrigerator-freezer and 
home freezer sales. 

New Orleans distributors and dealers, othe: 
than in the aforementioned case of air condi 
tioners, are finding business so-so compared with 
last year That’s a very high so-so, however, 
since business during last year was very good 
indeed 

“Some items are up, some are down,” com 
ments one distributor, and the total volume is 
just about the same.” 

hey all agree, however, that recent local cam- 
paigns in small appliances have paid off well, with 
sales up smartly for rotary broilers, waffle irons, 
electric fans, and nearly all other small, plug-in 
items 

For the first time this vear, Atlanta dealers 
report that last month’s appliance sales are not 
going to exceed the previous month’s. But, the 
concensus is that ‘cumulative sales are modestly 
ahead” of 1955’s 


All in all, appliance sales in the South seem 
to be going into a leveling off period. Most 
dealers and distributors really didn’t expect them 
to keep going up forever, so nobody is crying 
the blues. Most do feel, however, that with a 
little push from someplace, business for them 
would start upward for them—at least for a while 
And most dealers are of the general opinion, 
going back to their primary complaint that a good 
old hot southern sun could help to provide that 
much needed push. 

(Continued on page 16 
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ENSATIONAL NEW CHROME 3-10 CUP 


CORV Cop 


"2495 VALUE "sz: oy 19% 
retail sales ONLY 

Great news for promotion minded—volume concious retailers! Here's a brand new 

BIG VALUE, beautifully styled, fully automatic percolator—for you from Cory! Full 


3-10 cup capacity—plus sales features galore! See it—examine it— you'll want to 
stock it and promote it. It's the greatest new percolator deal of the year! 


@ 3-10 cup capacity—a truly all purpose © Fast automatic action. Starts perking 
percolator—for family and party use! within 45 seconds from cold water start! 


@ Beautifully styled in sparkling chrome, © Outstanding features—outstanding 
with black plastic handle and base! style, performance, price! 


CORY CORPORATION, 3200 WEST PETERSON 











| 


CORY 


AVENUE, 














CHICAGO 45, ItlLInOts 








ELECTRIC HAIR BRUSH 
by fORY ’ foie PF neatau Se/ssors (na ree errs 


Here's on unusval appliance that will eppeal to both men and women! It's a 
high quolity electric hair brush that reduces the conventional tedious 100 strokes 
of brushing to a matter of seconds—gives a professional scalp massage right 
at home! 

The VITABRUSH is beautifully styled and gift packed — sure to appeal to 
the millions of men and women that know the importance of regular and health- 


ful brushing of hair! 
It's a wonderful, new, and different giftidea—and a practical, useful appliance! 








New CORY 2-in-1 
ELECTRIC SHARPENER 
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Shorpens her 





Here it is!— the new Cory electric knife and scissors sharpener you've 
been waiting for! it puts a professional edge on every biade— 
from his big butcher knife to her tiny embroidery scissors! 

All you do is plug the Cory in, pull the blade through—azzzzt, 
zzzzt-—and the knife or scissors are sharpened just right. Can't 
harm blades because ingenious guide slots hold them at the proper 
angle—20 degrees for knives, 12 degrees for scissors, And the 
motor stops if blades are pressed too hard. 

This new Cory 2-in-1 Electric Sharpener is a really rare find — 
the perfect gift! 
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...in the 
SOUTH- 
WEST 


By Fred A Greene 


Business pickup underway . . 


opti- 


mism fading for big 1956 gains . 
Air conditioners selling poorly .. . TV 
bad, but refrigerators and freezers 
moving well 


BUSINESS pickup is underway—at last—in 
the Southwest as a majority of dealers and 
distributors reported increased sales for May and 
the first week of June 
A San Antonio distributor observed a 50 per 
cent hike in sales over April, with perhaps as 
large a gain over the May-first week of June period 
a year ago. Dallas gains generally are about 10 
to 20 per cent, while in Beaumont, a wholesaler 
reported a 30 per cent increase. A Houston re 
tailer had a 50 per cent gain and showed a 100 
per cent an ta over the same period of 
55. At Wichita Falls, where a fine wheat crop is 
now bemg harvested, gains of 40 per cent are 
noted 
Oklahoma gains are not so pronounced, but 
they generally are good—around 15 per cent. At 
Oklahoma City, a dealer said his business was 
about the same as in April, but is up 20 per cent 
over 1955 
A New Mexico distributor reports a 20 per 
cent gain over April, but he voiced disgust about 
the appliance business. “I have never seen it so 
fouled up—more deals and less profit than ever 
before.” His improvement is more the exception 
than the rule in that state 


There is little enthusiasm about business thus 
far in 1956, It is apparent that some of the 
shiny optimism we heard last January is begin 
ning to fade and dealers will be satisfied with 
making a living 

If you ask anybody why things are so tough, 
you'll hear many “Il don't know’ answers. ‘Thos« 
who do have something to say, usually blame it 
on the auto industry. They'll insist that peopl 
have become encumbered with car payments and 
can't afford to burden themselves with appliance 
payments as well 


Refrigerators and freezers are generally the big- 
gest sellers. Although the weather has been cool 
and rainy, public utilities are going all out in pro 
moting these two items and most dealers are tak 
ing advantage of these promotions and other 
sales aids offered by manufacturers. 

As one dealer put it: “Nothing else is selling 
well and freezers are an item most families do 
not have, so why not concentrate on them’’? 

Air conditioners heve been poor sellers. 
Weather conditions have not been up to ex 
pectation. The few hot days the Southwest did 
experience in the past month were plenty hot, 
but no sooner did dealers uncrate coolers than the 
rain and ‘northers blew in 

Another factor which has hurt room air con 
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ditioner business is price. Here are some typi 
al comments 

No bottom in sight,” “beginning to deteri 
orate before we even get into the hot season,” 
only low capacity units selling at low prices,” 
it's a dog eat dog situation,” “very bad” and 
confused and profitless.” 

Dealers frankly are not optimistic. There has 
been some increased movement in the ton and a 
half model, but this has not materially helped in- 
crease dealer profits. There are quite a few South 
vest dealers who are either dropping their lines, 
de-emphasizing them or just carrying them for 
onvemience to customers and selling them at 
little or no proht in the hope of selling some 
thing else 


One reason why air conditioners aren’t doing 
so well price-wise is the fact that this part of the 
country is heavily saturated with them. As on: 
distributor remarked, this section was the first in 
the nation where room coolers really took hold 
Now the dealers are trying to sell the lower 
income bracket and they are far more price con 
cious than those who bought in years past. ‘The 
earlier buys those who ostensibly had a higher 
income, were willing to pay a little more to b 
cool, Now they have their units and the dealer 
must sell to the have-nots, who are few in num 
ber and more concerned about cost 

here are a few reports that television sales 
have been good in the past month, but the con 

nsus seems to add up to poor. One reason ap 
parently is due to the fact that with the warm 
months at hand, people head for the outdoors 


there is one consolation, however, to ‘T'\ 
dealers: The portable units are getting bigger play 
and are selling well. Various promotional efforts 
have paid off handsomely, though some cries of 
inguish about small profit on portables are 
heard, Several dealers feel they will bite into 
the high-end model lines to a point where it will 
be too expensive to handle them. However, not 
all is forlorn. Dealers predict the coming Demo 
cratic and Republican conventions will boom T'V 
sales 

Color sales are at a virtual standstill. ‘They just 
are not moving, Lack of programming and price 
remain the biggest factors. With the introduction 
of “under $500" models, an upturn in the color 
business is expected 





JULY, 


Automatic washers and dryers have picked up 
in sales lately. Inclement weather may be the 
reason, though a sizeable number of dealers have 
observed a growing consumer acceptance of these 
appliances. Advertising play of these items has 
been heavy and special prices are especially no- 
ticeable. Many stores are now offering costly free 
gifts to help increase volume 

A hopeful note for Texas is that construction 
awards during May hit a record $16,102,823, 
and is headed for an all-time yearly record. Resi 
dential awards paced the May figure. In Abilene, 
a 2,400-home project is contemplated with the 
cost of each home in the middle-income bracket 


It all adds up to cautious optimism, but no 
body’s sticking his neck out too far after the lat« 
spring start in business. The upturn was noted, 


but will it hold? Dealers and distributors are not 
iltogether sure 


...in the 
GREAT 
LAKES 


By William A. Troy 





Off-floor selling gains . . . Dealers see 
intensive marketing as answer to ‘56 
sales decline 


EW if any dealers in the Great Lakes region 

now expect their 1956 sales to come up to the 
marks they set in 1955. 

I'he lateness of spring caused considerable tem 
porizing, with many dealers believing the market 
would pick up “by the end of Apmil, bv the 
middle of May,” etc., etc. But 90°-plus weather 
has made its first invasion of Ohio and its border 
ing states and floor men haven't collected any 
bruises from swarming crowds. 


Some dealers, in the face of what one Warren, 
Ohio, dealer calls an “absolutely dead’ market, 
are merely moving up their predictions by saving 
business will pick up “by the middle of Jun 
In industry-sensitive locations like Detroit and 
Pittsburgh, there is apprehension over the possi 
bilities of a steel strike. But at least one Pitts 
burgh dealer says that during the last steel strike, 
which lasted some two months, he had record 
sales. “A striker,” he says, “isn’t unemployed, par 
ticularly in a critical industry like steel. He's just 
biding his time till he goes back to work. If he 
has any money laid away at all, he may be a 
better sales prospect than when he’s working.” 

There are two schools of thought on the sales 
decline. One, represented by a dealer in Erie, Pa., 
says that business is terrible, the slowest I've ever 
seen it.”” The other, represented by a man in Cin 
cinnati, says “we're simply getting back to some 
thing a lot of people don’t know about—normalcy 
We've stopped aon the gaps caused by depres 
sion and wars.” Perhaps it’s worth mentioning 
that the Erie dealer opened his store after World 
War II. The Cincinnati man fondly recalls when 
specialty selling took the form of replacing wooden 
iceboxes with refrigerators 

(Continued on ; 
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GREATER SALES 
AND NEW 
PROFIT 
OPPORTUNITIES 

FOR YOU 
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The BIG 3 that spell BIG PROFITS! 
BIG NAME! 







Hotpoint is one of the most respected names 


in the entire appliance industry. 


HOT LINE?! 


No other line offers more important features than the new 
Hotpoint TV sets. They have superb eye appeal. 


Built by aytomation for fewer consumer service calls. 


BiG ADVERTISING ! 


Saturation advertising in national and local media 


will create consumer demand from the start. 


The BIG 3 that spell TV's NEW CONCEPT! 


VIVID PICTURE 


VIVID SOUND 


VIVID STYLING 


Hotpoint Hi-Vi TV sets combine every electroni 


improvement of the last eleven vears! 
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ew VIVID PICTURI 
that’s 80% brighter 


The picture tube in the Hotpoint Hi-Vi TV 
sets is the latest development 


of the famous aluminized picture tubes 


Here’s how this tube traps the “‘lost’’ light 


The inside of the TV tube has a coating of phosphor 
When electron beams hit this coating, light is created. In 
ordinary TV tubes much of this light is lost because it 
reflects off the glass back into the tube, instead of out 
through the front of the picture tube to the viewing 
audience. Here’s how the TV tube in Hotpoint Hi-Vi 
traps and makes use of this “lost” light: 

The tube has two inside coatings The phosphorous 
coating on the inside of the glass and a mirror-bright 
coating of aluminum that has been vaporized onto the 
phosphor. The electron beam passes through this mit 
rorized coating as through a sieve. But the instant it 
touches the phosphor and forms light, the light is 
trapped. Light cannot pass back through the mirrors 
bright aluminum-foil coating, so it is reflected the only 
way it can go—out to the viewing audience. This makes 
the picture you see on the Hotpoint Hi-Vi sets 80% 


brighter for more enjoyable viewing. 


How Hotpoint Gets Its 80% Brighter, Clearer Picture 


.* 
lCTes 
h “| The electron gun at the ...€nd turn into light when 


= --"........ | back of the tube shoots out | they hit the phosphorous 
he "ss. | picture-making rays. coating between the mirror 





and the picture screen. 


sales 


through Hotpoint’s magic —— 4- flected straight out to you 
mirror, like X-rays. by the magic mirror! 
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ew VIVID SOU 


that surrounds and 





thrills ! 


To provide a broader dimension in TV sound, Hotpoint 
has selected the famous Dynapower Speaker with moisture 
proof aluminum voice coil. 

The advance design of the Dynapower Speaker pro 
vides full, rich sound that seems to put the viewer right in 
the midst of what he’s watching. 

lo capitalize on the high fidelity nature of FM sound 
that ace ompanies TV broadcasts, the Dy napower Speaker 
has a moisture-proof aluminum voice coil. This coil 
“floats” around a magnetic post, a tiny fraction of an inch 
away from the post at all points. The Hotpoint aluminum 
voice coil keeps its shape and is unaffected by moisture 
so voice sounds keep true fidelity through years of use. 

Hotpoint’s new BASS RANGE EXTENDER captures thrilling 


ri h bass sound you ¢ an't even hear on ordinary sets, 


STAY-SET VOLUME CONTROL 

lo eliminate the need for volume adjustment each time 
the set is turned on, Hotpoint Hi-Vi TV incorporates Stay- 
Set Volume Control. The set is turned off and on by push 
ing or pulling the volume control knob without changing 
volume adjustment. So volume remains set at the desired 
level, and when the set is turned on again, volume is ex- 
actly the same as when the set was turned off 

The combined effect of these and other Hotpoint fea- 
tures is perfectly adjusted sound at all times, along with 


thrilling realism. 


here's the sales story... 


ORDINARY Speaker voice coils 
are made of paper. When they 
warp against the magnetic pole 
they surround, as in this picture, 
voice quality is permanently dis 
torted. Humidity causes this 
warping. 























STAY -SET VOLUME CONTROL, 
When set is turned off, volume 
adjustment stays where it was 
Next time set is turned on, vol- 
ume needs no further adjustment 








HOTPOINT’S moisture - proof 
aluminum coil keeps its shape 
perfectly even when dipped in 
water, So voice quality is always 
thrillingly real, year after year! 











NO WAITS FOR WARMUPS to 
make volume adjustment when 
Hotpoint TV is turned on. Viewer 
can retire to chair, knowing sound 
level will come in right where it 
was last time he watched TY. 











Hotpoint’s Printed Circuit Automation: 
Uniform Production Means Fewer Service Calis 


TOP — Underside of conventional TV chassis. 

BOTTOM New Hotpoint printed cireult board has more 
than 50% of all circuits printed for simplicity and to avoid 
wiring errors, 80% of all connections are dip-soldered to in- 
sure against weak connections. Result is a quality chassis 
that will assure better performance and add life to the set. 
This means satisfied customers for you. 
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New Lighthouse Channel Indicator 


Can Be Seen Clear Across the Room 


Hotpoint’s new “Lighthouse” Channel Indicator flashes the number of the channel to 


which you're tuned, in a big, bright numeral that’s easy to read clear across the room 
With these two wonderful Hotpoint features, changing stations takes just a touch 


of the finger and it's always easy to tell what station you're watching 


K. 


Sight and Sound Tuned Synchromatically ! 
“Synchromatic” means automatically together —that’s how Hotpoint tunes the sight 
and sound in these amazing new TV sets. When you select your station, either manu 
ally or with Power Tuning, not only does the picture appear in perfect tune with no 


further adjustments needed —the sound is perfectly tuned, too! 


h 3 NO MORE BLUR—Hot- 
eTes point’s automatic focus 
brings the picture in at 
sharpest focus and keeps 

it that way, 
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Hotpoint interference- 


: stopper reduces ‘‘spot 
S () blooming” and “snow” in 
eee fringe areas. 


New AUTOMATIC | 
gives you perlect | ¢ 
selection effortlessly ! 
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L POWER TUNING 


t channe 


With Hotpoint’s revolutionary mew Power Tuning, you simply touch one of 
the two Power Tuning buttons to change stations. Touch the one on the left 
and the dial automatically rotates to the left. It stops automatically ~ 
it comes to the next station. 

* If that program doesn’t suit you, touch the button again, and the dia h 
continues on its way to the next active channel, 

The right button automatically rotates the dial to the ri 

also select your station manually when you wish, .. 
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Steady Picture 
Now Hotpoint has added an automatic adjustment for signal level 


that virtually eliminates picture instability and jumping. Keeps 
* the picture steady at all times. 


sight 


Manu 


th no 





With Synchromatic Tuning, you turn on your Hotpoint TV and 
relax in your chair —no need to stand around waiting for the set to 
warm up so you can tune in the sound. That’s done automatically! 


New Hotpoint circuits keep the set perfectly tuned, too! The pic 
ture is always in perfect focus, thanks to new, years ahead electro- 
static focus tubes. You don’t have to fiddle with the focus — just 
relax and enjoy TV! 


NO FADE-OUT—There’s a 
new Hotpoint automatic 
signal level adjustment to 
help boost signals when 
they get weak. 


NO COARSE LINES —Hot- 
point gives you a fine-line 
picture through a new 
special circuit that makes 
interlace precise. 













rel to No Waits for Warmups * 


Finer Picture 
Hotpoint has added an improved circuit for extra-fine line detail 
by stabilizing vertic al synchronization so that interlace is precise. 
Diagonal retrace lines are effectively suppressed with a special 
blanking circuit. And drift is almost completely eliminated. 


Hotpoint Low-Cost Remote Control 


Available for use with Power-Tuning models, this new 
remote control feature consists of a single button with 
cord to operate Power-Tuning 

Because Hotpoint’s ten automatic features take the dial 
twisting out of TV, this one all-purpose control is all that's 
needed. When it changes the station, all other adjustments 


are automatically made, to bring in the best possible pic 


ture and sound 






ELIMINATES INTERFER- 
ENCE — A new interfer- 
ence-rejecting cascode 
tuner avoids adjacent 
channel interference, 
prevents outside signals. 
























adds grace 


and charm 
to any room! 


These are TV’s most wanted cabinet designs — clean, 
uncluttered lines with fine attention to detail. They com- 
bine the simplicity of contemporary styling with the 
elegance of classic cabinetry to create cabinets that 


richly endow any room with new beauty. 


* No dollars in dogs! 


Hotpoint TV models were picked for 

quick turn-over, high profit 

Each model in the new Hotpoint Hi-Vi TV line is 
the result of research that proves it moves. Only the 
eight most popular basic TV designs were selected. Cab- 
inet variations bring the total of Hotpoint sets to six- 
teen, including portables. You get the sets people want 
without the headaches of a big, unwieldy line. In short: 


“No dogs allowed.” 


Model 24S8801—CGiant 24” console in beautiful 
genuine Mahogany Veneer cabinet with casters 
Has all Hotpoint’s new luxury features — Power 
Tuning, Dynapower Speaker and Constant Focus 








Model 218552—21” screen console in genuine 
modern Light Oak Veneer cabinet, with full list 
of Hotpoint Luxury features. Has Lighthouse 
Channel Indicator, Stay-Set Volume Control 





Model 218451—21” luxury table model, has 
such outstanding Hotpoint features as Power Tun 
ing, optional Remote Control, Automatic Focus 
and others. Rich Mahogany Finish cabinet 
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screen console in traditional 
Oak Veneer console cabinet. Finest decorator Mahogany Veneer cabinet with casters. Luxury 
styled cabinet teamed with Hotpoint’s finest fea- model with all Hotpoint’s new features, including 
tures for truly outstanding TV Power Tuning and “Lighthouse” Channel Spotter 
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nuine Model 218501—21” picture console in Mahog Model 218502—21” screen Light Oak Finish 
Ih list any Finish of unusual beauty. Clean modern de console includes many leading Hotpoint features, 
house sign with classic detail makes this popular-priced including Bass Range Extender, for rich, vivid 
I console a welcome addition to any room sound, exquisite styling 
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Model 21845221” modern Light Oak Finish Model 218401—21” Hotpoint table model in Sisminlat mln + ~ 
table model offers the ultimate in TV luxury and Ebony Finish metal cabinet has the sleek good Pret pe 
vivid cabinet styling at modest cost, to meet the looks so at home in contemporary surroundings. ALB ABA A Me ~ 
demands of modern-minded young families Offers big Hotpoint quality and features. elle elicaal alia ata ataleiateteead 
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All picture tube sizes are diagonal measurement 














Model 178301 —17” Portable —tops in portable 
performance. Smart Seashell Pink and Sand 
White aluminum case with chrome handle. Has 


big-set features, like Shaded Glass and big Mir 
rorized Picture Tube, yet weighs only 32 pounds 


kor the big second-set market — 


gives you a complete 





line of COLORFUL 


portables 





Model 148203 —14" Hotpoint Portable in La 
goon Blue and Sand White aluminum cabinet with 
chrome handle. Big-set performance makes this an 
ideal choice for those who want extra fun from 
a second set. 


Model 178302—17” Portable in Lagoon Blue 
and Sand White. 32-pound smartly designed 
Hotpoint Portable makes a great travelling com- 
panion when you go from coast to coast or just 
from room to room. 


Model 148202 — Lightweight Portable has 14- 


inch screen with Mirrorized Tube, Shaded Glass, 


and other big-set features. Weighs only 26 pounds. 
Comes in colorful Seashell Pink and Sand White 
aluminum cabinet. 


Mode! 148201 — Extra-sturdy 14-inch screen 
Hotpoint Portable. Ideal “private” set for young 
sters. Weighs only 32 pounds, comes in two-tone 
Smoky Grey and Pearl Grey metal cabinet, with 
chrome carrying handle. 


All picture tube sizes are diagonal measurement 
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and here's the newest idea in portable TV... 


*. 
The 


weighs only I3 pounds ! 
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Hotpoint proudly announces its sensational 13 lb. featherlight portable, 
with a 9” screen (diagonal measure). 

Only 13 pounds! That’s lighter than most radio or phonograph portables. 

It has heavy appeal, because it puts TV in new places, gives it new uses 
So Hotpoint is already bursting with new ideas and new products —before 
the line has even been announced to the public! Proof that in TV as in white 
goods — Hotpoint always has the finest, first! 

Model 98101 — Midnight Black —Sand White. 
Model 98102 —Sunset Red —Sand White. 
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To bring customers 
and profits into your 
~ Store from the start... 














me big dramatic 
national advertising will pre-sell 
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in Major Consumer Magazines and Leading Daily Newspapers—Plus Saturation Radio 








The Hotpoint TV set advertising program is big. The new sets 
will be introduced in magazines and daily newspapers with a 
combined total circulation of 25,398,000. Add to this saturation 
radio reaching 4,900,000 homes. An estimated 222,436,000 ad- 
vertising impressions will be delivered by this powerful program 
between now and Christmas. And this is only the beginning. 
Hotpoint will make available a complete line of dealer aids, line 
folders, display pieces, window banners and premiums with real 


consumer appeal. 


Here is your success formula: Hotpoint’s famous name, 
plus Hotpoint’s new features and styling, plus Hotpoint’s 
strong, dramatic advertising, plus Hotpoint’s sensible 
dealer-minded pricing . . . all this makes the Hotpoint TV 


dealer franchise the greatest money-making opportunity 
you have been offered in years. 


Call or See Your HOTPOINT Distributor Today 





This ONE Sales Kit puts you 
in business for Only *85°° 


(You make $51.30!) 





Hits 95% of Portable Power Tool Market! 


It comes to you all assembled . . . all ready for your counter. investment in power tool business .. . start this easy way 
This effective merchandiser tells a complete sales story to with the new full-color Dormeyer Promotional Sales Kit! 


your customers, And pemmember— these are the portalie Contains #5-2001 Dormeyer 4 Wrench-Lok Drill « #5-2201 
power tools most wanted by hobbyists, homeowners. In 


fact, 95% of all portable power tool business comes from Ya" Drill with famous Geared Chuck + #5-7000 Big Capacity 
tools of this kind! Portable Power Saw « #5-3300 Dormeyer De Luxe Wall Cabinet 
For fastest turnovers . . . fastest profits . . . on smallest Type 4” Drill Kit » Consumer Literature + Special Sales Manual. 


“or a complete catalog of these and other Dormeyer Power Tools, call your distributor or write to Dormeyer 
D orme > er DORMEYER CORPORATION + POWER TOOL DIVISION «+ CHICAGO 10, ILL. 
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New Square Fri-Way Skillet 


with cover included at $1995 yodei 9300 


SEE THE COMPLETE DORMEYER LINE 


Hurri-Hot Knife /Scissors 


4 Top Mixers! 2 Coffee Makers! 2 Deep Fryers! Electric Cup Broiler-Rotisserie Sharpener 
$29.95 to $55.95 $19.95 & $29.95 $18.95 & $29.50 $14.95 $79.95 $14.95 
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Famous 
Silver-Chef “Sy 


with grinding attachment at $5595 jode) 4300 


All Dormeyer appliances are factory guaranteed 


AT THE HOUSEWARES SHOW soorss 519.555 
cs i | Te Portable Dormey |||! Matching-Color 


| me , Now in 5 Colors! 
—— i] $17.95 & $21.95 | AT NEW LOW PRICE $29.95 


tidiiaeei se (ih, Pink, yellow, chrome, turquoise, white . S= Pink, yellow, turquoise, white 
Dry Iron Pop-Up Toaster . 
$15.95 $19.95 | 
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No matter how you explain it, the simple fact 
remains that customers are not showing up on 
showroom floors, Over 30 of the dealers th 
writer spoke with in the past month report that 
newspaper, radio and TV ads just aren't pulling 
the way they were 12 months ago. Here's the wa. 
an Allianee, Ohio, dealers puts it: “We spent mor 
money on advertising in the first four months of 
this year than we ever did, and our di play room 
looks like a morgue, It would be simple if we 
could explain it by saying that there is widespread 
unemployment, or that the manufacturers’ new 
designs aren't attractive. It isn’t so. The mills 
are going full blast. The designs and varieties of 
styles are the best we've ever had 

“lt think the answer is this. The buying power 
is there, for perhaps one major purchase, But 
through television, the buyer is bombarded with 
invitations to spend his ready cash on a host of 
major items, The result is indecision—and waiting 
Waiting for a new model of this or a new color 
of that, And the potential buyer lacks urgency 
Most if not all of the appliances he now own 
were purchased since World War II, They'll keep 
going awhile longer—while he makes up his 
mind 

“People don't go to an ippliance store to 
browse, They're half sold before they come in 
But because they don't come in of their own 
volition doesn't mean the market doesn’t exist 


That dealers in the Great Lakes are giving 
more than lip service to the idea of intensive 
market cultivation is evidenced by the large num- 
ber of stores which are slowly shifting their em- 
phasis to off-floor selling. 

For example, a dealer near Akron, Ohio, found 
his year-to-year comparisons for the first fous 
months of 1956 against 1955 were down 31° 
His four salesmen were spending 100% of their 
time in the store. Starting in May, each man wa 
nuit to work on the “outside 

fay’s sales figures, on volume and on dolla 
were “only slightly under those of May, 1955.” 

Another dealer in western Ohio, near ‘Toledo 
is now getting 40% of his volume from outside 
sales calls. Last vear at this time his volume from 
off-floor selling was 10% of his total. His overall 
volume is “constant with last vear 

The small town, of course. is and always has 
been the stronghold of such marketing method: 
But dealers are finding that thi ivall-town 
—— works equally well in the growing sub 
urbia of such large cities as Cleveland, Columbus 
Youngstown and other 


two davs pel week 


The bogey-man recognized by all dealers who 
do off-floor selling is price, It can be expensive 
and time consuming to send a salesman outside 
rather than keeping him riveted to the showroom 
floor. And the salesmen, when they knock on 
doors, are going to find prospective buyers who 
wren t urgently in need of anything, and therefor 
will be interested mostly in price 

Here's how one north-central Ohio dealer meets 
that problem. First he sells on satisfaction. His 
salesmen don't go blindly knocking on doors, ‘The 
salesman goes out to the home of a customer who 
has already made a purchase, He discusses with 
her kitchen and appliance needs—now, and in the 
future, He tries to find out if her neighbors have 
seen her new appliance, whether they like it, what 
they've said about it. From such talks he develops 
his leads 

This selling formula, of course, isn’t new to the 
appliance business. But in the words of a War 
ren, Ohio dealer, its restoration may help “weed 
out the order-takers from the salesmen and restore 
the integrity of an industry which has lost dignity 
in the public's eve through wild price-cutting 
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...in the 
FAR 
WEST 


By Howard J. Emerson 


Sales recover to top seasonal level 
.. » Far West ads feature deep price 
cuts .. . Refrigerators get big play 


B* the middle of June, appliance-TV dealers 
in most areas of the Far West had recov- 
ered from the early May slump and in many cases 
reported volume at well above seasonal level 
l'elevision was continuing to fool everyone bi 
hopping along at a speed better than most dealer 
expect at this time of year. Even persistent rumors 
from the East that manufacturers are glutted 
with big ticket 1956 models at the time they are 
showing "57 
dealers, They continue merrily along, picking up 
sets for $195 that cost them $265 on end column 
not long ago 

But now it is time for the semi-annual trip 
through the advertising pages of the Far West 
newspapers to check on what dealers are trying 
to sell, and how they're going about it. From a 
collection of over 200 advertisements from 12 
major market areas, here’s the picture during the 
first week in June 

l'o cover the obvious first, Sears dominated the 
udvertising pages as usual in San Francisco-Oak 
land, Los Angeles, San Diego, Seattle and som« 
of the smaller market areas. Copy geared to th 
‘Jubilee Sale’ varied in each area, with the 
$159.95 Kenmore gas range at $119 in Los Ange 
les, and the $300 Kenmore electric range at 
$219.95 in the electrified Seattle area. In Los 
Angeles Sears featured its #4103 table model 17 
in, T'V at $97, in Seattle it gave the display to a 
17-in. portable at $134.95 In San Diego, Sears 
featured a 15-cu. ft. chest freezer for $289.95 
while in Seattle a 15-cu. ft. chest freezer, origi 
nally $299.95 was featured at $229. Big play for 
the spring laundry business was being made with 
1 full page in Los Angeles featuring the “Hydro 
Swirl” washer at $129 and matching clectric 
dryer at $99; the 8-lb. automatic washer at $159, 
matching dryer $159; deluxe automatic washer 
$179, matching dryer, $139. In Seattle, Sears 
featured a pushbutton, originally $259.95, auto 
matic washer at $199.95, and a $209.95 drver at 
$159.95. In San Diego, it was the 9-lb automati 
washer at $179 with matching dryer for $139 


models has not seemed to disma\ 


Refrigeration advertising has been more active 
this spring than during the same period of '55. 
However, in the metropolitan centers, the major 
newspapers are not a true index of dealer adver 
tising because the middle size and smaller dealers 
rely more on shopping newspapers and suburban 
papers. In the Los Angeles Times, the May Co 
featured a $349.95 Norge refrigerator-freezer at 
$239.88 with no down payment and terms of 
$15.50 a month, and a $469.95 Frigidaire refrig 
erator-freezer at $389.95 with trade, no down 
ind $19.50 a month. Dorn’s ecight-store chain 
offered a Westinghouse SJ-91 ($239.95) for 
$199.95 with trade. In San Diego, Dohrman’s 
had a 11.4 cu. ft. G-E for $299.95 with trade, no 
down, 24 months. Montgomery Ward also fea 
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tured G-E, an LH-14N ($569.95) for $399.95 
with trade, $10 down, $11.96 a month. In Port- 
land, Roberts Bros. advertised a $379.95 G-E re- 
frigerator-freezer for $329.95, no down, 24 mos 
In Vancouver, B.C., Wosk’s seven stores featured 
an RCA RIES ($359.50) for $249.50. 


The wave of spring “warehouse sales’ has not 
let up. Breuner’s used the fair grounds in Stock- 
ton for such a clearance in early May; Jackson's 
in Oakland is holding one in early June. But the 
jackpot was thrown at Sacramento, Calif., people 
on June 2 when the following all appeared in the 
Bee: Eastern (dept. store chain) with 4 page on 
“Sacramento's greatest warehouse sale’, no down 
payment and up to 36 months to pay on furni 
ture-apphiances-I'V including a $488.50 Admiral 
refrigerator for $349.95 and a $239.95 Westing 
house laundromat for $188 in color; Standard 
Furniture held its “Challenge Sale”, with a full 
page including offerings of a $560.90 Hotpoint 
washer-dryer pair for $439, a $489.95 Hotpoint 
refrigerator-freezer for $389; Star Furniture ‘ad 
vertised “going out of business” and listed an 
Admiral 40-in. electric range ($299.95) for 
$204.70, a $179.95 Easy dryer for $118.70, a 
$359.95 Admiral refrigerator-free for $259.95; 
Credit Furniture took nearly a page for a “sacri 
fice sale” featuring a carload purchase of Norge, 
a model AEGO0A dryer for $59.95 with purchase 
of a Norge AW406 automatic washer at $229.95, 
no down payment, 36 months to pay. 


Practically all television set advertising in the 
Far West is being geared to price reduction or 
long trades, as usual at this time of year. In Los 
Angeles, Barker Bros, used a 4-page for a $239.95 
Motorola 2l-in #21T30 at $179.95, and in other 
copy featured the G-E #21C113 clock TV 
($319.95) at $249.95, and the’G-E 21C151 lo 
boy ($349.95) at $249.95. Muntz TV Sales had 
21-in. at $119.95, 24-in. at $144.95, and 27-in. 
at $184.95—with delivery and installation for $10 
and a parts and service policy required -on all 
term purchases. Both the May Co., with the G-l 
17-in. at $159.95 and the 14-in. at $99.95, and 
Dorn’s with the RCA-Victor “personal” at 
$129.95 reached for the portable market which 
many far western dealers are finding to be on 
of their most profitable ventures. Another Los 
Angeles advertiser was Nicholson’s So. Calif 
Music Co., repeating its “giant clearance” with 
prices cut $20 to $150 on Motorola, $30 to $175 
on Hoffman, $50 to $200 on G-E, plus $189.95 
Webcor recorders at $129.95 and $59.95 V-M 
phonos at $29.95. 


Air conditioning got most of its attention from 
the industry in Phoenix and Fresno. Sears in 
Phoenix featured a 3-ton central unit at $879.95 
with up to 5 years to pay. Ward’s, there, offered 
a 3-ton room air conditioner with thermostat for 
$179.88. Arizona York advertised a York }-ton 
for $225.95 and a l-ton for $247.50 

In Fresno on June 3, a special section of the 
Bee carried 16 advertisements on air conditioning 
tying in with a ¢ page “Cool as a Mint—with a 
refrigerated air conditioner” advertisement placed 
by utility PG&E. Most copy was distributor or 
manufacturer sponsored with dealer listing, in 
cluding one by G-E on its Westhertron heat 
pump, by Carrier on its weathermaker central 
system, by Hotpoint on its casement window 
style unit. Bonded Refrigeration featured a 2-ton 
central unit at $836.95. G-E dealers offered th« 
“thinline” from $14.48 a month, and Lou Glass 
advertised the Westinghouse “200” 2-hp model 
for $4.29 a week 


Continued on page 3 
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SPEED QUEEN 
REALLY ROLLING! 

















‘Make 1956 your best year ever 


A great new GLASS-PANEL automatic 










By WITH INFRA-RED RADIANT HEAT! 
| Quick, clean, portable automatic heat! 


~F’ — Arvin GLASS-PANEL Radiant Heater 


ba - 

MODEL 5654— This new kind of 
portable electric heater sends 
out infra-red rays which heat 
everything in the room— walls, 
furnishings, people with a 
new kind of clean, quiet, ef- 
fective heat that promotes health because it 
does not dry out the air. Entire glass panel is 
the heating element. No moving parts, no 
noise, no dirt. Wholly automatic; built-in ther- 
mostat turns heater on as room cools, off as 
room heats. 1650 watt capacity. Red signal 
lights glow when heater is ‘‘on.’’ Gunmetal gray 


enameled finish with brass trim; 
self-leveling feet. $54.95 





A A 








Freight prepaid on your choice of plans! 










FRE Brand new 1956 Arvin 
Leisure Chair 

Regular $5.95 retail value! Folds in one motion; easy to stand, 

stack or carry. Perfect for lawn, porch, picnic or beach. White 


enameled tubular steel frame; flat arms, enameled to match green 
duck seat and back. 


PLAN NO l One chair free with your order for 10 Arvin 
: units—all heaters, all Lectric Cooks, or mixed 
—for delivery between June 1 and Sept. 1. 


PLAN NO. 2 Two chairs free with your order for 20 units 


or more (heaters or cooks). Arvin pays freight 
on either plan to dealers in continental U.S. 
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MODEL $534 Arvin’s top fan-forced and radiant MODEL 5518 Streamlined styling with beau 


automatic heater, with two heats—1650 or tiful coppertone finish, chrome grille, and 
1320 watts, by selection. Signal light glows when brown accents. 1650 watts. Safeguard Safety 
heat is on. Safeguard Safety Switch Switch cuts current if heater 

Coppertone enamel and chrome grille. $34.95 is upset $19.95 
MODEL 5528— Similar to 5534 but has no signal MODEL 5524 Deluxe model combines fan-forced 
light and operates at 1650 watts only. Com and radiant heat for extra heating efficiency 
bines fan-forced and radiant heat. Beautifully real room-filing warmth at a conservative 


finished in green enamel, $29 95 price Pearl enamel with chrome grille $24 95 


chrome grille and brown accents 





Two efficient, fan-forced, non-automatics 
MODEL 5510 A real budget price leader, with 


1320 watts capacity. Safety guard rail; quiet 
non-interfering induction motor. Brown finish 


with pearl gray trim $10.95 
MODEL 5512 Deluxe model with on-off switch 


at top, two guard rails, handhold in back 


Pearl finish, chrome grille $12.95 








_..with_ A wwii Heaters! 


and six fine fan-forced automatics 





MODEL ‘$514 Priced lower than many non- 
automatic heaters! 1320 watts. Easily portable 
Handhold in back. Brown enamel finish with 
chrome grille and ivory trim. A fine $14.95 
price leader 

MODEL 5516Same fine styling in Williamsburg 
blue with chrome grille, plus carrying handle 
and Safeguard Safety Switch which $16.95 


cuts current if heater is upset 


Cpa, | 


Famous Arvin Lectric Cook 


America’s Firet and Foremost Waffler-Grill! 
The only appliance of its kind with accu- 
rately controlled heat from 160° to 500° 
just like a fine electric range, Actually 4 
appliances in 1—Sandwich Toaster, Steak 
Grill, Double Griddle and Automatic Waf- 
fler. Total cooking area equal to three 
10-inch skillets, Converts in seconds to a 
fully automatic waffler with signal light. 
Complete with waffle grids and recipe 
book, Model 3550, $29.95 


will latch on to this best-ever deal FAST! 


Arvin FREE Four-color Flash Display 


Tee & meTTAT 


weaves ; Brilliant 4-color flashing display fits snugly around heater, flashes 
sales message. Complete except for light bulb. Free with every 
Early Bird order for 10 or more units 


FREE Six-piece Window Display 

Another hard-selling Arvin extra, included free with your Early 
Bird prepaid shipment, Printed on dazzling Velva-Glo paper, 
with a special banner on the new Arvin Glass-Panel Heater. 
You also get free envelope stuffers and newspaper mats. 


ARVIN NATIONAL ADVERTISING— wren you seu 


Arvin Heaters, you are selling the world’s most widely adver- 
tised, most famous heater line! Your customers are pre-sold by 
Arvin Heater ads in The Saturday Evening Post, Ladies’ Home 
Journal, Parents’ Magazine, Farm Journal and Progressive Farmer! 





Electronics and Appliances Division AY VIN INDUSTRIES, Inc. Columius, Indiana 
WORLD’S LEADING HEATER LINE FROM THE WORLD’S LARGEST HEATER MANUFACTURER 
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MERCHANTMAN 
DISPLAY 


Use this all-metal char- 
coal-gray-and-chrome 
“Arvin Merchantman” 
to wll Arvin products 
the year ‘round—heat- 
ere, fana, Cooks, in sea- 
son. You order the Mer- 
chantman for $26.00 


56529 Automatic 
Heater —~ prepaid ~ which 
you sell for $20.95, get- 
ting back your invest- 
ment with a profit! 















































i243 YOUR SALES 


Try it. See what a traffic-stopper this famous merchandising 
symbol is. 





Because LIFE reaches 3 out of 5 households in the course of 
13 issues, it packs a powerful local impact. It pops up your sales 
because it pre-sells your customers, 


Promote LIFE-advertised products regularly, You'll find it 
a good method of doing more business week after week. 


These best-selling appliances will be advertised in LIFE during July 
July 2nd 


Emerson Fans—page 

General Electric Room Air Conditioners spread, color 
Hotpoint Refrigerators—spread, color 

Hunter Fans—'Y% page 


July 9th 


Amana Refrigerators & Freezers—page color, facing page 
Crosley Ranges page, color 

General Electric Room Air Conditioners page, color 
Hunter Fans—'4 page 

RCA-Whirlpool Air Conditioners- page 

Singer Sewing Machines—'4 page 


July 16th 


Crosley Refrigerators—page, color 

Electric Companies Advertising Program—page 
General Electric Room Air ¢ onditioners—page, color 
RCA Victor Television—spread, color 


July 23rd 


Bendix Washer-Dryers—page 

General Electric Dishwashers—spread, color 

General Electric Product Service—page 

General Electric Ranges—page, color 

Westinghouse Refrigerators and Freezers—spread, color 


July 30th 


Westinghouse Laundry Equipment—page, color 


LIFE’s circulation is 5,714,720 
LIFE’s weekly audience is 26,450,000 


Sources: Readership— A Study of the Household Accumulative Audience 
of LIFE, Circulation—first quarter, 1956, Audience— A Study of Four 
Media, 
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CANADA 


TRENDS REGION BY REGION 


By M. L. Schwartz 


Dealers report chaotic conditions in 


first half .. . More customers are offer- 


ing more cash . . . Boat business is 


booming . . . No help forecast from 


color TV 


| N the face of a bigger volume of 

sales in the first half of '56 for 
most dealers, a wave of cut-rate 
pricing of washers and other ap 
pliances is going to find them with 
a lower figure profitwise this year 
unless conditions change in the 
second half. 

The larger turnover for many 
dealers is not making them any 
happier, because handling that 
many more units 1s proving a cost 
lier and less profitable proposition, 
particularly for the little fellows 
who try to keep up with the big 
fellows in the volume race. 


Canadian factories are shipping 
more washers and refrigerators thi 
year, with retailers going all-out to 
sell them as fast as they get them, 
but price-cutting is responsible for 
some unexpected dwindling of 
profits. One major dealer in east 
ern Canada, for example, says that 
“we'll be lucky to break even on 
first half’s business’. He confide 
his firm did better last year with a 
lower sales figure dollarwise. ‘The 
same view is heard from dealers in 
other eastern Canadian centers 


Another disclosure is that dealers 
in both the East and West seem 
to be getting increased calls for 
small and portable radios, though 
combination sets were in a_ bad 
slump. “They're just not interested 
in such combinations and we're 
not advertising them any more,” 
a dealer in Ottawa remarks, adding 
significantly “we're letting them 
sell themselves in our windows.” A 
merchant in Montreal reports 
that “pushing expensive radios is 
crazy.” 


But the real headache in first 
half is the TV slump as dealer 
after dealer repeats the same story 
of a weaker market this year, espe 
cially for table models. Some deal 
ers say they are finding a larger 
number of Canadians want the 
costlier sets. Consoles and three 
way combinations are getting the 
call. One big dealer in central 





Canada, operating several retail 
outlets, says: “At least two-thirds 
of our TV sales this year show a 
definite preference for higher-priced 
sets. Don’t be surprised if replace 
ment business moves in this direc 
tion, too.” By fall, some bigger 
dealers say, the demand for higher- 
priced TV sets will be heavy 
throughout Canada. 


More Canadians appear to be 
offering more cash for appliances 
when the deal involves a “bargain”’ 
May business emphasized this de 
velopment and dealers feel that a 
tightening credit situation may find 
this trend increasing. One sales 
manager of a large firm in Ontario 
ittributes this development to the 
stepped-up advertising by small loan 
companies so that these are cash 
sales only as far as the appliance 
dealers are concerned. The sales 
are actually financed by outside 
sources and such customers borrow 
the cash to get “bargains” 

“Somehow these people appat 
ently consider it better to borrow 
money now and finance themselves 
to get bargains’, he explained, 
offering examples from his own 
company’s files. 


Business is booming for dealers 
selling boats and marine motors in 
many regions but the boom is es- 
pecially big in Ontario, with last 
years amazing growth in this busi- 
ness bound to rise impressively 
this summer. Retailers even believe 
that Canadians will spend as much 
as $25- to $26-million for such 
purchases this year, judging from 
sales chalked up in April and May 
as well as the orders on hand. 

This amazing sales jump, one de- 
partment store official in an east- 
ern city says, is due to the spectac- 
ular increase in cars in Canada. 
“Boats and outboard motors are 
becoming part and parcel of motor- 
ing on weekends or holidays,” he 
says, adding that more leisure 
hours, longer car trips and better 
boats as well as motors are boosting 


(Continued on page 40) 
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IN THE GREAT NEW 
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ages Yes, Sales magic for you 


because ZENITH for’S57 introduces — 
THE ONE AND ONLY THING NEW 


pence al in television! 


ee ya 


















Entirely NEW! Entirely 
MEW LEMITH TV mith 


Answers silent commands from your 





Turns set on and off, Changes stations, Mutes 


~~ 
- ~ ' 
7 ~ 


as _> You merely hold the 


PUSH A BUTTON 7 SPACE-COMMAND 


HERE AND THE SET \ . 
OBEYS OVER | control box in your hand... 


“"' / MO FLASHLIGHTS! 


no batteries! no wires! 
no cords! you see nothing! 
you hear nothing! 
\ no radio control waves to 
interfere with neighbors’ sets! 


ICE COMMAND SENSATIONALLY 


Here, on these two pages, is the most Invite your customers to try it! All| 


SPACE COMMAND 
























sensational selling feature the industry they have to do is push a button and 
has ever known! It provides a dramat- _ the set obeys even up to 30 feet! Here, 
ic, thrilling, hard-selling demonstra- indeed, is the ultimate in television | 
tion. It’s so mysterious it’s like magic! comfort and luxury! 


The Fremont (Model 230148). 
Space-Command ‘'400'’; 262 
square inches of rectangular 
picture area. High Fidelity 
sound system. Finish shown 
is mahogany veneers and hard- 
wood solids. Also in cherry 
veneers and hardwood solids 
(Z3014H). Both with doors. 





The Wilmington (Model 
Z3010€). Space-Command 
"400"; 262 square inches of 
rectangular picture area. 
17,000 volts of picture power 
Blond oak shown. In mahog- 
any color (Z3010R), cherry 
color (Z3010H), ebony color 
(Z3010Y). 


The Hadley (Model 23012H). 
Space-Command ‘"400"’; 262 
square inches of rectangular 
picture area. High fidelity 
sound system. Finish shown is 
cherry veneers and hardwood 
solids. In mahogany veneers 
and hardwood solids (73012). 










































y | Different! Nothing Like It Ever Before! 


t| SACE-COMMMO tuning 


a“ = = 


x § easy chair or even the next room Peas . 


y THE SET OBEYS = \ 
j HERE WHEN YOU \ 


2S § sound of long annoying commercials? 7s + r10n war | 


OVER THERE! 








SPACE-COMMAND 
DEMONSTRATES 
ANY WHERE! 


V If you can press a button you Vv Sure fire! Sells on sight! 
can demonstrate it! 


¥ Light, heat, sound will not 
VA child can operate it with affect tuning mechanism ~_ 
only 2 words of instruction: of set. 
“Press button”. 


















. STARTING The Brookwood (Model 230088) 

> a Space-Command ‘400''; 262 
square inches of rectangular pic 

_— ture area, Blond oak color shown 

Also in mahogany color (Z3006R) 

t! Alb ' 

n and 

Here, 

rision | 


SUCE-COMMMNMO 
‘200° 





’ " . a a The Ashford (Model Z3000R). 267 The Richmond (Model Z4Q00R). 332 
The two-control Space-Command 200 square inches of rectangular picture square inches of rectangular picture 
has all the magic, all the drama and excite- area. New Target Tuner. Mahogany area. New Target Tuner. Mahogany 
ment of the Space-Command ‘400”. It color. In blond oak color (Z3000€) color. In blond oak color (240008) 


permits you to change channels from any- 
where in the room...even the next room. 
It permits you to mute the sound...even 
from the next room. You don’t have to 
move from your easy chair to find out 
what's on another channel. 

And, of course, such famous Zenith 
features as Cinebeam® picture tube and 
Cine-Lens® assure sharp, clear pictures 
top-notch performance. And more picture 
power than ever has been packed into the 
chassis. You'll be amazed when you see 





te 


Z3012H). 
00°’; 262 





—— the picture quality these sets deliver even  F 
sSSrty in fringe areas. s 
shown is 
Cc for Weel ond South Prices end specifications valject to The Carlisle (Model 290046). 262 The Edgewood (Model Z3006R) 
'23012R) change without notice. navies inmeaaateal square inches of rectangular picture 262 square inches of rectangular pic 
, area, New Target Tuner, Blond oak ture area, New Target Tuner, Mahog 


color, in mahogany color (Z3004P). any color. in blond oak color(Z30068) 





LIGHTWEIGHT Portable TV | « 


ALUMINUM CABINET 


FULL-SIZE SCREEN — 149 square inches of rectangular picture area 
Gives outstanding performance where many other portables are weak! 





(1) SELL EXTRA PICTURE SIZE! 


Compare the picture size of 
Zenith’s portable with others 
..-then compare the cost per 
square inch with others! 





Here is the exclusive Zenith “Jet Tuning” portable 
TV set that was designed to put living room TV 


quality in every room. 149 square inches of rectan- 


149 square inches of : gular picture area gives you a full-size portable TV 

screen. Compare the screen size! Compare the cost 

rectangular screen per square inch! The cost per square inch in Zenith 
portable T'V is as low as 94¢. 


(2) SELL EXCLUSIVE “JET 
TUNING” FOR GREATER 
PORTABLE TV CONVENIENCE! 


The Jet Tuning cylinders are conveniently located. 

They eliminate bending and stooping while tuning. 

Tip-top secondary controls are right 

Yo ae on top for complete TV tuning with- 

% tia out bending. 
“wetat 


bas Nas oe 
R ¢ 


4 a Power cord and antenna 











FULL SIZE SCREEN 


The Hartford (Model Z1818E) 


New lightweight aluminum cabinet; new Zenith 
Target Tuner, automatically keeps picture qual- 
ity constant when changing channels, super- 
sensitive to bring in amazingly clear pictures 
and sound near or far from stations; new 3BU8 
tube and companion circuit locks picture solidly 
on screen. Model shown is two-tone Satin silver 
and blond, Also in maroon (Z1818R), and char- 
coal and cordex gray (Z1818C). 


& 


tuck into back of the Jet 
tuning cylinders for easier 
carrying. They do not dan- 
gle awkwardly while set is 
being moved. 











The Brenton (Medel 216158) 


New lightweight aluminum 
eabinet; 15,000 volte of pic- 
ture power. Maroon color. 
Also in blond color (218158). 









HERE’S TZENITH...QUALITY TV... 










with power transformer. 
Tested and proved in toughest 
reception areas. 


* & 
never stops improving on power and performance! 
Zenith's famous horizontal 


MORE 
: | NE PICTURE sama nr 





The performance champion of 
vertical chassis, now more 
powerful than ever, complete 
5 volts of picture power for 
POW £D e super performance, features 
Zenith's famous “‘fringe lock" 
circuit for picture stability 


of 





rs and clarity. 
er 
TARG ET New Zenith Target Tuner 
keeps picture quality constant 

TU N a o in changing channels; brings in 
le amazingly clear pictures and 
V also sound near or far from stations. 
l- 
V AMOUS 
. & F Zenith's "Bull's-Eye"’ 
: Turret Tuner is television's 
h TU a RET finest tuner. Greatly reduces 


annoying ‘“snow”’ for incomparably 


TU N © Q clear pictures. Keeps picture 
quality constant, 







BETTER 


wi SOUND! 
tilted 
F e “sound-up” Easy removal of safety glass 


speakers New Zenith TV offers several 


convenient ways to remove e 


safety glass for cleaning "3 
EASY FACE- PLATE tube face and inside of face ‘e 


plate glass. Illustrated is 


GLASS REMOVAL rs eed 


. Big Zenith quality speakers 
with Alnico-5 magnets are 
designed into cabinet to project 
full television sound “up” at viewer 





4 
-* 





$ Sensational Zenith 6BUS 
Miracle Tube and companion 
cireuit lock pictures in place, lock 
out interference even in 
fringe areas. Automatically 
regulate picture intensity. 


@ in fringe areas or 
close in with New 
Miracle Tube 


ESCUTCHEON 
DESIGN and STYLE 


BETTER 
F RECEPTION 


New advanced styling for > 
escutcheons. Trim, modern lines 
that will catch the eye of 
modern homemakers. Controls 
located for the utmost convenience. 

















Zenith quality TV gives you 


MORE FEATURES ... MORE EXCLUSIVES --.- MORE TO SELL / 





















Z1614. Royal series 
New 3BUB tube ; room to 
room portability; remov 
able face plate glass; 
static-free FM sound: 
speaker with Alinico-5 
magnet, Z1614R8 in Ma 
foon color; ZIB14Y in 
Ebony color ; wrought iron 
stand extra 



























22359. Custom High Fidelity series, 20,000 volts 
of picture power. “Bull's Eye” Turret Tuner 
“Fringe Lock” circuit; 3 speakers; phono jack; 
Easy Out face plate glass. 22359 in Walnut 
veneers, Z2359R in grained Mahogany color 


IMPORTANT: 


SCREEN SIZES: 





' ©1800 model numbers all have 149 
7 square inches of rectangular pic- 
ture eree. 


@ 2200, 2300 end 3000 medeil num- 
bers all have 262 square inches of 
rectangular picture ares. 


@ 2600 and 4000 medel numbers oli; 
heave 332 squere inches of recten- =; 
gvier picture ares. 


- 


ZENITH PRESENTS THE 





Quality is the standard! 








21816. Super Royal series. New Target Tuner ; new 21815. Royal series. New lightweight aluminum 21818. Super Royal series. New Lightweight alu- 
3BUB tube; Cinébeam®; Ciné-Lens”; removable cabinet for room-to-room portability. New 3BU8 minum cabinet; new Target Tuner; 3BU8 tube; 
face plate glass. Z1816€ in Satin Silver and Blond tube; removable face plate lens; static-free FM removable glass. Z1818€ in Satin Silver and Blond 
colors. Z1816C in Charcoal and Cordex Gray sound. Z1815R in Maroon color; Z181SE in colors ; Z1818C inCharcoal andCordexGraycolors; ~ . 


Z1816R, in Maroon color two-tone Blond color 2Z1818R in Maroon color. 







22230. De Luxe series. 17,000 volts of picture 22247. Super Royal series. 6BU8 tube ; new Turret 22248. Royal series. New 6BU8 tube ; Cinébeam® ; 22255. De Luxe series. 17,000 volts of picture 
power ; 3 speakers; “Bull's Eye” Turret Tuner Tuner; Cinébeam®; Ciné-Lens®; removable face Ciné-Lens® ; 7%” speaker with Alnico-5 magnet; power. Cinébeam® ; Ciné-Lens® ; tilted “sound-up” 
Fringe Lock” circuit; Easy-Out face plate glass; plate glass; 74” speaker. 222478 in grained removable face plate glass. 22248R, grained Ma- 10” speaker with Alnico-5 magnet; Easy-Out face 
Cinébeam® ; Ciné-Lens®, 222308 in grained Ma Mahogany color; Z2247€ in grained Blond Oak hogany color ; 22248E, Blond Oak color; 22248H, plate glass, tone control, casters. Z2255€, Blond 
hogany color ; 22230€ in grained Blond Oak color color; 22247H in grained Cherry color grained Cherry color Oak color; Z22255R, Mahogany color. 


“*SPACE-COMMAND’’-THE ONE ANDO 





i 


7 
45% 
2s 





22360R. Custom High Fidelity series. 20,000 volts 22637. Super Royal series. New 6BU8 tube; Tar 22672. Super Royal series. Target Tuner; new 

of picture power. “Bull's Eye” Turret Tuner get Tuner, Cinébeam®; Ciné-Lens®; 2 speakers 6BU8 tube; 2 Ainico-5 speakers; Cinébeam”; . . 
“Fringe Lock” circuit; Cinébeam”; Ciné-Lens* removable face plate glass. Z2637E grained Ciné-Lens®” ; Top Tuning ; Spotlite Dial ; removable 

Easy-Out face plate glass ; 3 speakers ; phono-jack Blond Oak color. Z2637R, grained Mahogany face plate glass. Z2672R, grained Mahogany; 

In Mahogany veneers and hardwood solids color. 226377 in solid Ebony color 22672€, Blond Oak color 





23004. Super Royal series. Space Command 23006. Super Royal series. Space Command 73008. Super Royal series. Space Command 
"200". New 6BU8 tube; Target Tuner; Cinébeam” ; “200”. New Target Tuner; new 6BU8 tube; Ciné "400". New 68U8 tube; new Target Tuner; 
Ciné-Lens®; removable face plate glass; Ainico-5 beam®; Ciné-Lens®; removable face plate glass; Cinebéam”; Ciné-Lens”; removable glass; tilted 
magnet speaker. Z3004R in grained Mahogany Top Tuning. Z3OO6R in grained Mahogany color; “Sound Up” speaker. Z3008R, grained Mahogany 
color; 230046 in grained Blond Oak color Z3006E in grained Blond Oak color color; Z3OO08E, grained Blond Oak color 


B THE QUALITY GOES IN BEFORE 

























E 1/957 ROVALTY TV LINE 


i: Performance is the proof! 











y 
22229R. De Luxe series. 17,000 
volts of picture power; “Fringe 
Lock"’ circuit; Cinébeam® ; 
Ciné-Lens®; “Bull's Eye” Turret 
Tuner; Easy-Out face plate giass ; 
Spottite Dial; static-free FM 
sound ; Ainico-5 magnet speaker ; 
top tuning. Base optional, extra 

eight alu- 22220. Royal series. Increased picture power ; im- 22222. Super Royal series. 6BU8 tube ; new Target 

U8 tube; proved focus; new 6BU8 tube; static-free FM Tuner; Cinébeam®; Ciné-Lens®; Spotiite Dial 

nd Blond sound; Alnico-5 magnet speaker; removable face 22222€, Blond and Satin Silver ; 22222C, Lime- 

aycolors; = * , plate glass. Z2220R in Maroon color; Z2220Y in stone White and Slate Gray ; 22222Y, Ebony color ; 

Ebony color 22222R, Maroon color. 
! 

{ picture 22256. De Luxe series. 17,000 volts of picture 22257. De Luxe series. “Bull's Eye” Turret Tuner; 22258. Super Royal series. New 6BU8 tube; new 

und-up” power ; Cinébeam® ; Ciné-Lens® ; 744” speaker with Cinébeam®; Ciné-Lens®; “Fringe Lock” circuit Target Tuner; Cinébeam”; Ciné-Lens®; 10° 

‘Out face Alnico-5 magnet; Easy-Out face plate glass, tone 10” speaker; Easy-Out face plate glass. Z2257R speaker; removable face plate glass. Z2258R in 

SE, Blond control. Z2256E, Blond Oak color; 22256R, Ma- in grained Mahogany color; Z2257E in grained grained Mahogany color ; Z22258€ in grained Blond 


hogany color. Also in Walnut color as 22256. Blond Oak color; Z2257M in grained Maple color Oak color. Z2256H in grained Cherry color 


NDBONLY THING NEW IN TELEVISION! 
ee = ys a4 
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SPACE 
COMMAND 
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nw 222872. Super Royal series. New Target Tuner; new 23000. Super Royal series. Space Command 24000. Super Royal series. Space Command 200". 
"s : ° 6BU8 tube; Cinébeam”; Ciné-Lens”; removable 200". New Target Tuner; new 6BU8 tube; Ciné New 6BU8 tube ; Target Tuner; 2 speakers ; remov- 
le face plate glass. Hi-Fi Custom-Matic record changer ; beam”; Ciné-Lens®; removable face plate glass, able face plate glass. Top Tuning, Spotlite Dial 
y; 3 speakers. Z2282R in Mahogany color; Z22862€ Top Tuning. ZZOOOR in grained Mahogany color Z4000R, in grained Mahogany color; Z40008, 


in Blond Oak color Z3000E in grained Biond Oak color grained Blond Oak color 


~~. Ce 
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Easy-Out glass. Z3010R, grained Mahogany color speakers; phono-jack; Turret Tuner, 230128 in Lock” circuit; 3 speakers; phono-jack. 730148, 
Z3010E, grained Blond Oak color; Z3010H, Mahogany veneers, hardwood solids, Z23012H, Mahogany veneers and hardwood solids 23014H, 
grained Cherry color; Z3010Y, Ebony color Cherry veneers, hardwood solids Cherry veneers and hardwood solids 


THE @£4/77 NAME GOES ON - 


23010. De Luxe series. Space Command “400” 23012. Custom High Fidelity series. Space Com 23014. Custom High Fidelity series. Space Com Ol / 
“Bull's Eye” Turret Tuner; “Sound Up” speaker ; mand “400. 20,000 volts of picture power; 3 mand ‘400’. 20,000 volts of picture power ; “Fringe ee A)ME 














3 MORE NEW | ZENITH RADIOS 


ready for delivery now! 








Alt NEw 


Zenith clock-radios give you 
the BIG selling difference— 
the radio itself. 


The entire face is a beautiful clock. 
Inside is a tone-rich Zenith radio 
with Zenith’s famous Long-Distance 
AM Chassis and powerful Wave- 


RAoIO 


7 TRANSISTORS 


Smaller than many conventional 
portables but 4 times more powerful 





All-new 7-transistor portable radio by Zenith—the 
Royal "800"! Press the Hand-Tenna carrying handle 
down and it becomes a beautiful table model. Press 
again and it pops up as a handle. Now you have a 
portable! Powerful tone indoors or out. Powerful 
Wavemagnet” in handle increases signal reception up 
to 25%. “Wide angle’”’ sound opening in back of set. 
Operates for 150 hours at normal volume on 8 “‘C’’- 
type flashlight batteries. Unbreakable case. Weight 
with batteries, 4 lbs., 4 oz. Dimensions with handle re- 
cessed: 6'%¢" high, 91%" wide, 24%" deep. Royal "800". 




















Compact size... 











powerful tone! 








Every ounce of this tiny three-and- 
a-quarter pound table radio is packed 
with power for better reception, bet- 





magnet® Antenna to pull ineven distant stations with exceptional clarity. 
Dimensions: 6%" high, 914" wide, 5%" deep. Ebony color (2524Y), off-white 


(Z524W), both with Roman Gold trim frame. Custom Cleck-Redio. 








ter tone. Three colors: French beige, 
tango pink, shadow blue. Provision 
for earphone attachment for private 
listening. Dimensions: 54" high, 
934" wide, 444" deep. (Model 2508). 
The Pacemaker. 





RADIO- 





Powerful Zenith radio plus new 
Zenith Custom-Matic Record 
Changer with automatic shutoff; 
plays 4 speeds. 9” high, 16” wide, 
194” deep. Weighs only 24 lbs., 3 
oz. Two-tone color combination, 
Wedgwood Blue and Nickel Gray. 
(Model 2550). The Serenade. 


PHONOGRAPH! 


e Automatic record intermix 
e Dual needle cartridge 
e Alnico-5 magnet speaker 


 Luggage-type handle for 
easier carrying. 


CALL YOUR ZENITH 








...and more new, exciting radios 


and phonographs on the way for your 


greatest fall and winter season! 





DISTRIBUTOR 


TOo0ay / 


ZENITH RADIO CORPORATION 
6001 West Dickens Avenue 
Chicago 39, Illinois 











1955 WAS THE FLOOR POLISHER INDUSTRY'S BIGGEST YEAR. 


MORE PEOPLE ARE BUYING 
MORE POLISHERS THAN EVER! 


MORE PEOPLE ARE SEEING 











MUREGenera/ADS THAN EVER! 





American Motel 


American School & University 


Annual 
Banking 
Better Maintenance 
Buildings 


Catholic Bidg. & Maintenance 


Church Management 












General cress 


Domestic Floor Polishers - 
Commercial Vacuum Cleaners + 


Factory Mgmt. & Maintenance 
House Beautiful 

House & Garden 

Institutions 

institutions Catalogue Directory 
Living 

Modern Hospital 

Modern Sanitation 
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Nation's Business 
Nation’s Schools 
Newsweek 

N. Y. Times Magazine 
Sanitary Maintenance 
School Executive 
Sunset 


> MORE RETAILERS ARE SELLING 
MORE Generats THAN EVER' 


AND Generar OFFERS THE 
INDUSTRY'S BIGGEST PROFITS! 


.. what are you waiting for? Visit our New York Showroom or mail the coupon for details! 


421 Hudson Street, New York 14, N. Y. 


Established 1930 


Industrial Floor Machines 
World’s Most Complete Line 


1956 WILL BREAK ALL RECORDS! 


General roor RAFT Offe: 


GENERAL Twin-12 Deluxe 
Nothing finer! 








The New GENERAL 1-168 
GENERAL KR-16 

Twin 16 inch brushes Extra Heavy Duty 

~~ 16 inch brush 









GENERAL K- 1% 
Extra wey A. 
— 16 inch ren 








GENERAL Wet and 
Ory E-CON-O-VAC 


C ERCIAL 
pias yok taal 
— 55, 66 














For DEALtails, see us or mali the coupon! bon" 
“stand pat.” Play your cards right ond say, “I'll see 
you-—| want some of that new Floor Polisher volume.” 


} information. 


1 0 I'm a Distributor 
| CO I'm @ Deater 
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NEW SERVICE-DESIGNED 1X2-A/B 








NEW SERVICE-DESIGNED 6AL5 





G-E SERVICE- 
947, OF YOUR 


With 20 popular types you cut call-backs, 


Ready: 6 brand-new Service-Designed Tubes for increased volume! 


NEW 1X2-A/B. New filament shield post 
(“lightning rod’) helps to neutralize electro- 
static pull of anode, reducing filament pull-outs 
to a minimum, 


@ Filament has special new coating that ad- 
heres closely, and will not flake off and expose 
the wire. Cuts tube arc-overs. 


@ Tubes are life-cested under actual operating 
conditions, including peak voltages that will be 
encountered, Assures dependable performance! 


NEW 68K7-A, 68Q7-A, 6827. Improved 
heater design provides better heater-cathode in- 
sulation, Cuts shorts to a minimum, acts to pre- 
vent tube burn-outs., 


Heater-cathode leakage is greatly reduced. 
ives improved tube operation, and stabilizes 
tube performance. 


@ High zero-bias Gm. This increases tube 
gain and improves TV reception in fringe areas, 
giving a clearer, sharper picture. 


PROTECTS 





YOU CAN 
CROSS OFF 
HE ATER-C ATHODE 
SHORTS! 





NEW GALS. New, advanced heater design limits 
initial voltage surges when tube is used in early- 
model series-string receivers. Same advantage 
applies in parallel-connected circuits. Tube 
flash burn-outs are greatly reduced. Vertical 
bars at right show approximate drop in initial 
voltage surges between heater of old tube and 
new Service-Designed 6AL5. 


@ New heater design also minimizes heater- 
cathode leakage. This is an important “plus’ 
in AGC and video-detector applications. 


NEW 6CB6. New sprayed micas combat inter- 
element leakage, improving AGC performance 
by reducing any tube leakage in the controlled 
6CB6 stages. 


@ Special-alloy screen grid gives superior 
heat dissipation. Result: freedom from G, and 
G, grid distortion and shorts. 


@ High zero-bias Gm, for improved fringe- 
area reception. Helps make the new 6CB6 a 
better-performing, more dependable tube! 
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HEATER VOLTAGE 
SURGES 
REDUCED. 
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MERCHANDISING 


6BK7-A 


NEW SERVICE-DESIGNED 


6BQ7-A 6BZ7 


NEW SERVICE-DESIGNED 6CB6 


DESIGNED TUBES MEET 
REPLACEMENT NEEDS ! 


VERY new General Electric Service-Designed 

Tube increases your profit opportunity. The 
6 new types now available give you 20 Service- 
Designed Tubes in all... and by actual sales count 
for the year 1955, these 20 tubes meet 54 percent 
of your total TV replacement requirements! 

Customer goodwill gets a big boost when you 
can put long life, improved performance into over 
half the tube sockets you fill! Call-back costs drop 
sharply. Your tube inventory needs are consoli- 
dated — for General Electric Service-Designed 
Tubes give top performance in a// chassis! 

G.E.’s first group of Service-Designed Tubes met 
29 percent of all TV replacement needs. Now your 
sales potential is nearly doubled. Still more Service- 
Designed Tubes are in development . . . will in- 
crease your share of the tube market further. 


please customers on more than half your TV tube sales! 


Stock and install G-E Service-Designed Tubes! 
They cost no more than other tubes, are fully in- 
terchangeable with prototypes. They're widcly 
advertised, nationally popular. Your G-E tube dis- 
tributor has them. Phone him today! Tube De- 
partment, General Electric Co., Schenectady 5, N. Y. 


THESE 20 TUBES ARE “MONEY IN YouR POCKET! 


Clip out this list of General Electric Service- 


Designed Tubes... it 
wallet. A handy gui serie neatly in your 


saaanl ypes available! 
6AV5-Ga 6807-a 
1K2-A/B 6 AX4-GT 6axy-e7 = 
5U4-GA/GB 6866-Ga 6827 
5Y3-GT 68K7-a 65N7-6T8 
OALS cee 125N7-GTA 
25CD6-Gp 
$806-GA/écus 258Q6-GA/25cu6 


AP reenact 


Progress /s Our Most Important Product 


GENERAL ELECTRIC 


ELECTRICAL MERCHANDISING—JULY, 1956 


HOtrtAe 
























PAGE 39 





TRENDS continues 





such sales this year. 

OT roma Other dealers report that, in 
ieee Bass sharp contrast to previous years in 
PR ome May when such buying was very 

a ' £6 - much a man’s affair, this year the 
little woman seems to be taking 
over, stressing that boating is no 
longer principally for fishing or 
‘ : similar purposes. It’s a family af 
if it's worth replacing a fair. The whole sales approach is 
being changed by many dealers to 
get a larger share of such spend 
ing, stressing points of particular 
appeal to the little woman in de 












en Fem 
(ene eny 


soaricies 



























. 
sign, color, comfort and safety 
The number of dealers handling 
boats and motors next year will 
swing upwards spectacularly, deal 
ers believe, including a likely jump 
in number of such imports from 

peer rend U.S. which are so popular in Can 
ada as about 6,000 outboard mo 

InsP tors alone were brought across the 
border last year. 

TV sales can count on no imme- 
diate help from color broadcasting 
in Canada and dealers are critical 
of this policy, claiming it will hurt 
their business, Evidently, the go 
slow sign is up for color television 
in Canada where a Royal Commis 
sion is now investigating all phas¢ 
of broadcasting, including the fi 
nancial problems of the Canadian 
Broadcasting Corp. which control 
TV as well as radio. Already a top 
official of the CBC has hinted to 
the probe that color TV in Canada 
might involve astronomical ex 
penditures. In view of the present 
financial difficulties of the CBC, it 
is believed in Ottawa that ther 

Duoprene. For long, will be no “rush” to start such 

service. spending, especially since one esti 
“An item from the com- mate is that it may cost as much a 
plete line of Belden $21 million to convert CBC’s dis 
Corditis-free Home Elec- tribution system and studio equip 
trical Cords. ment for color TV show 

Stuart Brownlee, executive vice 
president of Canadian Admiral 
Corp., told a dealers’ gathering in 
l'oronto that the suggestion that i 
color broadcasting should not be 
considered until the cost of r 
ceivers had dropped to le than 
$500 was “the most nidiculous P 


statement of the year.”’ Many deal 
ers were in agreement with thi 
view as well as his opinion that 
conversion of existing Canadian sta 
tions to color, costing about $40, 
000 each, would be “peanuts’ 
when compared with TV excis« 
tax revenue 

Many dealers are openly critical 
of the go-slow approach by official 
dom to color TV, holding that this 
will hamper sales. They say, too 
that a similar approach was made 


WIREMAKER FOR INDUSTRY 
SINCE 1902 
CHICAGO 








ansshiaand 


Magnet Wire * Lead ond Fixture Wire * Power Supply Cords, Cord Sets and Portable Cord * Aircraft Wires 


Welding Cable * Electrical Household Cords * Electronic Wires * Automotive Wire and Cable in initial black and white T'V 
i starts, forcing Canadians to pay 
L nwt : more to get sets that would receive 


distant U.S. programs. If history 
repeats itself, as appears likely, 
Canadians may have to pay a pre 
mium for color TV. This will hurt 


I'V sales in Canada. End 
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Hatched this Spring... 
by leaps and bounds! 


growing 







The one and only WARING ICE JET” 


BLENDOR ATTACHMENT 






Demonstrate it; it sells on sight. 


ji + 
Crush 4 trays of cubes in 90 seconds! Retails at $16.95 
The Summer-Comer of 1956! Ice Jet, Waring’s new faster the sales. Any salesman can demonstrate it. 
| power-driven home ice crusher, was just hatched (One New York dealer demonstrated his way to 
' this Spring—and has already moved into a prime 78 Ice Jet sales and 32 Blendor sales in one week!) 


summer selling spot. The warmer the weather, the 


Nationally Advertised in Life, Esquire, New Yorker, Sunset, National Geographic, Gourmet, Holiday 


ICE JET SETS THE PACE FOR THE WARING 


“HOME TEAM" 


SEE THEM AT ATLANTIC CITY HOUSEWARES SHOW —BOOTHS #272, 274, 276 








rf 
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The WARING 
Blendor 


The most complete 
blendor line — 9 models 
to please every taste, 
every wallet. WARING — 
the name that sells 
BLENDORS—the BLEND. 
ORS that sell ICE JETS. 








The WARING 
Mixor 


The most advanced de- 
sign in the hand mixer 
field, only WARING has 
the comfort-angle han- 
die! So light, so distinc- 
tive-looking, with the 
most power in its class! 
Retails at $17.95. 











WARING 
“Durabilt” Irons 


Folding irons that travel 
across the globe and 
across the counter, The 
most complete AC-DC 
travel iron line-up in the 
business, three models 
retail priced as low as 
$6.95. 









WARING PRODUCTS CORPORATION 


A subsidiary of Dynamics Corporation of America © 25 West 43rd St., New York 36, N. Y. 
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e TWO COMPLETE OVENS 
IN A SINGLE UNIT 


e CALROD® BAKE AND BROIL 
UNITS IN BOTH OVENS 


e INSULATED WINDOW 
IN DOOR 


¢ ROTA-GRILL ROTISSERIE 

¢ EYE-LEVEL CONTROLS 

* AUTOMATIC TIME CENTER 

* ONLY 22% INCHES WIDE . F 


Sell up to 





+} Pat © 


~- — cs i ss Every woman wants the conveni- 
a ence of two ovens, and selling her e 
up to it is easy—and profitable— 
with the new Hotpoint BI-LEVEL 
electric oven. The Hotpoint BI- 
LEVEL combines two complete ovens in 
a single unit that costs less to buy, 
install and operate than two separate 
ovens. And, you can plan it into 2 hy 
the smallest kitchens, because the 
Hotpoint BI-LEVEL takes up no more 2 hf 
horizontal wall space than a single oven! 
The fine quality and distinctive 
appearance of the Hotpoint BI- 
LEVEL make it a truly de luxe unit 
—one your prospects will want 
the minute they see it. And, the BI- 
LEVEL offers a long list of out- 


. 
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Handi-Carve Rack_ Rota-Grill skewer locks 
in position on rack, so that food is held 
securely in place for easy carving—roast 
never turns, slips or skids. Roaster pan sets 
in rack to catch juices and meat slivers. 





ELECTRICAL 








Handi-Over Grill_Use with Rota-Grill to 
barbecue smaller items. . . or use with broiler 
pan to turn steaks and chops easily, all at 
once, and without puncturing. Keeps food 
flat—prevents curling, smoking. 


Handi-Raise Broiler Rack—Adjusts up and 
down, so meat can be raised near broil unit 
for searing, then lowered to finish cooking. 
Gives professional steak-house results, with- 
out need for touching hot pan or rack. 


higher proftts with the exclusive new 


bo 1 


standing exclusive features that you 
can demonstrate to close the sale. 

The new BI-LEVEL oven is just 
one of many feature-packed appli- 
ances in Hotpoint’s 1956 Customline 
—the widest variety of quality built- 
ins available today. There’s a model 
for every purse and purpose. And, 
they're available in your choice of 
gleaming stainless finish, 5 Color- 
tones and Coppertone. 

Hotpoint Customline Appliances 
are pre-sold to your prospects by 
powerful national magazineand tele- 
vision advertising, backed by astrong 
local merchandising campaign. See 
all che new Customline Appliances at 
your Hotpoint Distributor’s today! 


th tf 
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RANGES + REFRIGERATORS + AUTOMATIC WASHERS + CLOTWES DRYERS - _ 
DISPOSALLS® + WATER WEATERS + FOOD FREEZERS + AIR CONDITIONERS + CUSTOMLUNE 
HOTPOINT CO. (A Division of Genero! Electric Compony) 5600 West Tayler Street, Chicage 44, ilinols 





\ u 











Mort Farr Says... 





Use Capital and Credit 
Together 


YREDIT is the most valuable thing an ap 
pliance dealer possesses. How wisely we use 
it and extend it will probably have more in 
fluence on the future of our businesses than any 
other phase of our operations, Adequate capital 
is important, but to do the expanded volume ex 
pected of us both in dollars and in new product, 
we first must get as much of our assets into 
working capital as possible. Second, we must 
turn that capital more often. Most of us oper- 
ite as individuals and thus do not have the oppor 
tunity to secure long term loans or float stock 
issues for additional financing as do large com 
panies and manufacturers, ‘Tax laws likewise do 
not permit of rapid expansion in net worth 
Our working capital consists mainly of our 
cash in bank, inventory and accounts receivable 
Our other assets, while they may have a value for 
borrowing, do not help our working capital and 
so we must attempt to get as much of our money 
is possible into this working capital column 
and augment it with CREDIT 


V'AKE A LOOK AT CAPITAL FIRST. Before 
taking up this matter of credit, let us look 
into policies and practices that affect your 
turnover of working capital. We can’t have 
too much money in the bank, but some of us 
at times have too much inventory or too 
much tied up in accounts receivable. I could 
write an article about inventory control but 
will limit myself to reminding you that one of 
the evils is carrying too many lines of com 
peting products. Either because of shortage 

of cash, shortage of credit or shortage of space 

1 dealer cannot possibly carry enough models 

of all lmes to properly present and promote 

them and as a result doesn't do a decent job 
on any line, When sales slow up, as they have 
recently, his fast moving items go, but he has 

a lot of slow moving numbers that he really 

has to cut the price on to move, It is im 

portant also to point out that few dealers have 

the resources adequate to support a program 

of inventory accumulation for speculation 
Inventory is the blotter that absorbs vour 

working capital and blocks the flow of mone 

Establish a policy of inventory control in tun¢ 

with your financial capacity but adjusted to 

your sales potential. Many dealers for ruk 
of thumb have adopted a policy of trying to 
keep their inventory at cost equal to approxi 
mately their sales at retail for 60 days. Such 

a policy would permit of a stepping up of the 

annual 44 times a year average turnover for 

appliance dealers and help his profit picture 
Ihe sale of installment receivables is a 

MUST for the majority of appliance dealers 

Earned financing charges on retained accounts 

are small compensation in comparison to the 

return vou should earn by increased turnover 
of the funds invested in these receivables 
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SELL APPLIANCES, NOT CREDIT. It is my 
firm belief that the retail merchant is not in 
business to sell money or credit. First of all, 
few have enough of it to sell and you can’t 
charge enough for it to recover what you can 
make if you use the same money for merchan 
dising in your own business. 

Some of the appliance advertising today with 
the no-down-payment headlines would leave 
one to believe that credit was for sale and the 
merchandise is a side line. We should adver- 
tise terms In fact we shoud continually 
promote installment buying, but the idea of 
this installment buying and not the terms 
themselves is what should be promoted. 

In any event, few of us have the capacity 
to pass credit, facilities for collection or the 
resources to handle our own accounts without 
tying up too much of our working capital 

loday those dealers who do their own serv 
ice might well look to their service department 
as a drain on their capital. Service is big 
business and large inventories are needed, pat 
ticularly in T'V where picture tubes are ex 
pensive and there are many types. Each out 
ide serviceman must carry several hundred 
dollars worth of receiving tubes and replace 
ment parts as well as having a stock at the 
shop. There can be much duplication and a 
cumulation of little needed parts if strict con- 
trol in buying and record keeping is not fol- 
lowed 


YOU CAN’T BORROW ON SERVICE. Ax 
counts receivable in the service department is 
another place that can tie up a lot of money. 
There is little profit as such in the service 
business and most of the cost is in labor that 
must be paid each week, so that if you don’t 
ollect for all the c.o.d. work performed you 
will soon find thousands of dollars in small 
bills on the books that might cost more to 
collect than they are worth. It is not prac 
tical to collect on every call, but on all paid 
service (jobs on appliance and ‘T'V not covered 
by warranty or not sold by you) it is important 
that you get your money. ‘To begin with, the 
person taking the call should politely inform 
the customer that service work is on a c.o.d 
basis Ihe serviceman should make every 
effort to collect and failing either because the 
principal or the husband has to sign a check, 
he should advise the customer that you have 
no charge accounts for repairs and that he is 
responsible for bringing in the money. 

\ customer appreciates service when he gets 


it but soon forgets after the TV or appliance 


is working. ‘This is an unexpected drain on 
his budget and it is many times pushed aside 
or forgotten and often later on all kinds of 
excuses are offered why it has not been paid 


Statements should go out promptly and a 


JULY, 








Mort Farr, Upper Darby, Pa., appliance-TV dealer 


follow-up to see that these bills are paid. 


CREDIT FROM SUPPLIERS. Fortunately 
for the appliance dealer there are many ways 
to supplement your capital and do the large 
dollar volume possible in this business. First, 
of course, is credit with suppliers. I don’t 
think I have to explain how to get this, as 
most dealers find that they are getting all or 
more than they are entitled to. I think that 
in some cases dealers might look more to their 
finance companies and banks for financing in 
ventories and less to the distributor for the 
mutual advantage of both. Proper program 
ming and planning of your seasonal require 
ments will create the proper picture for your 
banker Certainly a bank looks with more 
favor on a request for a loan to buy goods than 
they do on one to pay off a past due bill 


CREDIT FROM BANKS. = Capital is financial 
responsibility 
Confidence is what you need in yourself 
and your community \ dealer must first 
gain the confidence of his customers He 
must master the techniques of gaining the 
confidence of his suppliers and the first requi 
site in dealing with a financial institution is to 
merit their confidence. In gaining the con 
fidence of a bank you must have all the fact 
ybout your business to present to your banker 
ind review them frequently. You must keep 
adequate records and make them available 
I'he bank needs a complete background of your 
business history and personal ability A good 
financial statement is a great help, but many 
of the success stories of our industry were 
possible because a man gained the confidence 
of his suppliers and financiers 
Good bank relations are as necessary as good 
buving, good selling, good advertising or good 
Service A dealer should exercise the same 
care and concern in his choice of a financial 
institution as he would when deciding what 
particular brand of merchandise has the most 
public appeal and is priced right for him to 
meet competition. It is important that you 
find out the attitude of the bank toward the 
appliance and installment loan business and 
then to inspect and appraise the collection 
department procedure before signing an agree 


ment. The charges today are usually the 
same. Why not choose the best available? 


Find out how long the institution has been in 
the installment credit business and what they 
can contribute to your welfare in the form 
of counsel and guidance. It may one time 
keep you in business 





MORT FARR WILL DISCUSS: Dangers and 


idvantages in various types of financing 
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rIME TO LOOK AT THE FACTSI 








AS) PRICK o- LOST PRICE 


the time for decision ts Now 


It’s often healthy to look a fact in the face. 

To take inventory. 

To find out what we’ve got, what it’s worth, and how to use it for the future. 
What have we got? 

Let’s look at the facts: 

The retail television business is living on aspirin. 

Why? 

People are buying TV every day. Plenty of families are becoming two-set families. 
Plenty more are looking for bigger screens and replacements. 

Dealers are making sales. 

But money? No. 

What happened? 


We all know the answer. The customer has been “sharp-shooting.”’ He has been 
looking for “bargains.” And we went along. But every time a list price was cut, 
a dealer's profit was lost. And so was the dealer’s prestige. 


Too many reputable dealers were caught in the trap. They need volume. Volume 
is vital—but only when it makes a profit. 


Can anything be done to change the picture ? 
Plenty can be done. 
And the time to do it is now. 


The customer himself is ready. He has learned the big lesson that a “bargain’”’ is 
no bargain. He’s looking for quality again—and he'll pay for it—if the 
merchandise is sold on quality, not on price. 


We are ready to help lead the way. 
There will be no more “lost” price trading on Du Mont. 


We'll support you with... 





OF ay ae bse for hh Whont Dialers 


to give you full profit on every instrument 


THE MOST RESPECTED NAME IN 
TELEVISION 

Du Mont gives you the prestige line —known and accepted as 
“the finest in television.” 


PRICE MAINTENANCE 


With Du Mont Quality you can sell at full list price. There’s 
no need to cut. Your profit is assured, 


NO “ACROSS-THE-BOARD” FRANCHISING 


Quality dealers, not quantity distribution, under the new 
Du Mont policy. 
THE TOP QUALITY “SHORT” LINE 


Carefully planned to give you the best in the business. Fewer 
models, faster inventory turnover, no “dead-stock” headaches. 


NO “YEARLY MODELS,” NO“OLD STOCK” 


New models added with discrimination. No forced changes to 
leave you with “old” inventory on your floor, 


Here is the line that will back you 


with quality, with performance and with profits 








D'ORSBAY Ii 

with 24” Screen 

French Provincial styling 

in Genuine Fruitwood Finish 
Also 


DOUGLAS Iti 
with 24” Screen 
Traditional styling in Genuine 


Hand-rubbed Mahogany Veneers 


WESTOVER 

with 24” Screen 
All-wood cabinet in 
Mahogany Finish 

Also 

WINDSOR 

with 21” Screen 
Traditional styling in 
Mahogany Grain Finish, or 
Modern in Limed Oak 
Grain Finish with Solid 














CAMBRIDGE 

with 21” Screen 

Modern styling in 
Mahogany Grain or 
Limed Oak Grain Finish. 





DU MONT COLORSET 
Mahogany Grain finish, 
21” overall diagonal, 

255 sq.-in. viewable area. 
And built-in clock 

turns Colorset on or off! 


*17° measurement is overall diagonal with 149 sq.-in. viewable area 





All 21” measurements are overall diagonal with 262 8q.-in. viewable area 


Oak front frame and base. 


All 24°’ measurements are overall diagonal with 332 sq.-in. viewable area 














ADVANCED DYNACOUSTIC HI-FI 


MINSTREL HI-FI 
Exclusive Dynacoustic 
Tone Chamber. 
Separate bass, treble, 
loudness controls. 
Intermix changer. 
Mahogany or Limed 
Oak Grain Finish. 


BALLADIER HI-FI 
combines high-fidelity 
AM radio with 
phonograph. 
Dynacoustic Tone 
Chamber, Intermix 
changer. Mahogany 
or Limed Oak 

Grain Finish. 














Qual Uy advertising and 
Qi by promotion 


that work to make quality sales for you 


Newspapers, co-op, magazines and outdoor posters 


..- all coordinated in a hard-selling quality campaign 
to help you move more sets and make more money. 
NEWSPAPERS 


Prestige ads that spell quality 
sell quality! 


or 


SALES PROMOTION 


Everything you need to help Ads to tell "em that you are the 
you sell more...earn more! prestige Du Mont dealer! 


sm FAST ay 


OUTDOOR A 


Eye-catching “stoppers” that 
sell 24 hours a day! 


MAGAZINES | 

In the nation’s best read — 
magazines the Du Mont quality 
line reaches, attracts and 

sells a nation-wide audience! 
























ECONOMIC CURRENTS 





FRB's “Tight Money’ Policy. 


, Appliance Dealers and the 


By the McGraw-Hill Dept. of Economics Why not write me 
for details on the following sales-and-extra- 
profit-building factors of the Shetiond 


imperial Profit Plan? 


that - 


ti ip money” currently is being blamed for the slump in auto 
j sales, the decline in housing starts and lagging appliance sales. 
















A SUPERB PRODUCT — The Shetland IMPERIAL Polisher- 
Scrubber; quality designed and produced, tops in 


—=—= And the “tight money” charge is being levelled directly at the Fed 
. eral Reserve System, because of its control over bank lending power. ee ae tainas wunee 
So the actions of the Federal Reserve, ordinarily of interest only to ae: ae 
‘ bankers and economists, become important to appliance dealers great un-tapped market. 
and every other businessman GUARANTEED FOR TWO YEARS 
” The Federal Reserve has no direct control over consumer credit EXTRA PROFIT — 40-5% ... an extra 5% over 


now, however, as it had after the outbreak of the Korean War when 
it was given the power to regulate installment loans through Regula- 
tion W. This was adopted in September 1950 in an effort to curb 
inflation. 

Regulation W required consumers purchasing new autos on install 
ment credit to put down one-third of the value of the car. The 
balance had to be paid off in 15 months. It required a 25 percent 
down payment for appliances with 15 months to pay. This was later 
amended in July 1951 so that the payoff period for autos and appli 
ances was lengthened to 18 months and only a 15 percent down 
payment was required for appliances. 

Regulation W was terminated in May 1952, and since then the 
Federal Reserve has had no direct control over consumer credit. . 
But it can still influence consumer credit indirectly. f TWIN-BRUSH ELECTR 


Business Loans Get Preference | i | VM | 40) R | \ | ; 


When money is tight, banks will give priority to business loans, and 
there will be less money available for consumer loans, Banks will give 
credit only to those consumers whom they feel are good risks, and PO LIS H . R sn S ( R UJ R K 7 R 
only after funds have been provided for business. ‘Thus, consumer 
credit, which accounts for such a large proportion of appliance sales, | 
can be restrained by the Federal Reserve. RUG CLEANER 
How Federal Reserve policy can make money tight or casy is a | 
fairly involved process. The Federal Reserve System consists of 12 
Federal Banks throughout the country. Most of the commercial banks 
. in the country are members of the system, Through this organization, 
the Federal Reserve Banks carry out the policies of the Board of 
Governors of the Federal Reserve System in Washington. Their job 
is to regulate the total amount of money available to spend and thus 
maintain a balance in the economy. 

If banks expand credit too fast, it may mean that people are 
spending too much for the limited amount of goods available and the 
economy may be started on an inflation spiral. If this occurs, the Ved- 
eral Reserve will move to curb bank credit. It can do this in several 
ways 


normal discount, and 10% more than the average 
profit in the appliance field. 


FAIR TRADED — to provide absolute price and profit 
protection at all times. 


COMPLETE MERCHANDISING AID — covering every 
phase of display, promotion and advertising . . . 
INCLUDING NATIONAL ADVERTISING! 


THE SHETLAND COMPANY, Inc., LYNN, MASS. 
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How FRB Controls Money 


By law, member banks are required to keep reserves in Federal Re 
serve Banks for the protection of depositors. Member banks are 
required to keep an average of 16 percent of the total amount of 
deposits on their books on deposit with their district Federal Reserve 
Bank. Thus if the Federal Reserve wants to encourage expansion of 
bank credit, it can lower the reserve requirements. 

Deposits consist of both savings and credit. When savings are 
deposited in banks, banks can make this money available to borrowers 
by simply transferring funds. But deposits also consist of bank credit. 
When a borrower makes a loan, he deposits it in his account and 
then writes checks against it. Thus in the process of making the loan, 
the bank has created a deposit. 

(Continued on page 54) 





ELECTRICAL MERCHANDISING—JULY, 1956 PAGE 51 







ANOTHER REASON 


ke) WY 


THAN SELL 


2 AGITATOR SPEEDS 


BOTH IN ONE 



















A completely separate, 
fully-automatic slow speed 
cycle slows washing and 
spin-drying action by % 
for washing delicate fab- 
rics. Daintiest garments 
and even finest woolen 
blankets now may be 
washed and rinsed with 
complete confidence 
and safety. 


GET THE FACTS FROM YOUR DISTRIBUTOR! 


Vee of tedemerts A 0nd BCA avihorited by tredemert own: Radic Corperction of Americo 
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IT’S EASIER TO SELL 





TAT Tn 6 
AGAINST IT 


wood TIME CYCLES © 


AUTOMATIC WASHER! 





Normal speed action, com- 
pletely automatic, washes 
cotton, linen and all reg- 
ular fabrics thoroughly but 
gently. Selective washing 
time of from 1 to 14 min- 
utes allows tailoring the 
time to individual loads. 
Even grimiest work clothes 
come out sparkling clean. 


| 


UVE GETTER 
“Core™ 


a Wl! 
*UUi{ih 


RCA WHIRLPOOL HOME APPLIANCES are products of 
WHIRLPOOL-SEEGER CORPORATION 5t. Joseph, Michigan 
WASHERS +« DRYERS + IRONERS + FREEZERS + RANGES + AIR CONDITIONERS + DEHUMIDIFIERS 
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Here's your chance to share in the big heating profits from 
home modernization and improvement. Now you can do it without 
installation problems and with a practically non-competitive product! 
Safti-Vent is a completely different automatic, thermostatically 
controlled heating unit. It costs little more than the best 
space heaters . . . and it does the same job as most 
recessed wall units, at far less cost. 


SAFER The combustion chamber is sealed for 
safety. Gas can’t leak into the room. Room air is 
always fresh. Air for combustion is drawn in 
from outside, Gases from combustion 
chamber are vented outside. 


EASIER TO INSTALL 
Safti-Vent does away with recessing, 
chimneys and expensive labor. Just cut an 
8” hole, attach the gas line and Safti-Vent 
is installed, It operates on any gas — 
natural, mixed, manufactured or propane. 


= SMARTLY STYLED 
@ we c= Compact, modern Safti-Vent 
. heaters will fit into the 
decor of any home. 














—-— - =I 




















BAN RAFAEL, 
CALIFORNIA 
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ECONOMIC CURRENTS 


(continued) 


The Federal Reserve can also encourage deposits by increasing the 
total amount of reserves in existence. The Federal Reserve system can 
increase reserves by buying government securities. This was done in 
June and March to meet seasonal needs for money such as tax pay- 
ments. 

When the Federal Reserve buys government securities, they are paid 
for by checks on the Federal Reserve System. When the sellers of 
securities deposit these checks in their own commercial banks, the 
banks in turn are furnished with additional reserves. This means that 
more reserves will be available as a basis for loans. ‘Thus the Federal 
Reserve by buying government securities can increase the volume of 
bank deposits 

One of the most effective measures the Federal Reserve has for 
restraining credit is to raise the discount rate. This was done last 
April because the Federal Reserve felt that there would not be 
enough materials and manpower around to build all the projects busi- 
nessmen want to build. It felt that if it didn’t keep the lid on 
credit, there would be too much money scrambling for too few 
materials—and that spells a price spiral. 

By raising the discount rate, interest, the price of credit, becomes 
higher to banks borrowing from Federal Reserve Banks. It makes it 
less attractive for commercial banks to borrow from the Federal Re- 
serve Banks because they must thus either charge a higher rate of 
interest, or must cut down the amount they borrow from the Federal 
Reserve Banks. In the latter case, it spells less funds available to 
business firms secking credit. 


Small Dealers Get Squeezed 


l'his can be an important factor to appliance dealers. Since not all 
who are asking for loans can be taken care of, banks will extend loans 
to those companies that are the best, most-established credit risks. 
Other borrowers are turned away. And the pinch is on the small 
businessman, the appliance dealer, who generally doesn’t have the 
credit standing of the giant firms. 

The Federal Reserve also has some control over the stock market. 
It has the power to limit the amount of credit people can use to buy 
stocks, When it appears that people are borrowing excessively to buy 
stocks, the Federal Reserve can raise margin requirements. This is 
what happened last year when the Federal Reserve raised the margin 
requirements to 70 percent. Thus, anyone wanting to buy stock on 
margin, must put up 70 percent in cash and can borrow only 30 per- 
cent of the price 

Although it is impossible to measure exactly how much affect the 
Federal Reserve has over the economy, it is obvious that its influence 
extends over a wide area. It has power over the total amount of money 
that consumers and businessmen have available to spend. Thus the 
appliance dealer can be affected not only by the amount he can bor- 
row, but also by the amount consumers can buy on-the-cuft End 


t 
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“PORTABLE? YES, IN A SENSE IT IS 
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ANOTHER REASON IT’S EASIER TO SELL 


eA) Whinkpook 


THAN SELL AGAINST IT! 






NEW RCA WHIRLPOOL 
FREEZERS GIVE YOU 
Peak Performance Features! 








a 





TITE-SEAL DOOR, in both chest and up- FREEZING COILS are scientifically spaced GLASS FIBER INSULATION is of the most 
right, compresses multi-ribbed super-size for uniform ‘‘zero-cold”’ all over. Max- efficient high-density laminated type. It 
gasket to lock out warm air. . . seal in imum freezing surfaces at proper freez- keeps temperature ‘‘zero-cold’’ even 
cold. Cabinet welded to prevent air ing temperature assure maximum though surrounding outside tem- 


leaks that affect temperature. food protection. peratures may vary considerably. 





GET THE COMPLETE STORY FROM YOUR DISTRIBUTOR TODAY! 
RCA WHIRLPOOL HOME APPLIANCES are products of 


WHIRLPOOL-SEEGER CORPORATION s+. Joseph, Michigan 


WASHERS e DRYERS e IRONERS e FREEZERS # RANGES e« AIR CONDITIONERS « DEHUMIDIFIERS 
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PHILCO 


Famous for QUALITY 
the World Over 


Now a new kind of refrigerator...air-conditioned 
to keep your precious foods fresher 








refrigerotor= 7 


pee 





| DULUX meets the exacting requirements 
of today’s topflight manufacturers 


LEADING APPLIANCE MANUFACTURERS know that durable 
Du Pont DULUX is a finish of consistent quality. Every ship- 
ment of this fine finish meets the same rigid specifications. And 





that’s just one of the important cost-cutting, sales-winning ad- 
vantages that DULUX offers. 





®£6.u.5 wat OFF 


Constant research by Du Pont chemists has resulted in a 
finish that gives more rugged resistance to chipping, cracking, 
ee 9] U L aj xX 9 ia fh MM & L scratching and staining. Application costs are lower, too—with- 
out sacrifice of quality appearance and dependable performance. 
Better Things fer Better Living . . . through Chemistry 


DULUX keeps its flawless appearance after years of con- 
stant use in the home. Its easy cleanability, resistance to wear 





ee America's leading and long-lasting whiteness help build the continued customer 
satisfaction so vital to the success of any appliance line. No 
home-appliance finish : % 
. PP wonder so many of today’s topflight appliance manufacturers use 
Over 63,000,000 major home-appliance units now in Du Pont DULUX Finishes. 


service are finished with Du Pont DULUX Enamel. 








E |. du Pont de Nemours & Co. (Inc.), Finishes Div., Wilmington 98, Del. 
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ANOTHER REASON IT’S EASIER TO SELL 


ka) Estate 


THAN SELL AGAINST IT! 


GIANT GRIDDLE OR 
BIG Sth BURNER 


GET THE COMPLETE STORY FROM YOUR DISTRIBUTOR TODAY! 


RCA ESTATE and RCA. WHIRLPOOL HOME APPLIANCES are products of 


WHIRLPOOL-SEEGER CORPORATION St. Joseph, Michigan 


WASHERS « DRYERS « IRONERS e« FREEZERS « RANGES « AIR CONDITIONERS « DEHUMIDIFIERS 
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Smart looking displays of electric appliances are located where they will attract customers, 


stimulate store traffic. 


Here, 


Graybar Appliance Sales Manager Fred Meyer and store mer- 


chandise manager Richard Erlanger discuss merits of work-saving kitchen items. 


Erlanger. 
long experience with the products of many manu- 
facturers makes him a prime source of ideas and 
suggestions. 





Timely promotions hold old customers and make 
new ones. The Katz Company maintains a 
spacious store, and features fast-selling electric 
appliances in well lighted display cases. 


modern, 





What’s new in the field? This is a favorite subject 
of discussion between Fred Meyer and Richard 


Like most Graybar Salesmen, Fred's 


“Grayhar Service and assistance is invaluable 
in building our appliance sales” 





Richard Erlanger has been a 
member of the S & N Katz Com 
pany for 10 years, Merchandis 
ing Manager for the past two 
years, He particularly likes the 
frank, friendly assistance ren- 
dered by Graybar personnel, His 
present Graybar salesman, Fred 
Meyer, has been serving the 
Katz Company over six years. 


Your Customers WANT the popular appliances... 


GRAYBAR ELECTRIC CO., INC. 


Executive Offices: 
Graybar Building, 420 Lexington, Ave., New York 17, N. Y. 


says: Richard Erlanger, Mdse. Mgr. 
S & N Katz Company 
Baltimore, Maryland 


“Although we’re known primarily as jewel- 
we do a brisk business in electrical 
housewares. Our customers are unusually 
discerning. They have an eye for quality 
merchandise and a high regard for brand 
name items. 

“That's why we do business with Graybar. 
Graybar is our most convenient, single 
source for the nationally advertised elec- 
trical appliances that our customers know 
and want. 

“Sunbeam, Toastmaster, Universal, G-E 
Telechron, are only a sampling of the famous 


ers, 






JULY, 


brand name appliances furnished us by 
Graybar. 

“Naturally, ordering from a single source 
saves us a lot of paper-work and confusion. 
And as we've learned to rely on prompt 
Graybar deliveries, there’s no need for us to 
carry a heavy inventory. 

“I like Graybar’s personalized service. Our 
Graybar Salesman calls regularly. He keeps 
me up to date on new products, prices and 
promotions. In a competitive business like 
ours, I find this kind of service and assist- 
ance almost invaluable.” 651-67 


IN OVER 130 
PRINCIPAL CITIES 
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fom HOT PROGPELTE to SATISFIED CUSTOMERS 





Here’s why you'll sell more « 


RA) Whinkpool 


AIR CONDITIONERS 












FIRST with the ww =e 
il Fa nle=2 = 












. om I A Sr LL TITTITT my | 
Electronically 


Purified Air 
———_—_—> 







Traps pollen 300% more atheatinnts 
_ helps relieve hay fever 


' INHOT INCOLD | EVERY DAY es 
WEATHER | WEATHER | OF THE YEAR = 













me Personalized | Electric Freshest, purest : 
. . “Comfort Heatin ir breathed 
and other airborne allergies! tout | hela tie Secioan 








Cooling ventilation | livelier living : 
RCA WHIRLPOOL Electronic Filter Air Conditioners offer the most 


for comfort and well-being. Make sure you have a full stock to meet 
extra heavy demands during hot weather and the hay fever season! 


ee 


Uae of wade marks fag sed ROA suthorined by ‘sade mark ow nar Kedic Corporation of Amerie 


JOIN UP...1T’S EASIER TO SELL RCA WHIRLPOOL THAN SELL AGAINST IT! 


WHIRLPOOL-SEEGER CORPORATION °* St. Joseph, Michigan 
WASHERS - DRYERS -« IRONERS . RANGES . FREEZERS « AIR CONDITIONERS . DEHUMIDIFIERS 
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RECOMMEND fA D.. a 


7 customer questions? 





it answers every one! 


WHEN SHE ASKS... 


xt 


Why does my wash look so gray and dingy? 

Regular detergents can make too much suds which fail to rinse 
out. The residual detergent can “build up” after a period of 
time . . . leaving clothes gray and dingy. Tell her to switch to 
AD because AD rinses freely and completely in any water — 
hard or soft! AD leaves clothes and washer sparkling clean. 


ae 


Why doesn't my washer get things clean? 

Tell her to switch to AD because AD’s suds signal when 
there's enough detergent in her wash water to get clothes 
really clean. In any water, hard or soft, washing a lightly 
soiled or a heavily soiled load . . . with AD, if she will 
maintain a thin, even blanket of suds, she'll know she’s using 
just the right amount . . . no need to guess whether she’s 
using too little or too much detergent . . . and she'll get the 
cleanest clothes possible from her machine. 


is 


Why do my clothes look so yellow? 

Using too much bleach often causes yellow build-up. No 
yellow build-up with AD. Tell her to switch to AD because 
AD’s chlorine-fast optical bleach makes additional bleaches 


Sf 


60 
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and bluing unnecessary except for stubborn stains or spots. 
It’s completely safe on washable synthetic fibres, too. 


Why do the suds spill all over the floor? . F 
Suds can come from too much detergent in soft water or a 

lightly soiled load . . . If she will use AD and maintain that 

thin, even blanket of AD suds, she'll know she is using just 

the right amount of detergent for the water in her area, for 

her wash load . . . not too much, not too little. Tell her to 

switch to AD. 


Why does my laundry feel so rough? 

Roughness can come from improper drying—it can also mean 
that some ingredients in her wash water are precipitating out, 
clinging to her wash. AD has a built-in water softener . . . no 
other water softening agent is needed even in hard water 
areas. And AD’s built-in softener is non-precipitating . 

can’t leave any residue on clothes or machine. Using too 
much softener may cause phosphate built-up . . . undissolved 
residue clings to cloth fibres . . . may make clothes feel rough. 
Tell her to switch to AD. 
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HERE’S A SPECIAL TIP 
TO PASS ON TO YOUR CUSTOMERS... 


Here’s how to “condition” their laundry . . . strip 
out residual detergent, bleach or softener: 


Use half the required amount of AD (because 
residual detergent may cause excessive sudsing) 
and put clothes through the entire wash and rinse 
cycles. Then use the full amount of AD and wash 
the clothes again. Next laundry day, use the 
regular amount of AD and wash as usual. Your 
customers will have the cleanest wash ever, and 
they'll thank you for the tip. 











the ADvanced detergent . . . 


RECOMMEND AD | developed especially to solve all 


these home laundry problems! 
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A MESSAGE TO AMERICAN INDUSTRY © THIRD OF A SPECIAL SERIES 


THE SHORTAGE OF SCIENTISTS AND ENGINEERS: 


A Threat to 


Economic Progress 


Tuere are two paramount reasons for concern 
over the serious shortage of scientists and engi- 
neers that now confronts the United States: 


® The first reason, with which this editorial 
deals, is that continued expansion of our 
economy and further increases in our liv- 
ing standards are threatened unless we 
train more scientists and engineers and 
use them more effectively. 


® The second reason for concern is that we 
run the risk of falling behind the Soviet 
Union in the technology so essential to 
national security. The consequences of 
losing this race to the Russians are not 
comforting. (The possibility that this 
might happen over the next few years was 
discussed in an earlier editorial in this 
series. ) 

The crucial contribution of scientists and en- 
gineers to the well-being of the American people 
has been to find ways of making better use of 
limited resources, to make equipment more 
productive, to develop new and better products 
that enrich our lives, to enable us to live longer 
and be healthier. They have made this contribu- 
tion with greater success in the last 15 years 
than ever before, but it has required progres- 
sively more resources and more trained people. 

During this 15-year period our annual pro- 
duction of goods and services, in dollars of 
constant purchasing power, has almost doubled. 
Since our total population has increased only 
25 percent, this has meant a tremendous rise in 
the economic well-being of the American people 


as a whole. But in accomplishing this, the num- 
ber of scientists and engineers has been more 
than doubled. 


Tasks for Research 


If the American economy is to continue to 
grow and if our living standards are to show 
further improvement, the work of scientists and 
engineers must be stepped up even more in the 
years ahead. Unless answers to several pressing 
problems are found through intensified research 
efforts, economic progress will become increas- 
ingly more difficult. 

Productivity per hour of labor must be 
increased at a faster rate. Improved medical 
care has greatly increased the number of people 
who attain retirement age, and sharply higher 
birth rates since the war will mean larger num- 
bers of children in school and college. Mean- 
time, because of low birth rates during the 
depression, the number of people reaching 
working age is not rising nearly so fast. The 
result is that over the next 20 years our popula- 
tion will increase by about one-third, while the 
total manhours worked are not expected to in- 
crease more than 15 percent. So, simply to 
maintain the same living standards for a rising 
population — with no provision for additional 
improvements — ways must be found to enable 
each worker to produce for more dependents. 

It is primarily to the scientists and engi- 
neers that we must look for help in mak- 
ing human labor more productive. This 
will require enormous increases in our power 
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resources. We will need to make more effective 
use of our existing fuel supplies — coal, oil and 
natural gas. And we will have to devise eco- 
nomically practical means of tapping other 
energy sources, particularly nuclear power and 
new rocket fuels, 

Also, better ways must be found to use 
scarce and low-grade raw materials. Thanks 
to great strides in metallurgy and mining 
techniques, we are now utilizing sources of 
copper and iron ore that, for all practical pur- 
poses, were not available to us only ten years 
ago. Similar strides are needed in the mining 
and processing of bauxite if low-grade domestic 
ores are to help satisfy a fast-growing market 
for aluminum. And stubborn technical obstacles 
in the area of “high temperature” metals—such 
as nickel, cobalt, columbium, tantalum and 
titanium — are impeding progress in jet and 
turbine engines. 

These are only a few of the challenging tasks 
that demand intensified research and engineer- 
ing activity in the years immediately ahead if 
the United States is to continue to raise living 
standards. We need more houses, schools and 
highways for a rising population, more medical 
research to reduce further the ravages of illness, 
more research in chemistry and other sciences 
to sustain the flow of new and improved prod- 
ucts that are so essential an ingredient of our 
economic progress, 


Ceiling on Growth 


American industry has indicated that it is 
ready to meet the challenge and undertake 
vastly expanded research programs. A recent 
survey conducted by the McGraw-Hill Depart- 
ment of Economics revealed that total research 
and development expenditures of American 
industry were almost $5 billion last year, 29% 
higher than in 1953. By 1959 business plans to 
be spending well over $6 billion on research 
and development. And the total could well prove 
to be much higher, based on the trend of recent 
years. 

But industry’s programs for research 
and development cannot be carried out 
unless enough qualified research workers 
and engineers are available. Ernest R. 
Breech, chairman of the Ford Motor Company, 
recently described the supply of engineers as 
the “ceiling on our future growth.” He gave 









































force to his point by announcing: “If 900 quali- 
fied engineers were to approach us next week 
looking for jobs, we would hire every one.” The 
U. S. Bureau of Labor Statistics found in inter- 
views with some 200 large companies at the 
end of 1954 —a recession year — that at least 
half were unable to hire enough research scien- 
tists and engineers to meet their needs, A third 
of the companies reported substantial shortages 
of technical personnel, 

The shortage of technically trained people, 
furthermore, is becoming more acute, The num- 
ber of engineers and scientists now being grad- 
uated is only about enough to cover replacement 
requirements, while the needs of industry, gov- 
ernment and education are mounting every 
year. According to the best information avail- 
able — as indicated in the first editorial in this 
series — these needs are now about twice as 
great as our current engineering graduating 
classes and annual production of scientists with 
Ph. D. degrees. 

To perform the research needed to re- 
move roadblocks to our economic prog- 
ress — and at the same time hold our own 
in the technology essential to our security 
as a free nation — we must have an ade- 
quate supply of men and women with en- 
gineering and scientific training. Instead, 
we are faced with an acute shortage, now 
and for several years to come. Reasons for 
the shortage and proposals for working our way 
out of the shortage will be discussed in the re- 
maining two editorials in this series. 





This is one of a series of editorials prepared 
by the McGraw-Hill Department of Economics 
to help increase public knowledge and under- 
standing of important nationwide develop- 
ments of particular concern to the business 
and professional community served by our 
industrial and technical publications. 

Permission is freely extended to newspapers, 
groups or individuals to quote or reprint all 
or parts of the text, 


Ovnacd Cuel 


PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY, INC. 
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With this new Hotpoint 
ore features for Less... 







FULLY AUTOMATIC - STYLE-MATCHED - DELUXE 

































The New Hotpoint 
Budget-Priced Fully-Automatic 
Home Laundry 












Available in Beavtiful 
Decorator-Approved Colors! 
In addition to Classic White, Hotpoint offers 


these models in a choice of Coral Pink, 
Sunburst Yellow and Meadow Green. 
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Profit-Pair you can sell 
and with 





























FEATURES - LEADER-MODEL PRICES - FULL PROFIT 





Hw, the fully automatic, style-matched pair that’s prices and high profits on this all-new Hotpoint Pair! 
designed—and priced—to help you set new records in Home And don't forget to ask him about the details on Hot- 
Laundry sales and profits! Check all the deluxe features offered —_ point’s hard-hitting, field-tested Home Laundry Retail Mer- 
by Hotpoint’s brand new Models LJ16 Automatic Washer chandising Plan. It has everything you need to develop 
and LB16 Automatic Dryer. Then see your Hotpoint Dis more full-proit Home Laundry sales—and it's localized to 
tributor for the complete story, including the amazingly low __ sell your market! 





ie it a jee jas : 
/ Pe ae Se 









NEW NEW 


AUTOMATIC WASHER AUTOMATIC DRYER 


Medel Lj16 Medel LB16 
® AUTOMATIC PUSHBUTTONS _ .. provide selection of hot of warm © NEW DESION ... centrifugal-type blower 
wash water temperature. © PRECISION ELECTRIC TIMER... sets for any time from 1 to GO 
© DELUXE TWO-CYCLE WOND-R-DIAL ... gives two completely auto- minutes, plus 30-minute extra period for hard-to-dry items, Shuts off 
matic washing cycles—normal for heavily soiled and regular fabrics automatically. 
. Delicate for lightly soiled and man-made fabrics. Automatic fill © WORLD'S LARGEST LINT SCREEN provides extra-large area for 
for full of partial loads circulation of air and for trapping lint. Increases efficiency. 
® AUTOMATIC PARTIAL-LOAD CONTROL WOND.-R.-DIAL can be © SITHER 115 OR 230 VOLT OPERATION for complete plug-in 
pre-set for automatic partial loads versatility 
® AUTOMATIC FILL no need to fill the tub manually with a hose © SAFETY DOOR SWITCH... shuts off drum and heating units if door 
; a No need to reset after the fill period—washing starts automatically is opened during operation, Cycle automatically resumes from point 
© AUTOMATIC SEDIMENT SWIRL-OUT heavy soil and sand are of interruption when door is closed 
trapped at bottom of tub and swirled out automatically. There are no © COMPLETELY INSULATED CHASSIS extra thick blankets of glass 
attachments or accessories to remove, clean and replace fibre keep heat and moisture in Dryer 
¢ > © DEEP OVERFLOW RINSE floats soap and scum up and out of ® FLUSH-TO-WALL INSTALLATION. | adds beauty; keeps articles 
tub—away from the clothes, not through them from falling behind Dryer. 


plus these extra, features... plus these extua, featunes... 


® ALL-PORCELAIN— inside and out! ® ALL-PORCELAIN Chassis and Drum! 
@ ALL-STEEL— one-piece, wrap-around construction! @ SEALED CALROD” HEATING UNITS—no open coils! 





look te Hotpoint fo the hixost- hint! 


RANGES + REFRIGERATORS + AUTOMATIC WASHERS + CLOTHES DRYERS + DISHWASHERS + DISPOSALLS” + WATER HEATERS + FOOD FREEZERS + AIR COWDITIOWERS + CUSTOMLINE 
HOTPOINT CO, (4 Division of General Electric Company) $600 West Taylor Street, Chicago 44, ilinois 
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“,.» has helped 


many a dealer grow 
and expand” 


says TED PRITIKIN, Chairman of the Board, Household - 
Appliance Distributors, Inc., Philco distributor, Miami, Fla. 

(Mr. Pritikin recently won a trip around the world from 

Philco for his sales performance.) 


“Household Appliance has used CoMMeRCcIAL 
Crepit PLAN ever since it started in business. 
With the ever-expanding volume of business, 
dealers need additional financing. ComMERCIAL 
Crepir has always kept abreast of dealers’ 
needs and has always been ready to serve. Their 
sound financial judgment has helped many 


a dealer grow and expand,” 


Commercial Credit dealers 
are successful dealers 








Write or call our nearest office for complete 
information on the benefits of ComMERCIAL 
Crepir Ptan. Why not do it today? 








Sa «= COMMERCIAL CREDIT CORPORATION 


; ‘= A service offered through Subsidiaries of 
COMMERCIAL Commercial Credit Company, Baltimore . . . Capital 
CREDITIPLAN and Surplus over $190,000,000 ... offices in principal 


cities of the United States and Canada. 
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FREE! Sewing machine and power mower 
"wwith the purchase of o wdsher and 
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JOHN BURKE ”.. . get prospects into such an emotional state that they forget price.” 





a a 


| Lady's diamond wrist watch with 
YI Il ath | | to N otn | | oe a 
¥ b vit = 


That's the promotional policy behind the meteoric rise of Lane’s of 
Mountain View, Calif., from zero in January, 1954, to $750,000 in 
1955 
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FREE! Lone’s will trade you a power lawn 


mower for your old TV with the pur 
chase of a new 1956 TV 


Partner John Burke backs his spiel-and-deal methods with ruthlessly 


sharp buying, saturation advertising and aggressive selling 


Conservative dealers may be shocked by his methods. But they pay 
off with a 29.5% gross and a 7% net and, if John Burke is right, they 
may be setting a new standard for successful operation during to- 
dey’s revolution in marketing 





By HOWARD J. EMERSON 


FREE! This diamond ring with this refrig 
* erator plus o free $229 sewing ma 
chine for your old refrigerator 


Story starts on next page 














BOSS eee | 


‘fete 


FREE with 
Big Purchase 


te 








with 21” TV 


me ee —— 


WHOLE STORY of Lane's promotional methods is shown in this picture of March window 
alwoys a sale, never any mention of price 


vo may not approve of what John 
Burke does, but it must be admitted 
that he does it surpassingly well. He's built 
a $750,000 volume in 27 


and gets a seven percent net (see table) when 


months (see chart) 


most dealers today are lucky to net thre« 
percent 

He calls himself a “promotional dealer,” 
similarities between 
Lane’s, of which he is a partner and general 
manager, and firms like Vim and Sunset in 
New York, Price in Norfolk and Polk in Chi 
cago, 

The important point is that most of these 


which implies some 


firms are outstandingly successful through 
the use of techniques unheard of 15 years 
ago and they may be establishing an impor 
tant and even necessary pattern for other 
dealers to fit 

As Burke himself puts it, “The promotional 
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FREE with with 21” TV 


Refrigerator 








dealer is here to stay. Yet few in the industry 
ccognize in all the controversy about the 
erowth of discount houses and the declin« 
of specialty selling that it is the promotional 
dealer who is increasing in importance. Som« 
manufacturers frown at the ‘tone’ or ‘charac 
ter’ of a promotional dealer's activities, but 
they are pleased with the sales volume thos« 
ictivities produce,” 

In Burke’s opinion, the promotional dealer 
is today’s version of the specialty retailer who 
pioneered the appliance industry in the 30's 
He is, says Burke, “in many ways the answer 
to the industry's need for a method of mass 
merchandising that will move mass-produced 
goods and move them profitably for the 
manufacturer, the distributor and the dealer. 
Furthermore, the promotional dealer can 
handle it without upsetting the basic princi 
ples of marketing. He can satisfy the public’s 
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Lane’s offers Something for Nothing . . . while doing 


a 


ik Aaa ccanten, 1k Lee 


FREE with 
Automatic Washer 








FREE 
with Refrigerator 





There is always something ‘‘free 


The store gives away jewelry, major appliances, mowers, sewing machines 


desire for value and provide for it backed up 
by delivery, installation and service. And if h 
is a dealer who knows the special techniques 


of managing a promotional operation he cai 


make a very satisfactory profit 

Lane’s is a complex, spiel and deal ope: 
tion. The successful achievement of a $750, 
000 volume in little more than two years is 
the result of an intricate weaving together of 
many techniques of buying, promotion and 
selling 

For example, Lane partners Burke, Jack 
Davies and Tom Richardson build steady 
trafhe through a never-ending succession of 
promotions over radio, through newspaper ad 
vertising and by direct mail. They offer 
“something for nothing’, “more for yout 
money”, and “the best value anywhere” with 
a thousand variations. Lane’s three partners 
and five specialty salesmen close sales through 
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what manufacturers require 






























































... and still makes a profit 


Lane's Appliance, lnc. 
Statement of profits and loss nine months ended September 30, 1955 
Cost of Gress 
Sales sales profit 
OPERATING INCOME: 
Appliances $345,560.24 $241,066.74 $104,493.50 
Television and radio 78,034.38 61,200.59 16,833.79 
Furniture 72,949.98 45,107.93 27,842.05 
Traffic 2,106.57 1,192.49 994.08 
Parts 1,958.02 1,330.87 627.15 


Service 3,408.42 —_ 3,408.42 
Used merchandise 20,706.23. = 27,564.72 (6,778.49) 
Toy shop 2,503.44 = 1,712.88 790.56 





527,387.28 379,176.22 148,211.06 














tm i Sales discounts earned 1,111.67 
|! : Interest earned 808.37 
DISPLAY of everything it sells, with ware- TRAINED SALESMEN, briefed weekly on promo- Bonuses and quantity discounts 108.08 
house stock to back it up, in Lane’s glass-front tions and regularly by distributor salesmen on Miscellaneous income 2.50 
store, fulfills franchise obligation product, are well-paid, specialty men Finance reserve 6,607.68 §,238.30 
DELIVERY ond T h sale. C SERVICE her Lane’s f hich d pando a ‘ tai pronto 
and instaliation go with sale ost is another anes teoture whic 1S- 
is never figured or quoted separately, although tinguishes the promotional dealer from the com- B-1) 3,743.47 
deliveries are made up to 75 miles away peting discount house type of operation, Net profits for the 9 months period ended Sept. 30, 1955 


i highly-skilled process of “negotiation” 
which brings prospects and the store together 
on a satisfactory price. 

Lane’s seldom advertises ‘lowest prices’ or 
cut prices”, never advertises or sells on a 
cost plus” basis, never offers anyone a dis 
ount card. This, says Burke, is one of the 
important distinctions between a promotional 
dealer and a discount house. “The promo 
tional dealer,” he says, “is not part of any 
move that could be called ‘trade diversion’; 
he provides display, warehousing, delivery, in- 
tallation, and warranty service as business 
routine and to the degree expected by manu 
facturers and distributors, But the promo- 
tional dealer is part of an evolution, because 
he recognizes changes in the type of selling 
to which the public will respond and he 
meets those needs with very specialized tech 
niques of store management 
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PREPARED BY GEORGE BODKIN JR., CPA, SAN JOSE, CALIF, 





rhe kind of specialized technique Burke reached by Lane's giveaway promotion 
is talking about is not developed over night. At the moment, however, these promotions 
His own knowledge of marketing is founded are the lifeblood of Lane’s business. The 
on 12 years of experience with the J, Walter pace is killing, because a promotional dealer 
Thompson advertising agency in New York can't stop promoting for a minute without 
md periods with a direct mail concern and sliding into oblivion. He's busy seven days 
Macy’s of San Francisco a week de vising new promotions, buying so 

This specialized technique is even—and that the promotions are possible and selling 
importantly—involved in the way Lane’s buys. so that the promotions are profitable. 
Burke squeezes the last possible drop of con lo handle all of this successfully John 
cession out of his suppliers, but he does his Burke claims that 
business with top lines, most of which he 2 hidden dollars are the secret in buy- 
shares with other dealers in his market area ing for a promotional store , 
However, an increasing volume is being done you must give something for noth- 
with Frigidaire, which the store has exclu ing, more for the money, extra value in every 
sively in the Mountain View and Sunnyvale promotion without cutting your gross 
market and which it is building, through pro- profit 
motions consistent with Frigidaire policies, si you must close the sale the first time; 
as a long range foundation for expansion make it a take-it-or-leave-it price—and never 
among consumer groups not presently write it down except on a contract “4 


MORE> 


PAGE 


43,705.88 
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Something for Nothing 
possible 





Unit Gross 


Quantity Description net price Amount Margin 

2 $339 list $156 $3,900 117% 
dishwashers 

Selected and condensed from Lane's purchase order #0763 








ss IDDEN dollars” are the lifeblood of 
the promotional dealer, John Burke 
states, 

Hidden dollers provide the percentage 
above normal gross profit that enables the 
promotional dealer to offer premiums, free 
appliances, long trades, and room for the 
“negotiation” of price that may be necessary 
as salesman and prospect arrange a mutually 
satisfactory contract. 

Hidden dollars in the promotional store 
lave no relation to the hidden dollars which 
are necessary in the operation of a discount 
house, Burke points out. In a discount house 
operation, management may create hidden 
dollars through selling techniques—use of 
special cost sheets, inflated charges for deliv 
ery, installation and service, and sometimes in 
charges for equipment and accessories that 
normally are considered standard equipment 
In the promotional store of the nature of 
Lane’s where merchandise is marked at list 
price, and where delivery, installation and 
warranty are included in the price and han 
dled by the store, management creates hid 
den dollars through buying and operational 
techniques. 

To John Burke, hidden dollars are the 
vital substance that enables him to promote 
and sell Crosley-Bendix, Blackstone, Frigi- 
daire, Hotpoint, Westinghouse, Sylvania and 
others in volume and end up the year with a 
29.5 percent gross profit on a }-million dolla 


Hard-headed buying 


makes 






business. Yet Lane’s doesn’t get a price or an 
allowance that isn’t available to any dealer 
in those brands in the Bay Area who takes 
the same models in the same quantity at 
the same time with the same requirements 
for advertising and promotion, This assumes 
that other dealers know the techniques of 
procuring hidden dollars and make the same 
effort to get them—techniques such as these 

Basic to Burke's buying practice is the car 
load price—whether that price comes from 
cartload buying, or just comes, No dealer can 
operate a promotional store on less than cat 
load price, Burke points out, and it is much 
better when the dealer gets better than car 
a not unknown ‘though not al 
ways available price. Particularly does Burke 


like carload buying when the car is already 


load price 


in the distributor's stock 
Lane's gets such a car or half-car, picking up 
about $6 to $7 a re 
frigerator tor exam ple by not having to pay 
freight from the mid-West or East. ‘This 
is in addition to a possible extra three per 
cent which might come from the distributor 
if he was uncomfortable about having that 


Not infrequently 


in extra 24 percent 


carload in his warehouse 





Unit Gross 
Quantity Description net price Amount Margin 


50 $199 list $109 $5,450 83% 
TV set 


Selected and condensed from Lane's purchase order #1321 








The largest number of dollars available on 
non-distress merchandise, says Burke, comes 
in the form of “promotional allowances”. 
The small amount of promotional allowance 
available on almost all merchandise is taken 
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FLOOR FULL OF MARGIN is an apt woy of describing this display at Lane’s. 
The margins (actually, markups over cost) shown around the picture give Lane's 





his interest 
is in much larger promotional allowances that 
can be procured by negotiation with the dis- 
tributor, by keeping his distributors’ sales 
men competitive with each other for the 
order of promotional merchandise which he 
buys, and by his willingness to take his suc- 
cess in selling good quantities of merchandise 
which are not moving well in other dealer 
ships. While this article was being prepared, 
Burke took a mixed car available locally at a 
saving of about 44 percent in freight and 
other charges—and in negotiating that pur 
chase he managed promotional allowances 
of $20 on the automatic washer, $32 on the 
dryers, and $30 on the refrigerators, plus 


by Burke as a matter of course 


co-op advertising that was well above 50 
percent——well above. Most of the car was 


top-of-the-line models with inherently good 


o 
dollar margin—none of the car was distr 
or discontinued models 

In procuring promotional allowances, a 
very effective technique that Burke uses along 
with quite a few other dealers is the ‘‘slov 
buy.” Supposing a distributor is moving a 
new model into his dealerships around th 
area, or the factory has “allocated’’ him a few 
carloads of merchandise which it feels the 
distributor should move right away. Burk 
may buy “minimum.” He knows that th 
distributor will accompany such a move with 
an advertising program of its own or one 
presented through 100-percent co-op in the 
name of large department stores. This will 
bring in some pre-sold prospects and Lane's 
will have a stock to handle this need. How 
ever, Burke will have taken a minimum stock 
because he knows that the distributor will 
move from 50 to 75 percent of the stock into 
his dealerships at regular discount. Then 
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, Ve hn he 


a chance to offer good trades and negotiated 
prices, full warranty, delivery and installation. 


when the distributor has 25 to 50 percent of 
the merchandise to worry about, and the dis- 
tributor’s salesmen have been given the Mon- 
. . let’s get the rest of the 
stuff moving, boys . . .,” Burke will be a 
receptive listener to the offers. He doesn’t 
mind a bit the long distance telephone bills 
which the distributors’ salesmen run up each 
month with calls to their sales managers 
from Burke’s office. 

Notes taken while sitting in on such a 
conference in Burke’s office in February 
show the following: “. . . I know, but Burke 
says an extra 5 isn’t enough ... wait...” 
“He wants to know if he takes 30 instead 
of 20 what’s the allowance above the 5... 
yes, he knows that as well as we do. . . okay, 
I'll tell him $25—but you'll have to do that- 
he knows what (dealer in San Jose) has in 
stock right now .. . okay, wait a minute . . .” 
Ihe end result was Lane’s purchase of 50 
units at the extra 5 percent plus a $50 a unit 
promotional allowance. 

And while any of these, or the following 
buying techniques are being practiced, Burke 
doesn’t forget that there is very often an 
extra 14 percent available when he can talk 
the distributor into free flooring. While this 
ticle was written, the intensity of manu 
facturers’ spring campaigns was bringing free 
flooring to most dealers, but for Burke it is 
in all year practice 


day morning * 





Unit Gross 
Quantity Description net price Amount Margin 
100 $300 list $133 $13,200 126% 
auto. washers 
30 $230 list 110 3,300 109% 
ranges 


Selected and condensed from Lane's purchase orders 70850 
#1672 
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Many people befeve that the promotional 
dealer lives from his sales of distress mer- 
chandise. Certainly, for some dealers it is 
the basis of a profitable business. Surpris- 
ingly, for a promotional dealership like Lane’s, 
the general run of distress merchandise is 
not a major factor. If a manufacturer dis- 
continues a model which is in good supply 
and follows with a national campaign—or if 
a distributor operates a regional dump with 
heavy use of the usual 100-percent co-op ad- 
vertising for department stores—those are 
specials which interest Lane’s only to the 
extent of having a token stock to sell the 
walk in trade. “We can’t overlook the 
basis of our success—that Lane’s gives values 
that its customers can’t get anvwhere else,” 
says Burke. “So why should we give more 
than limited support to a dump that every 
dealer in the area has? Furthermore, if the 
goods are dumped at a big cut in price an- 
nounced to the public there won't be any 
margin for us to work on. If they are dumped 
by announcing a great big flat trade, then 
there are too many dealers around here who 
will go beyond that trade and give away their 
margin too.” 

But Lane’s is always open to offers of 
“exclusive dumps’’—in fact Burke seeks them 
and has been known to talk a distributor 
into dumping the last 40 or 50 pieces of a 
model by offering an “accept or reject” price 
that convinced the distributor that it would 
be foolhardy to continue to sell the end of 
the line by ones and twos, For example, 
Burke took the balance of Graybar’s stock of 
16 Hotpoint refrigerators, two door with 
stainless steel doors, for about $275 each 
Leaving on the $622.95 price tag, Lane’s had 
a 126 percent margin over his cost. 

Burke wants merchandise on an exclusive 
basis in his market area for more than one 
reason. Not only is it handled in a manner 
that makes it profitable by itself, but because 
of the high list price premiums that can be 
offered with it, heavy store traffic is main 
tained. Also, Lane’s must continue to build 
its clientele on the basis of “values found 
only at Lane’s.” And then, the store wants 
the distress merchandise exclusively so that 
it can continue to tag it at list price so Lane’s 
can promote the appliances or TV through 
the offer of special gifts that appeal more 
to its market than would a cut price offer. 





When Lane’s has an “exclusive dump” which 
it offers at a “sensational savings off the 
list price” the salesmen are not plagued by 
shoppers because no competitor will have 
the same merchandise in the same quantity 
purchased at the same price. 

The builders’ division of Lane’s is an asset 
to the store's ability to buy merchandise at 
a figure better than end column, For some 
reason, this division has not been active as a 
selling force, but it sure has been active as 
a buyer. Burke's ability to get an extra $5 to 
$35 or so per unit on certain types of appli- 
ances through use of his “builders’ subsidy” 
is a practice frowned upon by everyone in 
the area—frowned upon by the hundreds of 
dealers who do it and by the many distribu- 
tors who actively seek such business and 
foster the practice because the subsidy as a 
rule does not come out of their pockets, And 
while everyone is frowning, the practice con- 
tinues, giving Burke, for example, another 
$5 to $35 a unit on some merchandise to 
create more of the “hidden dollars” which 
are necessary to oil the wheels of a fast 
moving promotional machine. 








Unit Gross 

Quantity Description net price Amount Margin 

40 $489 list, $245 $9,800 99% 
refrig. 

30 $459 list, 197 5,910 133% 
freezers 





Why can Johnny Burke buy appliances 
and television through any or all of those 
many and varied techniques? 

Why do distributors’ salesmen stand in 
line waiting to offer their wares to the part- 
ners of Lane’s. Why were this writer's inter- 
views interrupted time and time again by the 
arrival of a distributor's salesman nursing a 
hot offer, or by a distributor executive on 
a “just down this way and thought I'd buy 
you a lunch” visit designed to influence Lane’s 
buying a higher percentage of his line? 

The answer, apparently, is because Lane’s, 
through expert management of a type of 
promotional selling best suited to its market 
area, is moving appliances and television for 
these distributors and their manufacturers, 
doing it at a profit, and giving its customers 
the values they seek and the service that the 
industry expects a dealer to supply. 
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Promotion Is Bui 
on Somethin 


for Nothing 


TABLOID MAILER reaches 


cost Lane’s $260 
another $113. After 
ses $142 


Sewing 
giving 
till gros 


" 


yes, neighbors, we're all 


going to shop at Lane’ tomorrow 


Lane' intends to sell more 
dealer 


that 


merchandise than any other 


in northern California and 


means one thing, just one thing, 


friends 
and they got to give you values 


«they got to lash prices 
like 
you've never seen before. Right now 
you can have free a genuine diamond 
and yellow gold Benrus ladies wrist 
watch with the purchase of a auto- 
matic defrost 
big name 


refrigerator --such 
brands as Westinghouse, 
Hotpoint, Amana and 


Yes, neighbor, |! 


Frigidaire, 
Crosley ay once 
again Lane's are bringing you the 
greatest 


KEEN, 


greatest bargains, the 
values, the greatest buys 
from radio 


Tape recorded 


3/24/ dé 

‘We stimulate the public interest in 
buying appliances and television and give 
them an incentive to 
John Burke. “We surface a 


desire for appliances and television that was 


act right away,” says 


bring to the 


lying dormant, and we supplement our pitch 
with enough straight product selling copy to 
create a desire for new models or new ideas 
in appliances. The action we get is an emo 
been 
designed very carefully to work on the emo 
tions of the specific group of people we have 
selected as the major part of our market 
“It is not unusual for people to come into 


tional response to an appeal that ha 


we'd been 
planning to buy but hadn't done anything 
about it until we heard what you are offering’. 


Lane's during a promotion and say 


And we have had many people come in here 
after we put on a big splurge and ask us for a 
number of things—bathroom fixtures, ladders, 
| think 


barbecues—that we've never handled 


EDITORS NOTE: Commercials and 
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91,000 people every three 
costs Lane's a net of $295. Washer and dryer shown list at $515 
machine and mower 
them away with appliances Lane 


sles talke were recorded on ao Webcor tape recorde 





month 


together cost 


we got those people so enthused about th 
values offered at that they couldn’t 
resist the urge to go shopping here,” Burke 
reports 

“And there is the key to the 
our type of promotional selling—value,” he 
points “People don’t flock in 
because of the prices we are offering. There 
are many dealers in the area featuring cut 
prices and rock bottom prices that we'd never 
think of featuring. People come into Lane’s 
primarily because they expect to get more for 
their money or get something for nothing 
and our entire promotional program is de 
signed to convince these people that at Lane’s 
and only at Lane’s can they really get ‘more 
for their money’ and ‘something for noth 
ing 


Lane's 


success of 


out. here 


ad like I said 
have this $469., 12-cu.-ft 
free Westinghouse refrigerator for 
just $349. But that's not all, 
neighbors, Johnny Burke, the boss- 
man here at Lane's says ‘Jim, I want 
you to give poppa and momma both a 
nice absolutely free. So 
for poppa we have a beautiful man's 
diamond ring. Now this ring has a 
genuine diamond set in a beautiful 
yellow gold mounting. Now notice I 
aid genuine diamonod and yellow 
gold So I didn't mean 
rhinestone and brass. No sirree 
this ring won't turn your finger 
green or make it fall off. Now I 
just wish I could see momma's face 
when I tell her about the wonderful 
gift she is going to get absolutely 
along with the purchase of 
this beautiful Westinghouse re- 
frigerator, Mama, you're going to 
get a sewing machine that normally 


you cah 
frost 


present 


mounting 


free 


© 11.4 cop THE REAL « (Vous 


loaned to ELECTRICAL MERCHANDISING by Sen Francisco 


JULY, 


sells for $229. Now this 
fully-automatic 


sewing ma- 


chine is the new 


type that sews forward and back- 
ward, has a round bobbin ” 

Tape recorded from radio KEEN, 
5/31/5¢€ 


“We certainly do give our customers som 
noth 
ing.”” “Yet,” says Burke, “to a great many 


thing—but of course it is not for 
of our customers we give them something 
they would not have otherwise. A free dryer, 
a new sewing machine, $100 worth of toys 
for Christmas, a power lawn power, sterling 
silver—definitely something most of them 
want and will use, but which most of them 
would not go out and buy, at least at the 
price tag on the merchandise. You must re 
member that more than half the people that 
make up our market are not too many years 
away from poverty—at least a life that was 
limited in Now they ar 
prospering to an extent, but they are using 
their income to build up necessities and they 


basic necessities. 


are hesitant to spend their money on what 
they So we make the luxuries 
available to them while they are buying th« 
necessities. It all comes from knowing th¢ 


people to whom your promotional efforts ar 


call luxuries. 


going. Our promotions might fall flat in 
New England or on Long Island—the promo 
tional dealer is equally important in those 
markets, but his approach must be cued to 
the interests of the people he is selling.’ 

A study of Lane’s operation shows how 
crucial is management's knowledge of the 
specific 
expert 
market respond 
right appeal and then presenting it through 
let’s look at 


market that is available plus an 
that 
rhis involves devising the 


analysis of what will make 


effective media. One at a time, 


distributor Kaemper Barrett 
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jraws crowds of fan 





how partners Burke, Davies and Richardson 
handle these objectives 

When Lane’s store opened in Mountain 

View in February, 1954, the partners ana 

lyzed their immediate market of approxi 

nately 25,000 people as follows: about 5,000 

fit the category of a “class” market, old 

timers with long association with other deal 

ers, high income executives and middle 

income commuters—a group that would re 

pond to personal selling when they weren't 

getting appliances and ‘I'V through their pur 

chasing agents; about 5,000 white collar 

workers, etc., who respond mostly to price 

idvertising; and about 15,000 workers in 

cluding almost all those in agriculture and 

canning, and most of those in factories and 

- inall businesses—a group with one common 

bond, a background in Arkansas, Oklahoma, 

iorth and west Texas, Missouri, Kentucky 

ind Tennessee, and one common heritage, 

devotion to “western”, “country”, and 


icred”” music 


you come on down to Lane's 

ind join us . . 1 to 4 today neigh- 
oO! ‘cause we're going to 
have your favorites Red Stewart, 
Tommy Ducan, both in person with us 
Lane's today and myself 
Black Jack Wayne, my good friend 
and Terry Nevada and 


nany more stars--singin' and play- 
in’ for you. That's at Lane's 
neighbor, sme on down and join 

Tape recorded from radio KVSM, 


Deciding to appeal to this particular group 


Lane’s keyed its efforts to “something for 


thing’ and “more for vour money’, and 










DISC JOCKEYS spin country and western music for 45 hours 
a month. Each Saturday a live program from Lane’s window 
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guest sfors 


put its efforts behind building the store as 
the one and only place the buyer of appli 
ances, television and furniture could obtain 
“value”. In the 26 months from Lane's 
opening to this writing, the store has put 
on at least 100 major promotions involving 
about 500 separate offers. From the 14 pieces 
of merchandise that made up the complete 
display in January, 1954, the store has pro 
gressed to the ground breaking on March 24 
of this year for a new store that will add 
10,000 sq. ft. of floor space for the display of 
200 appliances and 100 television sets, com 
plete kitchens and a slight enlargement of 
the store’s limited furniture stock. 

In the store’s steady progress to a current 
level of about $60,000 a month in appli 
ances and TV at a 29.5 percent gross profit, 
every one of the promotions have had a part. 
One was Lane’s very profitable tie-in with 
purchase of KPIX by Westinghouse (EM, 
p. 98, Feb. 55). A few others indicate the 
type and success of Lane’s approach to its 
market: 

The big Christmas promotion in 1955 was 
the offer of $100 worth of toys from a 
local toy store with the purchase of any 
major appliance, television set or furniture 
group. During this period, all appliance tags 
were coded with the usual “price below which 
a salesman can’t go without checking man 
agement” but while the toy offer was in 
effect this lowest price included $40 to cover 
Lane’s cost of the toy package. The stor 
sold 150 appliances and television sets with 
the toy tie-in during December 

“Double your money back” was a “value” 
promotion which moved 125 pieces in 10 
days, all at an above normal gross profit 
Burke offered any major appliance or televi 
sion in store on a three-day trial for a down 


REMOTE RADIO shows outside Lane’s bring crowds to see coun 
try and western music artists. Here Burke checks script with 





payment of $2.50. If the customer didn’t 
want the appliance or television after the 
trial, it could be returned and Lane's would 
refund $5 instead of the $2.50. No goods 
were delivered until the usual credit check 
had been made, and to get the trial the cus 
tomer had to sign the regular conditional sales 
contract into which was inserted a three-day 
return privilege. No item put out on trial 
was returned, 

Then there’s the time Carter and DeMarco 
were scheduled for a title boxing match in 
San Francisco, The fight would be televised 
nationally but blacked out in northern Cali 
fornia, So Burke bought 200 “ringside” seats 
at $15 each. He offered with the purchase of 
any major appliance or TV a pair of seats, a 
special bus ride to the fight, a pre-fight cock 
tail party, and a dinner after the fight. Lane's 
sold 100 pieces of merchandise without any 
trouble—all to “qualified” customers. As long 
as the customer wanted the fight tickets, the 
salesman would not let the price go down 
below a point that left Lane's $50 to cover 
the tickets and expenses. Then—the fight 
was cancelled. Lane’s got its money back for 
the tickets and presented $30 to each cus 
tomer, The unused expenses gave the store 
in extra, if unplanned for, $1,000. 

Burke inserted a special give-away during 
late summer of '54 and '55 to catch a special 
group. A pair of season tickets to the "49ers 
professional football games had been offered 
in exchange for the old washer or refrigera 
tor when a customer bought a new automatic 
washer or refrigerator. With the pair of sea 
son tickets costing Lane’s $44, the store 
gave less than it would have to offer for 
the trade to be competitive in the local mar 
ket. During the late summer of '55, when 
the '49ers were hot in their exhibition tour, 
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DIAMOND HUNT was February traffic builder for Lane's. Thousands came in to hunt for real 


diamonds (1/10th carat) mixed with glass. 


Something for Nothing (continued) 


this promotion moved 35 washers and refrig 
erators, 

Over a two-month period, Lane's gave 
away 150 electric dryers, and made about 30 
percent gross on each transaction. The dryers 
were picked up by Burke for $90 each. They 
were offered at different times with the 
deluxe models of automatic washers. Cur- 
rently, they go with a $369.95 list model 
which costs Lane’s about $185. There is 
still room for the salesman to “negotiate” 
with the customer or offer a $10 or $20 clos 
ing premium, and leave full margin 

But people don’t beat a path to Lane’s 
door just because the store has better values 

they come because John Burke and his 
partners shout about these values. An expert 
on media because of his agency background, 
Burke knows how to reach the right prospects 
for the offers he makes. 

“Lane's needs cooperative advertising with 
dealer listing like it needs a carriage en 
trance,” he states. Lane’s must reach a spe 
cific group—about 50,000 now—with the news 
that it offers values not obtainable elsewhere. 
To reach that group, radio has proven the 
most effective on a day-to-day basis, direct 
mail for special sales, and newspaper to cover 
the fringe area, 

More than $3,000 a month is spent by 
Lane's on radio time alone. While this ex 
penditure, like that of Lane’s for newspaper 
and direct mail, is returned almost 100 per 
cent in co-op from distributors, the firm still 
puts out $2,400 a month for institutional ad 
vertising and promotion that builds the store 
as a whole, 

Not just any radio program will serve as a 
carrier for commercials suitable to Burke's 
program of promoting appliances and tele 
vision to a specific market. To reach the 
group that Lane’s seeks requires sponsoring 
western, country and sacred music through 
“talent” disc jockeys 

In Burke's area, the ready-made audience 
for Lane's promotions sits beside radios tuned 
to KEEN or KVSM. At the moment, Burke 
is buying 25 hours a month on KEEN and 20 
hours a month on KVSM, with each allowing 
him 12 one-minute spots. 
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. yes, I said--Lane's great 
Bridey Murphy Sales starts today 
, and neighbor you're going to 
be hypnotized by their prices which 
are really out of this world... 
REFRIGERATORS?--a $520 refriger- 
ator for only $349, yes, for only 
$349, and who knows, this refriger- 
ator may have been ol’ Sam Hous- 
ton's ice box . . . WASHERS?-- a $320 
automatic washer for only $199 at 
Lane's, a value you just can't af- 
ford to pass up friends, I'm tell- 
in' you--and who knows, this new 
automatic washer may have been 
Annie Oakley's old wash board. . ." 
Tape recorded from radio KVSM, 
4/13/56, 


[t is not enough for a promotional dealer 
to take his share of the average number of 
people tuned to a station; he must make his 
programs something that the station’s au 
dience will tune in regularly. This is done 
by building a “talent” announcer—as differ 
entiated from the run of station announcer 
who handles regular spots, breaks, time, etc. 
And in this respect, John Burke has proven 
himself quite a “star builder”. For example 

When Lane’s started pushing promotions 
over KVSM, Burke hired John Schutz, a 
big personable, dark-complexioned ex-Okla 
homan who had a following in the area at 
country dances with his “ensemble” called 
the “Bar ‘Ten Ranch Boys” but who was rela 
tively unknown on local radio. Before Burke 
put Schutz on the air, he re-named him 
“Black Jack Wayne’ and dressed him in an 
all black western outfit. This created per 
sonality combined with Wayne's inherent 
friendliness and talent endeared him to 
the “cousins”, as this audience is called, 
and within 30 days he was under contract 
to the station with a 30-hour a week schedule. 

A promotional dealer doesn’t let his talent 
announcers operate from the station only 
A very valuable use of their personality is in 
their appearances at the store, For this 
reason, Burke has a small radio booth in the 
front window of Lane's. Every Saturday 
Burke’s second announcer, Jimmy Rivers, 
spins his western and country records and 
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pitches the current give-away and tremen- 
dous values that Lane’s is offering, and from 
1 to 2 pm Wayne follows with a similar 
show that brings in teen-agers who play and 
sing in the same pattern. 

".. . now, friends, I'm sitting 
right here in the window of Lane's 
at 1547 El Camino Real just waiting 
to see all of you. Why don't you 
nice folks drop on down this morn- 
ing and say hellow--lot of nice 
folks here right now. If you can't 


stop just blow your horn and I'll 
wave...* 


Taped from radio KEEN, 3/17/56. 


very Saturday just before midnight, Lane’s 
sponsors two-hours of live western and coun- 
try music played for dancing at the “Garden 
of Allah” in Hayward, about 12 miles away 
and in the center of “cousin country”. Hold- 
ing forth each of these nights at the Garden 
is Black Jack Wayne and his Bar Ten Ranch 
Boys plus big name guest stars in that field. 
Part of the commercials are handled by 
Wayne, part through tapes cut in from the 
station. Burke pays about $30 an hour for the 
time, reaches thousands of the after-televi- 
sion audience and hundreds of impromptu 
home dances. 


Direct Mail Adds a Visual Punch 


lor the eves of those whose ears are glued 
to their radio programs, and to all the fringe 
market as well, Burke and his partners every 
three months use a 16-page, 114 x 17-in. 
tabloid direct mail piece in two colors. It 
reaches 91,000 prospects, costs just $295. 

So effective that the days off of all store 
personnel are rearranged to keep a full staff 
for six days after the mailing, the tabloid 
is covered nearly 100 percent by co-op adver- 
tising funds. No distributor is complaining 
either, and practically all of them are co- 
operating with merchandise that lends itself 
to the mailer, 

The tabloid, used as an insert in two news- 
papers and the rest by mail, reaches 91,000 
families in 10 cities. The total cost of the 
issue sent out in March of this year was $2,875 
including postage. Lane’s received $215 a 
page in co-op for 12 of the 16 pages, a total 
of $2,580. Lane’s investment of $295 usually 
is returned from sales made during the first 
hour. 

12,000 lines of newspaper display advertis 
ing a year are used by Lane’s to build sales 
of appliances and TV in markets not covered 
thoroughly by the store’s saturation of the 
country-western music audience. 

John Burke and his partners put nearly 
all their efforts into building the store’s ac 
ceptance by the country-western music listen 
ers from the beginning as the quickest and 
surest way to a high and profitable volume. 
But it is obvious that a point of diminishing 
returns would come in any further develop 
ment of this market. While this market will 
continue to be the strength of the store, de- 
velopment of the fringe markets will de- 
termine the concern’s chances of moving its 
gross toward the 14 million dollar objective 
from the 1 million dollar level being reached 
with the first quarter of 1956. 
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$10,000 to $15,000 a month in closings by each salesman on Lane's floor turns the promotions into volume, but it is done by selling, not by order taking——and 


Lane’s men know and practice every technique in the book. 





Selling Capitalizes on Something for Nothing 


". . . well, that seems to be just 
the one you want . . let's go over 
here and sit down and I'll give you 
some figures now let's see, 
you get the automatic washer--the 
dryer is free, of course--and so is 
the diamond ring--well that will be 
only $14.25 amonth.. . say that's 
not much for a terrific value like 
that, is it... now you approve the 
order right there on that line. 

Excerpt from conversation, 

alesman Jack Lane Jr. and Sunny- 
vale family, 3/23/56. 


“Close the sale the first time prospects 
come in the store, or forget them’’—that is 
the cardinal rule set up by John Burke for all 
selling at Lane’s. While about 10 percent 
of sales are made to people on their second 
visit to the store, no attempt is made to 
follow up on prospects who walk out without 
buying. Lane’s five salesmen work full time 
on the floor, are not required to do any out- 
side selling. 

“We can’t afford to follow up, as valuable 
as that technique may be for some dealers,” 
reports Burke. “We bring people in here 
through promotions that are designed to 
create an enthusiasm and desire to buy right 
now when they can get the special price, 
the gift or the gimmick that has gotten their 
interest. We have to close while that desire 
is hot. And the type of people who respond 
to this promotional appeal are very fickle. If 
we don’t close them while they're excited 
about our offer they'll go home—and on the 
way they may become equally excited about 
a promotional offer another dealer is pitch- 
ing over the car radio. 

“And, this is true for any dealer who makes 


_ 


a lot of use of radio. Only 25 percent of 
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cur business comes from right around here 
in Mountain View. Fifty percent is from 
people who live from 10 to 25 miles way, and 
25 percent comes from people living 25 to 
100 miles from the store. We can get them 
excited enough to hop in the car and drive 
10 to 100 miles to take advantage of one of 
our wonderful offers—but if we can’t close 
them when they're that interested we would 
be foolish to think that many of them would 
go home and think it over and then drive all 
that distance again. Their enthusiasm just 
doesn’t hold up that long. We have to 
close ’em when we have them.” 


ey s SUn't it a heettey . . . I 
don't get a chance to offer a cus- 
tomer a value like that every day 
so I'm sure glad you came in right 
now. . . you'll have the best darn 
refrigerator you can get, with the 
big freezer compartment and every- 
thing . . and right now you get a 
double value ‘cause you get that 
wonderful real sterling silver 
that's going to look so nice on your 
table ...* 

Excerpt from conversation, 
salesman Jim Barkley and Los Altos 
couple, 2/19/56. 


l'o get the order on the prospect's first 
call, Lane’s salesmen are trained in the use 
of a variety of specialty selling techniques. 

I'he salesmen are masters at selling “value”’ 
instead of “price”. “Low prices alone are 
not the key to successful promotional selling 
in our type of market,” says Burke. “There 
is seldom a price that we can put low enough 
to beat some of the dealers who are willing 
to throw away their profit. And, for our 
market, low price alone doesn’t create the 
desire to buy. Most of our people are at- 
tracted by the offer of something they have 


always wanted but would never justify going 
out and buying. The best examples right 
now are the offers of a new, modern styled 
sewing machine for the woman and a power 
lawn mower for the man, On most deluxe 
washers and refrigerators we can give either 
one of these in exchange for the old washer 
or refrigerator—instead of having to meet 
competition with a flat $100 trade or worse. 
I'he customers go home happy as a lark— 
and we're pleased too, because we can do it 
and still make about 30 percent gross on the 
deal, The salesmen are trained to keep that 
approach to their selling of this special mat 
ket-and as long as they do each will close 
from $10,000 to $20,000 worth of business 
a month on a five percent commission,” 

To move a volume profitably with big 
premium offers, many techniques have to be 
used by the dealer, Not the least important 
is this: every appliance and TV set on Lane’s 
floor is tagged with the manufacturer's ot 
distributor's highest suggested list price. If 
there has been a price drop of any sort, it is 
unlikely that anyone will have time to alter 
the tags from whatever was the highest price, 
Exceptions come toward the close of each 
month prior to the opening of a big promo- 
tion—then Lane’s puts “specials” on dis- 
continued or damaged merchandise and 
those goods which Burke wants to clear out, 
and a special promotion is made to the part 
of his market that is price conscious. Each 
price tag shows in code the lowest price to 
which the salesman can “negotiate” without 
special permission from Burke, Davies or 
Richardson, 


Sales at Lanes's are “negotiated” 


To Lane’s salesmen, the first step toward 
arriving at a mutually agreeable price with 
the customer is qualification. ‘The salesman 
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Something for Nothing 


(continued) 


SOMETHING FOR NOTHING a round 
bobbin, bobbin winder, complete attachments 

sews forward and backward there's the 
ad that ran in ‘Life,’ see the price, $229 . 
and it’s yours free with thot TV you like and 
now I'll show you how little thot TV set will 
cost Bill Cox 


finds out if the prospects have been shopping, 
or whether they came into Lane’s in response 
to the current promotion. If the prospects 
have been shopping, the salesman finds out 
where—so he can judge whether they have 
been given a true or a phony estimate, or 
whether the price that has been quoted to the 
prospects by another dealer is for a product 
that the other dealer is dumping. Lane's 
shops its competition regularly so that man 
agement and salesmen know what special 
buys the competitors have made and what 
goods they are clearing. If the prospects 
have been given a legitimate price which 
Lane’s can't meet without losing money, the 
salesman will adjust his approach accordingly 

Besides switching to a same priced product 
which Lane’s has purchased as cheaply as the 
competition's special, the salesman also feels 
the prospects out toward a switch to a larger 
capacity appliance, or bigger screen television, 
to get the prospects thinking away from price 
consideration—this is particularly helpful if 
not always effective when the competitor's 
low priced special is on a same brand, same 
model which Lane has on the floor at a higher 
price. In such a case, too, the salesman will 
frequently try to switch the prospects to the 
one brand which Lane’s has exclusively in the 
Mountain View market area—in that case his 
pitch will swing toward a product quality 
story. 

During this qualifying period the salesman 
will have found out if the prospects came in 
response to the current promotion, Even if 
they have, he must go further and find out 
in the beginning if the prospects are the typ 
that will seek both the premium and a low 
price. If they are seriously interested in the 
premium then the salesman must never go 
below a price that will leave room for the 
cost of the premium 
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In a promotion running while this article 
was being prepared, a salesman wouldn't 
‘negotiate’ down on a Sylvania Belvedere 
beyond a point that left Lane’s with the $65 
cost of the “$130” power lawnmower, plus 
At a point of im 
passe with a prospect, the salesman would 


about 30 percent gross 


consult one of the partners who would make 
or refuse a better deal depending on the 
value of the old television set being received 
Of course, 
on such a deal both salesman and manag: 


in exchange for the lawnmower 


ment have a broad field in which to play 
with the TV set tagged at the $379 suggested 
list, and costing Lane’s $204, the men have 
about 85 percent gross to start with, about 
54 percent gross after figuring the cost of th« 
lawnmower. 


Don't Let ‘Em Walk 


Now, let’s face it. If the final offer is not 
accepted, the prospect is not ushered out 
the door. 

Leaving the price at the last and lowest 
offered, the salesman tries to close through 
the use of an extra inducement. ‘This brings 
into play another and very effective last 
minute technique—the closing premium 
While it is not uncommon for many dealers 
to use this technique, making use of their 
electric housewares stock for the purpose, 
Lane's uses ‘baubles’ 

The salesman sizes up the prospects, d 
cides what might be the most acceptabl 
Then he will offer maybe a $69.95 ladies 
wrist watch, necklace and earring set that 
glitters like the royal jewels. If the salesman 
judged right, the woman would clobber he: 
husband before letting him out of the store 
without signing his name under the fine print 
of the form supplied by the Bank of America 
for the purpose. Burke has dozens of “closing 





premiums’ on hand for the purpose and to 
suit each taste—a $29.95 list bone handle, 
Sheffield set cost Burke $10, the steak set 
$2.95, at regular premium supply house: 
While such a gift can cut Lane’s gross from 
one to four percent on an average purchase, 
it is well balanced by those sales where the 
salesman did not have to negotiate below a 





BEST PRICES-—"’. . 
$98.50 
before that's a price to grab right now before 
one of the bosses gets some sense and puts the 
price bock up where it should be around $150 
now if you want to use it to dry your cloth 


. an automatic dryer for only 
did you ever have a chance like that 


tomorrow, | can get it there Bill Hicks 
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31 to 34 percent gross—as the store’s annual 
29.5 gross shows. 

If the closing premium still leaves the 
prospect undecided, and it is obvious that 
price alone is preventing the closing, the 
salesman may offer a price for the appliance 
or television without the big premium—the 
lawnmower, sewing machine, sterling silver, 
or whatever is the offer that was previously 
included. 


. I'll tell you what I'll do. 
You know you're not going to get a 
jeal like this anywhere else so 
there's no point in your going look- 


ng. You've got to have the refrig- 
erator and the way I've set it up 
here it is more than you want to pay 
right now. But suppose I go see 
Johnny Burke and see if he'll let 
you have this refrigerator for less 
money without the lawnmower. If he 
will then I'll write you up a new 
jeal that will fit you swell..." 

Salesman Jim Muehlbauer to pros- 
pects from Hayward, 3:30 pm, 
3/25/56. 


The new deal for the prospects must be 
presented in such a way that the figures are 
not comparable side by side—so the prospect, 
for example, will not be looking for the $130 
list price of the lawnmower deducted from the 
last quoted price. The net to the customer 
without the lawnmower might be about $50 
instead of $65 less than the previous price, 
thereby enabling Lane’s to pick up the cost 
of the closing premium. 

7. . well, folks, I know you're 
going to like this. Mr. Burke 
didn't like the idea of your going 
out of here without the lawnmower 


AT LANE’S ONLY—” 


steel doors, the latest touch for your kitchen 


. we made a special buy on these, bought all thot 
the distributor had because its the best one Hotpoint made 


. and look at these features 


1956 


. » but if you can't swing it right 
now you can still get the refriger- 
ator. I don't know how I ever got 
Mr. Burke to agree to this so let's 
do something about it before he 
changes his mind. You can have the 
refrigerator for only $12 a month 
and we'll take your old refriger- 
ator. You'll have this big refrig- 
erator in your home tomorrow and 
you won't have to pay a cent for six 
weeks. And look, Mrs.--I didn't ask 
Mr. Burke about this so let me do it 
before he remembers about it and 
comes out here--you can still have 
this beautiful $70 watch and jewel- 
oo, ae 

Salesman Jim Muehlbauer to pros- 
pects from Hayward, 3:35 pa, 
3/25/56, 


Another effort toward a quick closing is the 
“accept or reject” price. Every price quoted 
to a prospect by a Lane’s salesman applies 
right then and there and is not guaranteed to 
hold even later in the day. The salesmen ex- 
plain that the price Lane’s offers depends on 
how business is going at the moment. If 
business is good, overhead is down. “And if we 
have an off day tomorrow you could come in 
here and find that I couldn’t go down within 
$20 of the price you can have this for right 
now.” If the prospects are interested in one 
of the products that carries a large premium 
then the same holds . . . “the prices will stay 
right there what you see on the tag and there 
won't be any $229 sewing machine free if you 
buy the refrigerator . . . this deal you're getting 
today is just one of those things you got to 
grab onto when you get the chance, . 

There is more truth than poetry in much of 
this approach because in almost every case the 
Lane promotions are keyed to products which 


stainless 


have been purchased for that purpose and 
which may not be available to Lane’s at the 
same price at a later date. 

Of course, the accept or reject price 1s 
designed for another purpose too. As well as 
serving as pressure on the prospect for the 
closing, it helps to keep Lane’s prices from 
being taken around the market area for com- 
parison, Obviously, the confirmed shoppers 
are going to shop around anyway so it is up 
to Lane’s competitors to know—as they seem 
to—how accurate the quotation is. It is to 
prevent more shopping that Burke and his 
partners rule that all salesmen must not write 
down a price on anything but the order pad. 
If they make notes in figuring the deal, those 
notes stay with the salesman. Prospects are 
never able to go to another store with a 
quotation that could be identified or con 
strued as a legitimate quotation from Lane's 
And, for the same reason, Lane's salesmen 
are instructed to pass out their business cards 
with care—so that the prospect won't write 
a phony low price on the card and take it 
to a competitor, to try to get it equaled o1 
bettered. 


. the boss says that $103 is 
all that we can go on your 16-in, 


set toward this model... now 
there's no sense in our dickering 
around here for an hour, . . that 
$103 isaterrificoffer...butI 


talked to Mr. Burke and there's one 
thing I can do. . you take a look 
at this other set here, its the same 
price as the one you wanted and its 
a (brand) which you know is as good 
as any set you could have in your 
home we just bought a carload 
of them special from the factory 
and I asked Mr. Burke if he could go 
to $125 on your set toward one of 





now let me show you-—this fully automatic dishwosher you get free 
along with the sewing machine 
washer you'll have a kitchen just like those new houses in Los Altos 


with that refrigerator and this dish 


MORE> 
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PRESSURE". . 


and we might not have any more tuners. . 


Bill Cox, 


PREMIUMS-—special gifts used by Lane’s as last effort to close 
hesitant prospects are displayed by partners Davies and Burke 
Burke holds $400 Hamilton watch. On table are a variety from 
Benrus watches to $70 watch, earring and necklace sets costing 
$10, and wedding ring sets. Referring to table assortment, Burke 
comments ‘‘we buy that by the pound.’”’ 


these. - he said yes but just this 
once . « SO let's sit down here 
and figure how little its going to 
be for you when you figure $125 for 
that old set ad 

Salesman Bill Hicks to prospect 
from Mountain View, 3/30/56 


Promotional dealers often are referred to 
as “long traders” and, of course, long trading 
can be the basis of a successful promotional 
operation in many markets, ‘lo Lane’s, long 
trading is only a minor feature of the promo 
tional activity. Burke and his partners keep 
competitive with offers that are designed to 
get the attention of prospects who are seek 
ing a long trade or who are comparing the 
advertised offers of trades. When it comes 
down to a fight for a prospect, Lane’s is able 
to hold its own with competition by knock- 
ing out the premium. On occasion, Lane’s 
will meet a wave of flat-trade-in offers with 
one of its own, but it is always qualified like 
most of the others with an “up to.” 

Burke doesn’t like making a flat “$100 for 
your old washer” because it shows his hand, 
and there is nothing to stop competition from 
putting “$150 for your old washer” in the 
window the next morning. Burke, too, dis 
likes for his type of operation the “$100 for 
an old hat” type of trade-in promotion; he 
feels that too many of the prospects are shrewd 
enough to recognize that the appliances or 
television are overpriced. He knows that 
most who respond will do it with the idea 
of trying to knock the price down after tak 
ing the $100 offer for the “hat.” 

During a year, Lane’s gives about $36,600 
for used appliances and television in trade. 


. that’s for right here and now, $229 and the remote tuner 
free . this..afternoon, tomorrow we probably couldn't get the price thot low 
it's a chance | don’t like to see you 
toke.. . this is a real deal, it's the set you want, the price is just better than right 

| can’t promise this price for one hour from now . . 


“ 


. let's sit down... 






During the same time, the store sells used 
appliances and television for a total of ap 
proximately $27,700. This loss of about 
$8,900 represents a little less than two per 
cent of the gross retail sales of the store. 
Instead of “trades”, the specialty of pro 
motional dealer John Burke has been “swaps.” 
When a customer buys an appliance o1 
television set (at the right price) Lane’s will 
give another appliance or a premium in ex 
change for the customer's old appliance or 
I'V set. Ina three-week period, Lane’s gave 
36 Japanese sewing machines, advertised in 
Parents’ and Good Housekeeping for $229, 
in exchange for the old washer or refrigerator 
turned in on the sale of certain models of 
automatic washers and refrigerators which 
had a spread sufficient to cover the $48 cost 
of the sewing machine plus a full 30 percent 
gross. “Those were 36 families who are 
much happier having a $229 list, good 
quality modern sewing machine than they 
would be if we had offered them $60 to $100 
for the appliance they turned in. And it 
works better for us—if we had been offering 
dollars for their old appliance we would have 
to meet or beat competition or lose the sales. 
The “swap” can be effective in another 
manner. As mentioned before, Lane’s offered 
a free dryer which cost the store $90 in ex 
change for the old washer on the sale of a 
particular automatic washer which carried a 
100 percent markup. After Lane’s deducted 
the cost of the dryer, there was still about 
a 50 percent markup which allowed the 
salesman some freedom in “negotiating” to 
ward a close. That offer moved 100 automatic 
washers with free dryers—but it moved an 
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other 50 automatic washers with higher priced 
dryers. It worked this way—the free dryer 
that Lane’s offers is never—repeat never—a 
matching unit to the automatic washer with 
which it is paired. As a result, Lane sales 
men were able in one of three sales to sell 
the customer up to a matching unit. The 
salesman offers the customer the list price 
of the free dryer, $149 toward the cost of a 
matching deluxe—repeat deluxe—dryer which 
lists at about $269. The end result is an addi 
tional $50 profit on the sale above the full 
profit that Lane’s was getting on the auto 
matic washer with the dryer fre« 

. you want to figure it this 
iends... you're darn lucky 
to have someone offering you a deal 
like this. . . and I'm lucky to have 
a chance to write it up for you. We 
wouldn't be standing here working 
out this chance for you to have that 
terrific washer in your home tomor- 
row if Lane's wasn't out there 
plugging away every day to get good 
deals for you folks. You should hear 
the way they talk to the manufac- 
turers--they tell those big fel- 
lows ‘you just get us a rock bottom 
price on your best merchaandise so 
we can give those neighbors of ours 
the best deal they've ever had. And 
I'm telling you, friend--if the 
boss men of Lane's don't get a good 
deal they'll throw that cottin’ 
pickin’ manufacturer's stuff right 
out this store..." 

From conversation, salesman Jim 
Barkley and San Francisco family, 
3/10/56. End 
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The 1956 DISPOSERS 
and DISHWASHERS 


Greater acceptance by municipal authorities encourages growing 


By ANNA A. NOONE 


saturation for disposers and increasing consumer interest in dish- 


washers results in a variety of types and features 


‘INCE introduction in the early 1930's 
the household electric food waste disposer 
has encountered more opposition than prac- 


4 


tically any other appliance in our field. For 
many years city authorities feared this new 
method of garbage disposal, and formal ob- 
jections to home installations were voiced by 
many municipal sanitation executives . . . It 
might damage their whole sewage system, 
they believed! 

Now, after years of struggle against this 
type opposition, the household food waste 
disposer is enjoying acceptance not only by 
homemakers, but more importantly, by 
municipal health officials. It is fast becom- 
ing a device of high civic health merit, as 
the old garbage can—the weak link in most 
municipal health sanitation programs, gives 
way. As a matter of fact, advanced thinkers 
in municipal planning predict that it won't 
be very many more years before every new 
home in the country will be required by 
law to include a disposer as part of the 
kitchen sink installation, just as now every 
bathroom installation includes a_ bathtub, 
washbowl and a toilet. And, existing homes 
will eventually be called upon to install dis 
posers as part of a nation wide sanitation 
program. 

Garbage-free communities are springing up 
all over the country. Cities that have enacted 
mandatory legislation requiring disposers in 
all homes—new and old—include: Jasper, 
Indiana; Shorewood, Wisconsin; South Eu- 
clid, Ohio; Mt. Dora, Florida. 

Cities requiring disposer installations in all 
new homes include: Dearborn, Allen Park, 
Royal Oak Park, Grosse Point Woods, Mich- 
igan; St. Paul, Minnesota; Aurora, Colorado; 
South Pasadena, Pomona, Beverly Hills, Man- 
hattan Beach, Lakewood, Placentia, Califor- 
nia. In February 1955 Detroit, Michigan 
joined this group. 

The general trend through the nation is 
one of gradual saturation. Most cities have 
established codes permitting use of disposers 
wherever desired. This policy is in effect in 
San Francisco, Cleveland, Houston, Washing- 
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ton, Los Angeles. Early in March 1956 Chi 
cago joined this group, changing its ordinance 
so that there are now absolutely no restric 
tions on disposers anywhere in the city. 

Actually, today there are only a few diec- 
hard communities left where legislation pro- 
hibiting use of disposers still exist. These 
include parts of New York, including New 
York City; parts of Connecticut; parts of 
New Jersey; parts of Pennsylvania, including 
certain sections of Philadelphia; and Miami, 
Florida. 

1956 waste disposers are available in two 
general types: (1) Continuous feed models 
that grind as loaded. The switch for this 
type is usually located on the wall above 
the unit. Prices start at $79.95. (2) Cover 
control models which grind only after the 
switch, located in the cover is turned on. 
Retail prices are as low as $99.95. Many 
manufacturers carry both types in their 1956 
lines. 

A stream of cold water is required while 
operating disposers. The water washes waste 
down the drain, at the same time holding 
fats and grease in solid globules. The average 
disposer uses from 14 to 2 gallons per person 
per day. And for the forgetful, water-flow 
interlock switches are available at slight extra 
cost, which automatically turn water on when 
the disposer is operating. 

All 1956 models take normal food waste, 
including small bones, fruit pits, rinds, 
lobster, shrimp and crab shells, egg shells, 
vegetable parings, fibrous pods, fats, greases 
and coffee grounds. 

While frequently referred to as grinders, 
actually disposers don’t grind. The action 
rather is shredding, after a combination cut- 
ting-tearing that breaks down the three basic 
types of waste: hard, such as bones, which 
need to be pulverized; pulpy, which has to 
be cut and torn; and fibrous, which also has 
to be cut before finally shredding. 

Safety devices include overload controls 
that shut off the motor should the disposer 
become jammed. Some have reversing mech- 
anisms to reverse direction of operation. 







Capacitor and split phase motors are used 
in 4 and 4 h.p. sizes. 

Plumbing installations are relatively simple 
Disposers fit standard sink drain openings 
34 to 4 inches in diameter, and a standard 
14 inch waste line is proper for all normal 
pipe runs. A special trap is not necessary 
For sinks with smaller drain openings, onc 
or two manufacturers have a tool for cutting 
a hole the right size, 

Latest models are lightweight, and the 
upper half swivels 360 degrees to simplify 
making drain connections. Some models 
have additional swivelling tail pipes and 
swivelling lower sections. Built-in dish 
washer inlets are available in most models, 
saving double trap installations. 

For remodeling old kitchens, shorter models 
requiring only 5 to 6-in, rough-in distance 
between sink opening and drain line opening. 

The accompanying check list of leading 
disposer models gives detail information on 
all 1956 models, 


Dishwashers 


Automatic dishwashers for 1956 are avail 
able in a variety of types; (1) top opening 
and top loading; (2) front opening and front 
loading; (3) roll-out well type with top 
loading; (4) drawer type with front loading, 

Many lines include models for the four 
basic types of installation: Under-counter or 
drop-ins; combination dishwasher-sinks; free 
standing, and portable models, Some manu- 
facturers have added counter-height models 
for built-in installations. Combination sink 
units are all 48-inches wide; and 24-inches 
seems to have become the standard width for 
all other units with the exception of one make 
which features a 30-inch wide unit. 

Portables have become popular with manu- 
facturers in the past three years since we last 
published a checklist of automatic dishwasher 
features, (July, 1953). These portables, manu 
facturers claim, have accelerated consumer ac 
ceptance in the past several years where they 
were used in free-trial introductory promo- 
(Text continued on page 96) 


ON THE NEXT THREE PAGES—A CHECKLIST OF DISPOSER AND DISHWASHER FEATURES => 
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| 
‘ Models ' Type ing | (service | Total | 
=a rguring | Prato | = wits | "iter | Moet, | orar| water ater | porn 
r] Opening | Loading (minutes) | no. of | consumed 
AMERICAN KITCHENS ‘ 
(4 models) 2 under counter no front front impeller 4 1-10 min. | 2 sprays 16 6 6.3 gal. | yes cup in 
I — 2 rinses | (no vent) door 
ry ” | | 
way no yes top top o 33% ad ad eo 9 | o | no cup o 
portab é ie oe rac 
APEX “DISH-A-MATIC” | T | 
(4 models) 1 drop-in no top top impeller 30 1-15 min. 145 min, 10 6-8 Seal. | yes poured 
Baim: om power rinse | into center 
“ ~ > | impeller 
Roll A-Way no yes Q » 5 hydrojets 30 1 1 pre-rinse air-dry 6 } _- } no rinkled 
1 portabie | om 
pe a 2 power rinse | | on dishes 
CROSLEY | 
(3 models) 1 under counter no drawer front impeller “4 1-10 min. 2 flush 16 6 6.3 gal. yes cup in 
2 sink-comb type front 2 rinse door 
a | | | 
FRIGIDAIRE | | 
(4 models) 1 dish-sink no front front | Turbo 45 —-[1-6%4 min. pre-wash fiush| 27 8 | 9.6 gal. | yes | wire mesh 
comb spray 1 flush plus pots | | cup 
1 free standing | 22 2 power and pans | 
1 under counter | openings | rinse 
1 portable + nee no Bani yes front front 4 “ “ “ o . “ ‘ | “ | 

GENERAL ELECTRIC | [ 

(2 modeis) SU-40 yes no = |_~Ss front top impeller 47 selective- | selective- 28¥%2 fervicefor| 7 gal. | colored (double wash 
spray type tomatic tomatic 8 jindicator | detergent 
| | 4or5 | dial cup auto- 
| matically re- 

| leases 
: 2 | | “Flash | 
Mobile Maid no yes =| top =| top . 21 Lor 2 3or4 drying” 8 | 6 gai. ~ . 
T rT , 
HOLIDAY “SURG-O-MATIC” | 
(3 modeis) ‘‘Surg-0-Matic”’ | no 1 free top top Surgiletor 18 1-6 min. 24 min. Approx. 8 9 gal. | buzzer sprinkle 
standing 10 min, | on 
: ba anv — surgilator 
ie i 
HOTPOINT | | | | 
(11 models) yes yes roll-out front Bakelite 50 ‘two-5 min. 1 pre- 30 | 8 8 gal. yes | auto. 
9 models 2 models racks impelier rinse | dual 
' front | | 2 Lmin | dispenser 
| rinses | | 
—* _o s + + i i 
IN-SINK-ERATOR | | | | | | | | 
(2 models) 20 CO yes no 8=—||_s front’ «=| «stop ~=—s|_simpelier uu 1-10 min, |1 pre-rinse 16 6 =| 63 gal. yes | cup In 
245 2 under counter 3 rinses | | door 
- — ; : - + + — t 
JAMES-UNIVERSAL | | | | 
(2 modes) Wo, 1 no yes top top sweep flow | 13% 16min. 2 pre-rinses | radiant | 6-8 4.5 gal. fo sprinkled 
Mobile fluid brush 13min. | 2% min, alr | | on dishes 
| final rinse | dried 
No. 2 yes no o . “ | o ty “ o | it o o it) 
Under Counter Drop-in 1 . e: s | } | = | | m ¢ + 
KELVINATOR | | 
(2 models) | 1 free standing | no front roll-out impeller 4 1-10 min. | 2 sprays | 16 8 6.3 gal. yes cup in 
y | 1 under counter racks | 2rinses | door 
| | | 
| | 
—_—}—__— +~ + + + | 4 + 1 4 4 
| 

LEONARD (same as adove) Exoeaane, | | | | Eee 3 } , 

KITCHENAID | | 

(8 models) 7 models yes | drawer | front | revolving | 35 | 25min, | 2 1-min, 2342 8 7 gal. yes sprinkled 

dishwasher: 1 model type; | | arm with =| | rinses | on door 
by sink, free front 6 nozzle | surface 
an causten boris | — | 
| counter height + i i | i 
; i : + + + — t —- —+— 
PHILCO | | | | | | | 
(3 models) 1 free standing no drawer | front impeller 4 1-10 min 2 sprays 16 6 | 6.3 gal. yes cup in 
| 1 under counter type; | | 2rinses | door 
1 dishwasher front | | 
sink | | | 
— |. SE ig Se eg ns <i Sci rings 
(4 models) | 2 tree standing | no | drawer front stainless | 37% 1-7¥% min. | power pre 16 | @10, | Ogal. | yes cup in 
FS-10,FS-1C | 2under-counter | | type; arm with | (45 for | rinse (23 tor lus pots | | door 
UC-10, UC-IC : front | 70 jets | custom | 2 power custom Pet for | 
| models) | rinses models) | custom | 
| | 1 suds | models 
| flushout | 
WESTINGHOUSE T 2 ER ER r | ee 
| | | | 
(7 models) 1 sink comb no roll-out top | impeller 45 One 6 min. 1 spray 235 8-10 8 gal. indicator wire 
| 2 free standing well; | | 2 rinses dial mesh 
3 under counter | front | diverter | } cup 
1 portable 3 = ml 4 ae 1 ile t 4 + + 
(2 models) 1 free standing | no front front jet tower % 16 min. 2rinses | 18 100 7.5 gal. - recessed 
1 under counter with dishes in 
27 jets 


| 
| 


















































































































































Heating | water |... cycle Rack Exterior | Free | Combo. | Under Other features Company & 
Element | Warmer ‘435, Interruption ° Finishes standing sinks | Counter | Portable Trade Name 
(inches) | (inches) (inches) | {#ehes) 
1000 w yes no adjustable | 2 Vinyl covered | white or 24 48 24 Available with gravity or pump drain (4 models) 
automatically 1 revoiving copper; | 
resumes upper contour 
operation Roto-Tray or flat front 
775 w ” 7 * 2 Vinyl | White or 22 “Add-A-Dish” feature *“*Roll-O-Matic”’ 
| copper j 1 portable 
| aliciiildadases ” 
APEX “DISH-A-MATIC 
1250 w no 2 gal. adjustable 2 Vinyl | 24 48 24 (4 models) 
tank covered 
“ “ 4 gal. = 2 24 “Roll-A-Way"”’ 
tank | 1 portable 
CROSLEY 
1000 w yes no adjustable; 2 Vinyl | white, cop- | 48 24 Pre-plumbed models in both styles. Pump (3 models) 
entire cycle automatically covered | per-glo, | Kit & porc. top converter kit available, 
resumes 1 revolving pink, green | 24” Model available in both fiat front and 
operation |__ yellow, | | recess knee space profile. 
— + — ee 
| FRIGIDAIRE 
600 w yes no adjustable | 2 Vinyl with pore, or 24 48 24 24 *Wood chopping block top or no top in (4 models) 
entire automatically | adj. cup rack stainless addition to porc. top on free standing; 
cycle resumes 2 adj. glass | sink & | under counter available in white primer 
shelves top* | finish in addition to pore. ext. 
“ “ “ “ “ porc. = 24 i portable 
—— oe 
GENERAL ELECTRIC 
750 w yes — | adjustable: | Plastisol white baked | 24 - 24 - Wood, colored ename! or brushed metal | SU-60 (2 models) 
Gperator may skip covered steel enamel front panels available; also porc, top or 
or repeat any | colored counter top for free-standing in- | 
operation stallations | 
e o = - ad i ee | ~ - 22% 34% in, high, Fits under counter | “Mobile Maid’ 
ue, Sapeag " 
| | HOLIDAY “SURG-O-MATIC 
none no - adjusted to 4 Vinyl | hinged “att 23” wide | New principle allows use of sudsing de- | ‘‘Surg-O-Matic’’ (3 models) 
repeat or coated | chopping } 24” deep | tergent, High capacity drain pump 
skip any 1 hinged block 
operation | lid | 3 
| | HOTPOINT 
850 w yes - adjustable plastic | 5S colors, see | 3-48 in 6-24 in. | 2-24 in Wetting agent in 2nd rinse | (11 models) 
Cairod on 9 coated; |Coppertone, | “other Models for standard plumbing & Quiko | 
entire models Roll-R-Racks |Satin-chrome |features”’ | nect pump models in each type. Porcelain 
cycle | and white & maple tops for under-counter models 
to convert to free-standing 
IN-SINK-ERATOR 
1000 w yes no yes Viny! = ~ 34M _ Fits under 36” counter 240 (2 models) 
covered high 245 
650 w no no adjustable at 5 racks - - - - No, 1 (2 modets) 
any period Plastisol Mobile 
covered | 
“ “ “ “ “ a .s = mt No. 2 
- | Under Counter Drop-in 
rok: ae KELVINATOR 
1000 w yes no adjustable; 2 Vinyl own & white 24 - 24 - (2 models) 
automatically covered free-standing | 
resumes mode! plus | | 
| pink, green, | | 
yellow in | 
under | 
¢tounter mode! | | | | 
T T a 
| | | | (same as above) LEONARD 
T T T 
KITCHENAID 
1000 w yes no t tically 2 independent white 24 4a 24 24 | Standard gravity drain; dual strainer sys- (@ models) 
dry cycle resumes Plastisol stainiess tem; pump drain; (24 in, built-in counter 
only where coated copper or height mode! also available) by 
with power left off | 5 compartment colors Hobart 
blower ¢an be advanced large silver / 
also basket i 
e ies + 
1000 w yes ~ adjustable; 2 Viny! A 24 48 24 (3 models) 
entire automatically covered 
cycle resumes 
operation 
a | ENE 
WASTE-KING 
1350 w yes no adj. 2 Vinyl white or yr) | 2 - Water for finai rinse is heated to 160° (2 models) 
controiled covered colored fits 24” before operation takes place; front paneis 
to maintain roll-out porc. module removable to change colors; humidity 
160 deg stainiess, } free drying 
(750 w for copper, 
custom models) wood bi nd 
T eT. 3 
| WESTINGHOUSE 
750 w yes no* adjustable Plastisol 4 colors 24 46 24 - *Special front panels siso available in (7 models) 
entire automatically coated and wood, antique copper, brushed chrome & 
cycle resumes special prime coat. Temperature monitor pre- 
where | front vents cycle from advancing until water 
left off panels* reaches 140° min, 
“ o o ad o | “ _ | aa” ae 24 ” 1 portable 
os 7 
YOUNGSTOWN 
900 w yes - manually 2 Plastisol = | Stainiess top available (2 modes) 
entire adjustable; covered; 
cycle resumes 1 Polyethylene | 
operation cutlery rack 
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in 
Four Weeks 


Specialist salesmen, home demonstrators 


FIVE of the six people in this picture——three salesmen and two home demon 
strators——are a specialty selling team which is selling ironers in quantity 


and a rental plan have enabled Griffith's 


Appliance Center in Albuquerque, N. M., to 


convince prospects that the ironer is an ap- 


pliance they can’t do without 


P until recently Griffith’s Appliance Center in down 
town Albuquerque, N. M., didn’t do very much—or very 
well—with ironers. 

(hen they got an exclusive franchise for the Ironrite rental 
sales plan. In just four weeks they sold 58 units; in the 
corresponding period a year ago they moved exactly two 
1roners 

“We've had Ironrites for several years,” says manager Mel COLD CANVASSING enables specialist salesman of Griffith's to find rental pros 
vin Ross, “but until we got them exclusively we never wer pects. When rental unit is delivered the salesman makes a brief demonstration 
ible to do much with them.” 


Starting the Plan 


lo start the rental plan Ross first interviewed and hired 
three new salesmen who appeared to be worthy of the invest 
ment in sales training required. ‘They would sell nothing 
but ironers. No other salesmen in the store were then or 
ire now allowed to talk, solicit or sell ironer business 
In setting up a special sales crew, Ross couldn’t well afford 
to tear up his regular sales force and cause them to be ina 
tive, saleswise, while taking the week’s special training. 
“Besides,” says Ross, “to make this a healthy financial 
program for the ironer salesmen, they need credit for all the 
ironer sales which accrue.” 
To begin with, the three new salesmen were given a thor- 
ough discourse on the potentiality of ironer sales. There 
would have been no use in going ahead with the training pro 
gram until the three trainees were sold on the product. 
The training program ran through a full six-day week dur 
ing which the men were paid a salary of $100. 
The first day, the men stood over an ironing board and SOLID ore is furnished by home demonstrators three or four days after 
ironed a full cight hours with a hand iron. Nothing else CONEY, TOO SRNR WON’ Gey em 6 Cove Whe, ite Fay Gee rom, Sane 


(Continued on page 98) 
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National Operating Ratios for 1955 and Previous Years 


National Averages 





1. Net Soles (Mdse. + Service)....... 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
1-a, Net Sales (Mdse. only) .100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.C 100.0 
2. Cost of Goods Sold (Mdse + Serv.) 65.7 66.0 67.1 68.0 68.8 69.2 67.2 68.7 67.0 66.1 


2-a. Cost of Goods Sold (Mdse. only).... 68.4 68.8 70.2 69.8 70.3 69.7 68.8 70.2 67.8 


3. Gross Margin (Mdse + Serv.).... 34.3 34.0 32.9 32.0 31.2 30.8 32.8 31.3 33.0 33.9 


(Line | minus Line 2) 


3-0, Gross Margin (Mdse. only) 


31.6 31.2 29.8 30.2 29.7 30.3 31.2 29.8 32.2 
(Line 1-a Minus Line 2-a) 


4. Total Operating Costs 


30.9 31.4 30.6 28.8 28.3 24.8 27.6 26.7 26.2 25.4 
(A through E below) 


Ps EN dk 6s ecb beeen 


22.2 22.3 21.2 20.6 20.4 16.9 19.1 18.6 18.2 18.0 


(1) Owners &/or Mgrs, Remun. 3.2 3.8 3.4 3.6 4.1 3.6 3.5 3.5 NS NS 
(2) Office Salaries eee 2.4 2.2 2.2 2.1 1.6 1.5 2.0 1.8 NS NS 
(3) Salesmen's Pay 5 ven 6.0 5.6 5.7 5.6 4.8 5.3 5.5 4.8 4.8 
(4) Servicemen's Wages Exp. 5.2 5.5 6.0 5.1 57 4.5 4.7 47 4.1 3.3 
(5) Vehicle Expense , 2.7 2.9 2.4 2.4 1.8 1.4 1.7 1.7 NS NS 
(6) Other Administrative Exp. 1.5 1g 1.6 ey 1.6 1.1 1.7 1.4 NS NS 
B. Occupancy Expense 2.8 2.9 2.5 2.5 2.5 2.6 2.6 2.8 3.0 3.7 
C. Advertising Expense .... 2.5 2.5 2.$ 2.6 2.7 2.2 2.5 2.6 2.1 1.9 
D. Bad Debt Losses ..... 0.4 0.3 0.4 0.2 0.1 0.3 0.2 0.2 0.2) 18 
E. All Other Expenses .. a 3.4 4.0 2.9 2.6 2.8 3.2 2.5 2.7) 


5. Net Operating Profit 
(Line 3 minus Line 4) 


saner 3.4 2.6 2.3 3.2 2.9 6.0 5.2 4.6 6.8 8.5 


Sales, Profits, Margins... 


NARDA’s annual Costs of Doing Business Survey paints a rosy chandise Mart, Chicago 54, Ill. The survey 
is compiled and analyzed for NARDA by 
Richard Snyder, a consulting economist in 


Chicago ) 


picture of the appliance dealer's business in 1955 as sales, 


profits and margins all gain over 1954. Better yet, dealers Pa eae 


expect still further gains in 1956 


Retailers apparently feel that they can im- 
prove upon even the 1955 results. Seventy 
percent of the group forecast their sales for 
1956 and of this number 63 percent antici- 





S rATISTICAL proof that the appliance 
“7 radio-TV dealer shared in the industry's 
general prosperity last year is now at hand 

Results of the 10th annual “Costs of 
Doing Business’’ Survey conducted by the 
National Appliance & Radio-TV Dealers 
Assn., show that dollar sales of reporting 
members rose 10,1 percent in 1954 and that 
net profits also rose for the second year in 
a row 

In 1955 dealers chalked up a net operat 
ing profit ratio of 3.4 percent of net sales, 
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up 0.5 points from 1954 and 1.1 points from 
the all-time low of 2.3 percent set in 1953 
his was achieved by a reduction of operat 
ing costs and a decline in the cost of goods 
sold. Gross margins on merchandise only 
(excluding service parts and supplies) rose 
to 31.6 percent, the highest since 1947. 
(The cost of Doing Business Survey is an 
annual service of the National Appliance & 
Radio-T'V Dealers Assn. Information on the 
study or any other NARDA service may be 
obtained by writing NARDA, 1141 Mer 


JULY, 


pated higher sales, 17 percent expected no 
change and only 20 percent foresaw declines. 
he predicted gains averaged 14 percent; the 
expected declines averaged 13 percent. 

Only 59 percent of the dealers were willing 
to forecast profits for 1956 but of this group 
51 percent looked for an average profit rise 
of 15 percent. Twenty-one percent said 
profits would decline (by 14 percent on the 
average) and 28 percent believed there would 
be no change. 

Che 10.1 percent gain in sales reported by 
the group was considerably better than the 
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Appliance Sales Breakdown by Product Type 





Percent of Total Sales 





oe res sae 100.0 
TV, Radios & Record Players.. 28.8 
SOVIRIOR 5 ae ss id ons ees * 
ay Sar eS * 
ce eR ag os, ile 18.6 
Refrigerators” 2h... ac cece ee 17.9 
GENS: ; 5 wae hase caben oe 7.9 
Ranges —Totol .......,.... 7.0 
Pee oe ees ey et 5.1 
Gab... vin Meee 1.9 
OOO 6s bs ooo * kn eR 4.4. 
Kitchen Equipment ........ 2.5 
Air Conditioning .......... 2.0 
Vacuum Cleaners ......... 1.1 
Other Major Appliances .... 6.1 
All Small Appliances ....... 3.7 


.. ALLUP 


national figure for all appliance dealers as 
reported in the Department of Commerce's 
annual retail trade report. ‘That source 
shows 1955 sales reaching $3.94 billion dol- 
lars, a gain of four percent over 1954. 


Washers Second to TV 


Once again T'V-tadio-record players ac- 
counted for the biggest share of the year’s 
total business but in 1955 their slice of the 
dealers’ overall take was only 28.8 percent, 
well below the 35.6 percent registered in this 
product classification in 1954. 

For the second time in the history of 
the survey, washers took over the spot as 
the second most important volume pro- 
In 1955 (as in 1951) washers edged 
out refrigerators. Washers last year contrib 
uted 18.6 percent of dollar volume while 
refrigerators contributed 17.9 percent. For 
washers this was a sharp jump from 13.6 per- 
cent in 1954. ‘The refrigerator figure was 
unchanged from 1954 


ducer 








100.0 100.0 100.0 100.0 100.0 
35.6 39.2 
, . 30.8 27.5 13.7 
r 3.3 2.8 4.6 
13.6 14.8 15.9 19.4 18.6 
17.9 16.7 19.0 17.9 28.3 
3.6 2.8 3.1 2.5 4.7 
8.3 8.3 9.3 10.1 12.4 
49 49 
3.4 3.4 
3.3 2.9 2.0 2.7 
2.6 4.3 2.2 
3.7 2.5 1.5 0.7 
1.1 1.1, 1.4 0.9 2.2 
4.8 3.8(x) 
5.5 3.6 3.8 5.5 4.4 


*Reported as single product group prior to 1953. 


TABLE 3 


APPLIANCE 


100.0 100.0 100.0 100.0 
11.3 4.4 
7.2 7.8 17.0 17.0 
14.1 16.9 18.0 16.0 
27.8 28.6 24.0 19,0 
3.1 2.5 
10.0 12,2 13.0 12.0 
1,7 1.4 3.0 3.0 
9.1 6.8 


(x) Not comparable with previous years’ data. 


Trade-in % to Unit Sale of Eight Key items 


% of Sales Accompanied By Trade-ins 





1956 


Refrigerators ...... 70 66 68 
Washers .. 70 68 65 
Ranges ..... 5 V6 58 60 
Vacuum Cleaners . 36 048=635 32 
Television ........ 38 29 27 
a a ea eS 
REFER 8 
Air Conditioners ... 9 


' 


Fourth place in volume went to freezers 
which displaced ranges. The gas range por 
tion of the range total dropped sharply from 
last year's figures while electrics showed a 
slight increase over 1954. Dryers, kitchen 
equipment, air conditioning and vacuum 
cleaners followed in that order. 


Costs Down—Margins Up 


Of most interest to the dealer is that part 
of the annual survey outlining operating 


ow ss a ss 18 W 3 
62 52 49 «41 27 19 4 
50 40 36 26 16 9 

3] 28 360s 3 22 26 10 
17 15 13 


costs. ‘This year's favorable profit results 
stem from improvements on both sides of 
the operating costs sheet—costs were cut and 
margins improved, 
mind, however, that even though operating 
costs were reduced from 1954 figures, they 
remain higher than at any other time during 
the 10 year history of the study, 
phenomenon, however, With the exception 


(Continued on page 103) 






It should be born in 


The im- 
provement in margins is not such an isolated 
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AT FEES ranging from 50 cents to $1 per day per set, Charles Vincent rents 
out approximately 3,000 sets to hotels, motels, hospitals, private individuals, 


and business firms 


AST month a ruddy, energetic young man 

smiled good-bye to a motel owner and 

sped toward the next prospect, a sale for 50 
TV sets in his pocket 

For Los Angeles’ Television Rentals and 
Sales’ Charles Vincent this sale was, admit 
tedly, a “small” transaction. More commonly 
his deals run 100 to 500 TV sets, occasionally 
as high as 1,500 

Yet Vincent stoutly maintains he hasn't 
really “sold” a television set since 1950 
though currently he has 3,000 17- and 21 
inch table models on rental in dozens of 
hotels, hospitals, motels and homes in Cali 
fornia, Oregon and Washington. 

Vincent, who's probably the U. S.’s second 
largest television renter, has pioneered what 
many retailers believe is ‘T'V's brightest sales 
horizon; rentals. More specifically, big 
volume rentals-toward-sales to big volume 
customers, usually institutions or hostelries 

Vincent's mote! deal was perhaps typical 
in return for installing and servicing 50 
sets, the motelman agreed (by contract) to 
pay 50-cents daily per set as rental-toward 
purchase, $25 a day for the 50, At the end 
of three years, sets would belong to th 
motel. Meantime, rents would pile up to a 
tidy $27,375 

The motel got its sets for what amounted 
to nothing down. The package deal included 
antenna installation (which cost Vincent as 
high as $40 an outlet) and servicing. From 
experience, Vincent knew that annual re- 
pairs would run about $30 per set. So 
though set price at first glance tallied nearly 
$550, actually it ran closer to $350-$390, 
including antenna installation and servicing 
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customer 


I'he motelman, by installing meters, could 
probably recoup a goodly share of his outlay 
during the 36-months he was “renting” 

l’or Television Rentals and Sales it meant 
even with service, insurance, overhead and 
intenna costs—a substantial profit. 

Importantly, unlike fellow retailers who 
must often cut price to sell, Vincent got full 
mark-up—and more—on every set. Better yet, 
rather than worry about 50 individual custom 
ers, he dealt with but a single buyer—a busi 
nessman, like himself 

Key to the entire transaction was the motel 
man’s signature on a_ three-year contract. 
With this in hand, Vincent could bank-fi 
nance the sets, borrow enough against in 
coming rental payments to cover the approxi 
mate 25 percent the manufacturer asked as 
down payment Vincent, financing over 
24-months, would reap his profit during the 


ist year—when sets and installation costs 
were amortized out of rental fees 

Since 1948 when he rented his first TV 
his own living room console—Vincent has 
been financing big-scale TV purchases on 
2-year loans. It’s during the third year, with 
the loans retired from rentals, that he looks 
to make his profit 

Why rent? There are as many reasons as 
tvpes of customers and both customers and 
reasons are growing all the time 

Hospitals, which usually work on a five 
year contract and on a strictly rental basis 
(Vincent retains ownership of the sets), like 
rentals because they mean substantial reve 
nue: from 50 cents to $1.50 per day from 
each set in use, A hospital, for example, can 
get 300 sets at no cost. It guarantees Vincent 


JULY, 


He Rents 
3000 TV Sets 
a Day 


Cut-price competition doesn’t bother Charles Vin- 
cent of Los Angeles because he doesn’t sell television 
sets, he rents them out—as many as 1,500 to one 


nothing, except about $1.00 for every day 
the set’s in use. Patients are billed $1.50 
$2.50 daily for TV. The hospital pays Vin 
cent $1, keeps the rest. 

Yet Vincent's outlay, at first glance, would 
seem enormous, far too great compared to 
projected returns. Actually, “use-averages’’ 
are on his side. 

He must underwrite the $12,000-$18,000 
cost of a master antenna, must provide the 
300 sets, service them and carry liability in 
surance running to $300,000. Additionally, 
he supplies hospital bed-height stands with 
which most table models are equipped, plus 
remote controls and pillow speakers. 


Averages Balance Risk 


A big risk? Not really—if you know the 
ins and outs of TV rentals, and particularly 
the use-averages. As a rental retailer, Vincent 
can expect no less than 33 percent monthly 
use from each set. Actually, his average is 
very much higher. 

“It’s possible to raise use averages consid 
erably,” he admits. One method is hospital 
selection. Children’s hospitals seldom pay off, 
mainly because the kids have a knack of 
‘jumping” the controls, watching TV for 
free (“Darndest thing I ever saw, six-year-olds 
can jump a set’s lock like professional car 
filchers—and they do”). Nor are contagion 
wards worthwhile (for sets must be fumigated 
if returned to the shop, and servicemen balk 
at wearing masks and surgical gowns). Hos- 
pitals specializing in heart diseases frown on 
IV, consider it too stimulating for a patient. 

Hotels and motels see in pay-as-you-view 
an inexpensive way to get a TV in every room 
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HOSPITALS are among Vincent's biggest customers. Special high tables and remote control boxes simplify 
viewing and tuning. Hospitals make a profit on the rentals. 


Some hotel 
motels raise room rents 50-cents a day to 


vithout big initial outlay. 


cover rental costs over the three-year period, 
drop them once sets are paid for (there's 
rowing tendency to do away with coin boxes, 
“extra’, think 
hotels-motels should furnish TV free, as part 


because guests resent this 


of service) 

Hundreds of offices and factories rent ‘I'V 
for special occasions—during political conven 
tions, the World’s Series, other events. Vin 
cent requires a month’s rent, even though a 
political convention may run only three or 
four days, a sporting event but a week. 

Bars, too, are good customers. So are vaca 
tioners who want a television for two or three 
months. Sets go out in increasing numbers 
to the bed-ridden (supplementing the family’s 


et, which stays in the living room) 


Color Rentals May Pay 


Vincent is further convinced that color 
I'V’s high cost will boom the rental-toward- 
sales business—and also the strictly rental side 
of it. First, with color sets scheduled to sell 
for about $600 soon, more people will want 
them. But $600 is still a lot of money. Many 
may be willing to pay a month’s rental (Vin- 

nt hasn’t decided on a rate for color yet) 
just to “home test’ color television—before 
they buy. Others may use rentals as a short 
cut toward purchase. And big-volume buyers 
institutions and hotels) will also find renting 
more appealing, again because of color ‘T'V’s 
high cost. 

For individual customers, Television Rent 
ils and Sales has a separate rental structure, 
distinct from its bigger-volume contract deals 








Individuals may choose either a 17- or 21 
inch table model (such brands as RCA and 
Hoffman), the first month’s rental applying 
on purchase. Rentals for 17-inchers run $10 
the first week, $5 each succeeding week, $25 
monthly if paid week-to-week, or $22.50 if 
paid in advance. For those who'd rather rent 
for six months or longer, the rate is $15 
monthly, the first and last months paid in 
advance. ‘T'wenty-one-inch rentals run $12.50 
the first week, $7.50 each succeeding weck, 
$32.50 the first month, $27.50 for succeeding 
months (rental is reduced to $20 monthly on 
a six-month contract, the first-last month: 
paid in advance). 

The slightly higher first-week rates assure 
Television Rentals and Sales a slim profit 
margin—even for sets out but seven days, But 
again, averages work on Vincent's side, On 
the average, a “one-shot” rental runs 13-day 
(down from an average 30 days in 1948) 
Still, then as now, Vincent figures one man 
who’s both salesman and repairman, can han 
dle 100 sets out on “one-shot” rental, 

There’s the seasonal side to the rental pix 
ture, too. During big national events, Vin 


cent’s every “one-shot” set is out (about 500 


of them). Winters are slower, but his busi 
ness by now is firmly based on long term 
big-volume contracts, so individual rental 
are relatively unimportant to his volume. 
Early in the game he suffered considerable 
losses; as many as four or five sets disappeared 
monthly, 


checks more carefully into prospects, shun: 


(Continued on page 110) 


And for rental neophytes, with 
perhaps only 100 sets circulating, this is 
critical. Now Television Rentals and Sales 


bene es i 

>» 
EVERY MOTEL owner or firm that rents sets from 
Vincent must sign a contract, With this Vincent 
can borrow money to finance down payments on 
new sets, 


SERVICING costs Vincent between $27 and $30 
a year per set, His five driver-technicians han- 
die most routine repairs. One man can service 
100 sets out on short-term rental, 
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This is the way to close more 
sales of these dishwashers 


AMERICAN KITCHENS HOTPOINT 
APEX JAMES 
CROSLEY KENMORE 


GENERAL ELECTRIC 





Offer this retail value of $5.88 
FREE with each machine you sell 


HERE'S WHAT IT COSTS YOU— 





REGULAR WHOLESALE PRICE _. $4.41 

(12 full-size 20-oz. packages in handy carrying unit) 
Less Special Promotion Allowance 91 
YOUR COST ONLY $3.50 


Minimum order: Six 12-package units (packed three units per case) 


Order from your regular appliance distributor, local Monsanto Represen 
tative, or write to: Monsanto Chemical Company, Consumer Products 
Division, 800 North 12th Street, St. Louis, Missouri 


KITCHEN AID 





WASTE KING 


WESTINGHOUSE 
YOUNGSTOWN 


Dishwasner all is recommended 
by these leading manufacturers 
of dishwashers. 


Offer your 


customersF REE 
6-to-8-months’ 
supply of 
DISHWASHER alf 


Here’s a tested sales clincher that keeps customers 
happy with the dishwasher you’ve sold them—for 
month after month after month. 


Offer your customers this big supply of DisHwASHER 
all—the detergent prescribed by every leading 
machine maker. It’s a deal that really appeals to her 
bargain-sense. She’s seen DISHWASHER a// advertised 
in LIFE, BETTER HOMES AND GARDENS, 
TIME, AMERICAN HOME, HOUSE BEAU- 
TIFUL, HOUSE AND GARDEN, McCALL’S, 
LADIES’ HOME JOURNAL, HOLIDAY and 
SUNSET. DisHWwaAsHeERr all is packed in most 
machines you sell and it’s recommended in the man- 
ufacturers’ own literature. 


Results sell her, too. She'll find her glasses, dishes, 
silverware spot-free, with that hand-polished look— 
she can set her table right out of the machine! 


Increase profits — cut down on service calls 
DISHWASHER all contains no ingredients to cause 
erosion or abrasion of delicate machine parts— keeps 
your service calls down to a minimum. 





for for ice 
electric automatic Both products of MONSANTO 
dishwashers S| clothes washers 


... WHERE CREATIVE CHEMISTRY WORKS WONDERS FOR YOU 


MONSANTO 
allisa registered trademark of Monsanto Chemical Company 
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BATHING SUITED models provided a 
summery atmosphere during Veterans 
Appliance Supermart’s 30-hour sales 
marathon held in Milwaukee's chilly 
April weather 


Veterans Appliance picked Milwaukee's chilly April to don sports shirts and 


bathing suits for a 30-hour sales marathon that moved 100 air conditioners 


By TOM F. BLACKBURN 


Bye short-summered Milwaukee 1 
A not the nation’s best market for ai 
conditioners But in April of 1956 the 
Veterans Appliance Store, 803 W. Mitchell 
St., sold 100 units in one 30-hour ‘‘Sale-a 
Thon” demonstration. 

In a market where $169 and $189 are 
common prices, Veterans Appliance got 
$359.95 for a 7.5 amp 3 hp unit by offering 
free with it a $142.50 dehumidifier (dealer 
cost, $65) and a bottle of champagne (dealer 
cost, $2.60). Central units were sold for 
$595.95 installed 

Ihe cost of the promotion wa 56,000 
hared by Veterans Appliance, Matt Ek. Con 
nor, the distributor, and Fedders. Publicits 
consisted of one 2-page advertisement in the 
Milwaukee Journal, several half page ads, and 
two 3-column ads. Radio and television spots 
vere used. 

Five professional models served coffee and 
doughnuts to visitors to the store, wearing 


bathing suits as they worked. During inter 
vals, they passed out pickles on Mitchell 
Street (in clothes) in conjunction with the 
question, “Aré pickles more important than 


pc opl 


Concentrated on Room Coolers 


lhe store moved out all other merchandis¢ 
ind filled its floor space with room coolers 
Morrie and Buzz Wexler, the owners of 
Veterans Appliance, and all salesmen wor 
ummer shirts 

The deal was an offer wrapped around th 
promise that no special wiring was required 
nd no overloading of circuits. ‘The room 
ooler was guaranteed to operate on any 
wiring. Purchasers at this time paid no 
money down, and got three years to pay off 

Veterans Appliance is on Milwaukee's 
outh side, but the uniqueness of the deal 
drew visitors from all parts of the city, largely 
married coupl Ihe bathing suit girls 
(Continued on page 114) 
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SALES STAFF of Veterans Appliance ond 


helpers from distributor Matt E, Connors 
wore sport shirts. Promotion cost $6,000 


FREE BOTTLE of champagne and o free 
$142.50 dehumidifier were given eoch pur 
chaser of an air conditioner during sale 
























1 On a TV service call, James Connors notes customer doesn’t hove air conditioning, proceeds to show how simple it is to get 
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TV Servicemen Have Doubled 


Servicemen for Lee Loumos, West Newton, Mass., just 
get customers to admit they need air conditioning and 
then make some technical recommendations. The 
rest is easy. The leads they provide account for 40 
percent of sales and have reduced advertising costs 


‘™ MART use of his regular TV service staff 
Ky as “advance salesmen” and lead-getters 
helped Lee Loumos of Lee Loumos 
Television & Appliances, West Newton, 
Mass,, sell more than 100 room air condi 
tioners last summer. This year, using the 
same system, he expects to double the figure 
Backbone of the system is the ability of 
Loumos’ regular crew of three servicemen to 
double in brass as ‘T'V servicemen throughout 
the year and as air conditioner salesmen dur 
ing the comparatively short New England 
summer. In 1954, they played a major role 
in Loumos’ sale of 50 conditioners despite 
a cool summer. A year ago, Loumos grossed 
over $35,000 on conditioner sales—almost a 
third of his total sales volume for the entire 
year. In the process he gained an enviable 
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reputation in a highly competitive residential 
ales area as a home air conditioning special 
ist~a reputation he is certain will be reflected 
in his sales figures for this year. 


An Advantageous System 


“One of the big advantages of the system 
is that it never takes the serviceman away 
from his regular job of servicing TV sets, 
Loumos says. All of his selling is done whik 
on a service call. Actually, he does little out 
right selling but paves the way for my selling 
call, It’s his function to see if the prospect 
needs air conditioning, get him to admit this, 
and then point out briefly how simple it is to 
have it.” 

Another big advantage of serviceman leads 
is that they substantially reduce his sales 


JULY, 


costs per conditioner, Loumos finds. On the 
average, he sells a conditioner to two of every 
three homes the serviceman lists as a real 
prospect. The average on leads from news 
paper, radio or direct mail advertising is about 
one sale for every five leads. And when 
Loumos calls on a setviceinan supplied pro 
pect, he knows he has someone really inter 
ested in buying—‘‘not just a chronic coupon 
clipper or a shopper looking around for the 

best price or a trial installation.” 
In business for the past eight years at the 
ime location, Loumos sells all types of major 
ind small appliances but concentrates on 
three in particular: TV and hi-fi in winter 
and air conditioning in summer. It is in 
these three items that the company has built 
a good following in the several suburban 
cities and towns which lie within 12 miles of 
downtown Boston and all within a seven-mile 
radius of Loumos’ store. His principal mar- 
ket lies in Newton’s 23,000 families but he 
he does a good business among 60,000- 
75,000 families spread over nearby Wellesley, 
Watertown, Waltham and Brookline. Be- 
cause he likes to be known as a one-line 
at-a-time house, Loumos keeps his display 
floor in pace with the time of year—a pre- 
ponderance of TV and hi-fi sets in the cooler 
months and air conditioners in the summer 
I'he same applies to his warehousing space. 
(Continued on page 118) 
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2 Back in the store, Connors tells his boss, Lee Loumos, that 3 A day or two later, Loumos calls for an appointment, goes out to the prospect's home, 
he’s uncovered a prospect and briefs him on the recommenda makes a survey, follows the technical theme set by serviceman Connors, then mokes 
tions made for air conditioning an attempt to close the sale 





His Air Conditioning Sales 
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4 An important part of the Loumos technique is for the same serviceman 5 Forty percent of Loumos’ sales come from servicemen’s leads, but 26 per 
who fixed the TV set and was responsible for the initial lead to make cent are attributable to customer referrals, so Lournos makes sure a post 
the air conditioner installation installation callback is mad 
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That’s the number of major — we said major — 
appliances that were sold between May 10 and 
May 19 in this Michigan city of 35,000 popu- 
lation. Averaged among 18 participating dealers 
— that comes to half a carload apiece! And that’s 
not counting such items as toasters, irons, electric 
fans — which are still being added up. The total 
picture emerges as the most successful selling 


period in Port Huron history! 


9 CARLOADS 
IN 9 DAYS! 


The occasion for these banner sales was the 
1956 premiere of the POST-conceived Electric 
Servants Fair. Co-sponsored by the Detroit Edi- 
son Company, it featured displays of values “as 
advertised in The Saturday Evening Post,” bands, 
pretty girls, contests, prize drawings — and the 
wholehearted cooperation and enthusiasm of the 
entire city. It will be remembered as the promo- 


tion that broke all records! 


An opening day motorcade featured the famous Lionettes all-girl band shown below, 18 
Port Huron “Queens” representing the major-appliance prizes, and a gaily tooting calliope. 
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| | BREAKS ALL RECORDS! 


Pulchritude helped boost sales in 
the person of Miss Port Huron, 
costumed as the beloved “Hazel.” 





<3 A te Why ye 


For the full story 
of this exciting promotion 
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WHOLE TOWN JOIN 


City officials, civic groups, newspaper writers — they all 
knew what a successful promotion could mean to their 
city’s economic life — and they backed it up to the limit. 
At the right, Mayor Etta Reid is shown officially pro- 
claiming Electric Servants Fair Week. Dealer advertising 
consisted of 72,000 lines of newspaper advertising, which 
included an 18-page newspaper supplement, radio news 
announcements and interviews. Live Better Electrically 
and Operation Housepower helped the success of the pro- 


motion by lending their enthusiastic support. 








Here are the 18 local lovelies chosen as beauty 
queens. Their presence helped the recorded traf 
fic of 38,937 — an increase of 822%, despite six 
days of rain and a tornado warning! 
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LECTAIC SERVANTS FAIR 


= 


18 mojor-appliance prizes were awarded in a giant drawing. .as advertised in the Post” 
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| ELECTRIC SERVANTS FAIR 


highly publicized Youth Bak- 
ing Contest and Detroit 
Edison’s Freezer Cooking 
Demonstration. 


. 
. 
Big traffic builders were the 











“My sales shot 
up 400%” 


DON SHOFFNER, 
Shoffner Appliances 
and NARDA member 
“T was sure from the begin- 
ning that tying in with a 
Post promotion would get 
results — but I had no idea 
they'd be this sensational! Not only were my general 
sales up 400%, but major appliances did even better! 
You don’t have to tell me the Post does the best pre- 
selling job. From now on ‘As advertised in the Post’ 
is going to be the major theme of all my displays!” 


Each store had its own selection of prizes. This woman held a very lucky number! 


The Saturday Evening 


eet“ i —gets to the heart of America 
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Why is the 
higher-priced appliance 
often easier to sell ? 
































Of course price is an important considera- 
tion with your customers, but they want 
quality too — willingly pay more when you 
prove an appliance is better. And that’s 
where Nichrome* helps —for your cus- 
tomers know the Nichrome name . . . gladly 
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pay a little extra for equipment with the 
trusted Nichrome heating element. So tell 
them when an appliance has a Nichrome 
element — that fact helps sell higher qual- 
ity, full-profit items at every level of 
distribution! 


Nichrome V ond NiChrome ore monvulactured only by 


‘. D river-Harris COMPANY 


HARRISON, NEW JERSEY 
“a BRANCHES: Chicego, Detroit, Cleveland, Louisville, Los Angeles, San Francisco 


in Conoda: The 8B. GREENING WIRE COMPANY, Lid., Hamilton, Ontario 


*T, M. Reg. U. S. Pat. OF,” 


MAKERS OF THE MOST COMPLETE LINE OF ELECTRIC HEATING, RESISTANCE, AND ELECTRONIC ALLOYS IN THE WORLD 
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1956 Disposers 


and Dishwashers 
———LONTINUED FROM PAGE 79 ——— 


tions. Many of today’s portables 
are identical with other models in 
the line. They can be converted 
easily into permanent, plumbed-in 
models whenever the consume 
desires. Other portables are de- 
signed chiefly for families not own 
ing their own homes, apartment 
dwellers etc. 


Wash Action 


A variety of wash actions is avail 
able in 1956 automatic dishwashers 
They fall into four general classifi 
cations: (1) the impeller type; (2) 
the revolving arm with water jet 
openings; (3) the horizontal spray 
tube-type with water jet openings; 
and (4) the “wall-of-water” fluid 
brush wash action. 

In the impeller type, hot water is 
whirled up and out over the dish 
surfaces by an impeller located in 
the bottom center of the dish 
washer. 

In the revolving wash arm type, 
streams of hot water are distributed 
from jets located in the revolving 
arm, up and over the entire dish 
rack area. In these models the re 
volving arm is located at bottom of 
the tub. 

In the horizontal spray-tube-typ« 
a tube extending horizontally from 
back to front in the upper section 
of the machine, delivers whirling 
jets of hot water to all dish surfaces 

The ‘wall-of-water” type pro 
vides a horizontal, sweep-flow, fluid 
brush type wash action. 


Features 


The 1956 dishwashers have at- 
tained a high degree of automa- 
ticity as well as a high degree of 
efficiency. The wash-rinse-dry cycle 
varies from 134 minutes to 50 
minutes; practically all models have 
automatic, adjustable controls 
which make it possible to stop any- 
where in a cycle, add a dish, and 
the cycle automatically resumes 
where left off. Other models fea 
ture a repeat or skip operation con 
trol. 

Detergent application has also 
become a matter of precision. Som« 
models feature dual dispensers, and 
one make introduced the use of an 
additional wetting agent in the 
second rinse to combat hard-water 
spotting. 

Plastic coated dish racks to pro- 
tect fine china; heating elements 
ranging from 600 to 1300 watts, 
and plate warmers are provided in 
most models. 

In keeping with the general trend 
to color in the kitchen, many dish 
washer exteriors are available in a 
variety of pastel colors including 
pink, green, yellow, copper, cop- 
pertone porcelain, natural woods 
Stainless sinks and wood chopping 


block tops are also popular. End 
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satisfied customers keep coming back! 


Here’s a lady pleased pink with a new dishwasher . . . so enthusiastic 
a booster for someone’s product she can hardly wait to tell about it, 
and a sure-fire prospect for future appliance needs. Chances are that 
a Packard Electric motor has a lot to do with her satisfaction, for 
Packard motors deliver quiet, dependable, long-lasting performance 
that’s bound to please. 


For more than 39 years, Packard Electric craftsmen have been 

building fractional horsepower motors that lead to one satisfied 

customer telling another. Packard builds a lot of satisfaction into 

Packard Electric Division every motor... and there’s nothing better than a satisfied customer 
General Motors, Warren, Ohio to boost both reputation and sales. 
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Investment 


WIRES - CABLES 
CORD SETS 


Why speculate? 


BEST 


and Cord Set: 


the BLUE CHIP 
that insure 


LONGER 


invest in the 
Wire: 
Detler pr rformance 
Buy CORNISH 


a gilt-edged investment! 


5 
a 


oe 


CORNISH WIRE COMPANY, wc. 
LOM @illigds me jig st- i New York 7, N. Y. 


Creators and Manufacturers of 


CORDS AND CORD SETS FOR HOME, FARM AND INDUSTRY 
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58 Ironers in 4 Weeks 





that 
tedious, 


convinced them 
a hot, 
back-breaking job, a household job 
housewife detests. So 
when they tell a housewife 
that hand ironing produces head 
aches, backaches, and an ill-temper, 
they are not merely uttering empty 
words, They know from experience. 

I'he second and third days were 
spent learning to operate an Iron 
rite. Not that they 
proficient in two days, but they 
did learn how to operate the con 
trols with enough success to im 
part this to a prospect. 

rhe fourth day was spent going 
over sales techniques, with empha 
sis On getting into a home. 

The fifth day was spent in the 
held under the 
pervisor furnished by the regional 
distributor. All day they knocked 
on doors with a portable ironer in 
hand 

Ihe sixth day, Saturday, they 
spent at the store reviewing what 
they had learned and ironing out 
the flaws that had come to the sur 
face in the field. 

Actually the salesmen do not go 
out to sell. What they are inter- 
ested in is getting a housewife to 
rent an ironer for a period of a 
month for as little as $1.50 a week 
But out of the first 60 rentals put 
out only two were this smaller unit, 
the other 58 were the deluxe model 
which rents for $2 per week. 

For psychological reasons, these 
three lronrite salesmen are not re 
ferred to as salesmen, but as coun 
sclors. Their counseling is confined 
to urging a housewife to let them 
place a rental ironer in her home 
for a four-week period. 

When the ironer is delivered the 
counselor drops by and shows the 
renter how to operate the controls, 
how to get the machine from high 
There is no attempt 
on his part to teach the housewife 
how to iron a shirt in 34 minutes; 
but he assures her it can be done 


would have 


hand ironing was 


that every 


now 


could become 


direction of a su 


into reverse 


Demonstrators Train Renters 


In about three days following d« 
livery, a trained and expert ironer 


appears on the scene, by appoint 


CONTINUED FROM PAGE 83 





this time the 
has monkeyed with the 
new ironer enough to ask leading 
and intelligent questions. And she 
is anxious to learn how to manage 
this “thing”. Consequently, the 
demonstrator’s time is not musspent 
gossiping. It’s all business at hand. 
Perhaps, before the counselor gets 
to call back—at the end of the four 
weeks—the demonstrator will have 
made a visit and gone 
through the demonstration a sec 
ond time 

Upon arranging for the rental, 
the counselor collected a month's 
rent ($8) So now he 
comes back—but not to collect more 
rental. Now he explains to the 
housewife that she can own the 
ironer by paying the same amount 

all she'll have to do is dig 
up another two dollars . . . which 
added to the $8 she has already 
made, will make the down pay 
ment 

Who objects to this? 

‘Two out of 60 

I'he counselors can, if necessary, 
book a rental for only two weeks, 
making $4 rental fee. But it’s just 
as easy to book one in for a 
month and what housewife is go- 
ing to let it go after using it a 
month and learning how to operate 
it? 

Griffth’s are softening up pros- 
pects with extensive T'V demon- 
strations, radio and newspaper ad- 
vertising. 

“But it’s the door knocking that 
gets the ironers placed,” says Ross. 
“In the appliance business there’s 
no substitute for house-to-house 
canvassing. 

The ironers retail for $299.95 
Counselors’ commission. . . . $38.00 
Demonstrators’ fee (if sold) 8.00 
Crew supervisor's override 5.00 
Warehousing cost 8.00 


ment, of course. By 
housewife 


second 


| 
In aavance 


l'otal sales cost $59.00 
This leaves a net profit of $53.45 
on each unit. 
“We haven't begun to scratch 
the surface as yet,’’ Ross concludes 
Give us another 30 days, and our 
ironer sales will average, at the 
minimum, 100 a month. End 


COMING . « « A New Series of Articles on 


MAJOR APPLIANCE SERVICE 


How to set up a shop, what you need in tools, parts and 
personnel; fundamentals of repairing all types of washers, 
refrigerators, disposers, ranges, water heoters, freezers, etc. 
This new series starts in an early issue and is written by 
Percy T. Brockwell, the author of a series of articles on 
small appliance service that became so popular it is now 
being prepared for publication in book form. 

Watch for the series on Major Appliance Service in 
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WESTINGHOUSE 


Television for 1957 
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Television fe 





WATCH 
WESTINGHOUSE 


-. 'THE NEWEST 
WATCHWORD 
IN TELEVISION 


For the 


Functional Beauty 


of exclusive 
SCULPTURED 
STYLING 


For the 
PRECISIONEERED 


perfection 

of exclusive 
“Silver Safeguard 
Chassis” 


For the 
BEST-BY-EYE 
picture and 
BEST-BY-EAR 
sound 








EXCLUSIVE SCULPTURED STYLING 


with simplified Tip-Top-Front-Tuning and new “Wide- 
Open” viewing . gives prospects ‘one-glance’ proof that 
Westinghouse Television is all new! There are Traditional, 
Contemporary and Modern models . . . genuine wood veneers 
.. Mahogany and Limed 
Oak Grained Finishes. And, 
the Westinghouse 90° 
‘Space-Saver’ aluminized 
Picture Tube means slim- 
mer, trimmer cabinets . 
closer-to-the-wall placement 
for true furniture propor- 


tion, 





EXCLUSIVE 
“SILVER SAFEGUARD CHASSIS” 


iS PRECISIONEERED by advanced electronics . . . assures a 


steadier, sharper picture . longer-lasting performance .. . 
new freedom from service worries. Circuitry and components 
are Precision-Bonded in 
a deep-etched network of 
gleaming metal... can’t 
wear out, burn out 

can't be harmed by heat, 


vibration or moisture. 





PRECISIONEERED 
PICTURE AND SOUND 


are so perfect that your In-Store demonstrations are sure 
sales-makers. Even in broad daylight or under room lighting, 
the Westinghouse ‘“‘Best-By-Eye” picture is clear, bright, 
with fullest, most realistic contrast range. And, not even 
store clatter can hide the true fidelity of full, rich “Best-By- 
Ear” Balanced-Tone FM sound 


CUSTOM STYLED SWIVEL BASES are available for Table Models 
and Consoles specially-designed to compliment the 
SCULPTURED STYLING of 1957 Westinghouse Television. In 


Wrought-lIron and matching Wood-Grained Finishes. 


EXCLUSIVE CHAIRSIDE CONTROL gives your customers ‘‘anywhere- 
in-the-room”’ tuning ease .. . gives you today’s most-wanted 
feature . . . and extra profits, too. 





21-inch Precisioneered Tal 
and Console Television 





THE ADAMS 1 -inech able 
Finish. (Model 211101) 


24-inch Precisioneered Ti: 
and Console Television 





THE MONROE: 24-inch Table Model in Mahogany 
Finish. (Model 24T117) 








21" and 24" sets with 
refreshing new slant in design. 
Precisioneered Pertormance 
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»neered Table Model 
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THE BUCHANAN 
(Mm THE GARFIELD 
jrained Finish. (Model 214112) 


THE JEFFERSON: 71 inch ( ole 
Grained Finish) (Model 21 K113) 
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ble Model in Mahogany (M 4 


THE TYLER 
I h (Model 


THE VAN BUREN 
Gramned f h. (Model 
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21-inch Console in Mahogany (Model 942K21) and 
Limed-Oak (Model 941421) Gramed Finish 
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21-inch Precisioneered Tabie Model 
and Console Television 
THE BUCHANAN l ct st Model Manhogany 
THe ADAMS ‘ . MM Mahogany (Model it) snd ~Lomed-Oak (Model 11108) THE GARFIELD lunch Console in Mahogany THE JEFFERSON l-inch Cor 
i h (Mode } j rained f t stained Finish (Model 21K112) Grained Ff h. (Model 214113) 
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24-inch Precisioneered Table Model 
and Console Television 











THE PIERCE: 24 inch Table Mode Mahogany 
THE MONROE, 24-inch Table Model in Mahogany (Model 241121) and Limed-Oak (Model 241122) THE TYLER: 24 sch ( le Mahogany Grained THE VAN BUREN: 24 inch Cor 
Finish. (Model 2417117) rained ft t i h (Model 244126) rained f h. (Model 24K127) 





21" and 24" sets with 
retreshing new slant in design... 
Precisioneered Pertormance 
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21-inch Console in Mahogany (Model 942K21) and 


, n Mahogany (Model 9501724) 
ah (Model 9 1) Grained Finest Lomed. Oak (Model 21K167) Gramed Finish Limed- Oak (Model 941421) Grained Finish Limed-Oak (Model 951124) Grained Finish 
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GIDUSE “WATCHWORD” TELEVISION 

















THE MADISON L-ineh e in Limed-Oak THE TAFT: 2?) inch | le in Mahogany Grained THE WILSON: 71 inch Console in Limed. Oak Grained 
srained F h. (Mode 1K114) Finish. (Model 21 K115) Finish. (Model 71 K116) 
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THE WASHINGTON ‘ t f +k THE McKINLEY 4 nh le Mahogany THE CLEVELAND: 74 inch [ le in Limed. Oak 
if h (Mode 4K) . rained fF h (Mode 4“ prained Finish (Model 2744137) 
















THE CUSTOM FLANDERS, 74 :nch Full Door Console 
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1-Oak (Model 955K24) Grained Finish f K24 { Genuine Cherry with Fruitw 





All screen res tetert to over-all diagonal tube measurements 


Newer than any... finest of all... new Westinghouse Portable 
Pag EW FRO A Radios lead in color, quality and modern style. And, here they 

are ...right when you need them most! Yes, the Portable 

Season is back... bigger, better, more profitable than ever. 


Take advantage of it with the full Westinghouse line... 
it’s your full profit line. 









A complete line of 
“Sell-on-Sight..“Sell-on-Sound ” 
portable radios 


The Seven-Transistor Portable Radio... 
mightiest performer of its type! 


Seven miracle Transitors ... no short-lived, breakable tubes. Unbreak 
uble Case... exclusive “Silver Safeguard Chassis’. And, best sales- 
point of all, the low, low price includes long-life battery and Shoulder- 
Strap leather Carrying Case. In Gray, Black, Red. 


Colorful Rambler Personal Portable Radio 
.».smatller, smarter, lighter! 


Unbreakable Case... sturdy, perforated Detail-Design Grille. Plays 
any place on standard, low-cost batteries . . . brings in even distant 
stations loud and clear, Upside-Down carrying convenience . . . exclusive 
“Promenade” Wrist Strap. And, exclusive Battery-Saver Switch is sure 
to close more sales than you ever hoped to make. In Tan and Brown, 
Gray and Black, White and Sand. 


Sparkling Holiday 3-Way Portable Radio 
..»- Super-Power... Super Sales-Maker! 
Unbreakable Case... exclusive Carrying Convenience ... Finger Tip 
Entertainment Selector. Magna-Power Speaker and long-range Ferre- 
core Antenna provide tone and sensitivity of radios far larger, far more 
costly, And, the Dual-Purpose Battery Clip is a money-saving exclusive 
everyone has waited for. Sweep-Back Color Styling in White and Sand, 
Gray and Black, Green and Spruce Green, others. 


SEE YOUR WESTINGHOUSE TELEVISION-RADIO DISTRIBUTOR NOW! 
Find out when his showing of the thrilling new Presidential models 
will take place. Yes, he'll have an eye-opening preview for you 











soon... and you'll learn all about the profit-opportunities that 
only Westinghouse offers. He'll tell you, too, about the smashing 
national advertising support magazines and network Tele 
Vision as well as all the FREE promotion aids. Watch for the 
announcement ... it'll be the best show you've ever seen! 
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WATCH WESTINGHOUSE 


WHERE BIG THINGS ARE HAPPENING FOR YOU! 
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Sales, Profits, Margins ... All Up 








of 1953, gross margins on mer- 
have improved in every 
Ca ice 195] 

Last year’s better cost picture 
was obtained through slight reduc 
tions in administrative costs, oc- 
cupancy expense and “all other 
expenses.” ‘There was a gain of 0.1] 
percent in losses attributed to bad 
debt 


The Owner's Share 


In an effort to get a better idea 
how much dealers take out of their 
businesses, one expense item was 
broadened this year Previously 
dealers have been asked for de 
tails on “Owners’ and/or Man 
gers’ Salaries”; since this did not 
illow for withdrawals from profit 
the expense factor was broadened 
to ‘Owners’ and/or Managers’ 
Remuneration” this year. Even so, 
the figure dropped sharply from 
1954 (3.2 percent in 1955 as 
igainst 3.8 percent a year earlier) 
his is the lowest figure for this 
expense item since 1948. The re 
duction here made up for slight 
increases in office salaries and a 
sharp jump in salesmen’s pay. 
Servicemen'’s wages and expenses 
ind vehicle expense and other ad 
ministrative expenses were also 
lower in 1955 than in the year 
previous. The drop in servicemen’s 
wages and expenses coincided with 
1 decline in the proportion of serv 
ice revenue to total net sales and 
in the proportion of service parts 


ind supplies costs to total costs 
ot gy ods sold. 
\lthough advertising expense 


aad 
remains unchanged (at 2.5 pet 
cent the fact that the mayority 
f dealers reported increased sales 


CONTINUED FROM PAGE 85 





indicates that dealers actually did 
perform some advertising econ 
omies or that they received more 
return per dollar of advertising. 
In the 1954 survey dealers had in 
dicated plans to cut down on ad 
vertising expenses. 


More Trade-ins 


l'rade-in ratios on refrigerators, 
washers, vacuum cleaners and ‘I'V 
all reached record highs. The big 
gest gain was in TV where 38 per 
cent of sales involved a trade, up 
nine percent from 1954. Refrig- 
erators and washers lead the 
trade-in parade; 70 percent of sales 
of each item involved a_ trade. 
Ranges showed a slight decline in 
trade-in ratios; only 55 percent in 
volved a trade, three percent less 
than in 1954. 

I'rade-in trends on three new 
products were studied this year. 
It was found that 10 percent of 
dryer sales, nine percent of air con 
ditioner sales and eight percent of 
freezer sales involved trade-ins 


Inventories, Turnover Up 


Dollar value of year-end inven 
tories was 17.1 percent above that 
of the start of the year. ‘This was 
the biggest value increase in any 
given year except in 1950. In 1954, 
on the other hand, year-end in 
ventories were down six percent. 

Dealers turned their inventories 
5.5 times in 1955. ‘This was a new 
high and compared with 5.4 in 
1954 and 4.8 in 1953 

Dollar sales per square foot of 
selling space improved over 1954 
($91 as against $85) but fell short 

(Continued on page 106 
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““KLIXON Protectors Save Dollars, 
Build Customer Goodwill,” 


Says Appliance Service Manager 


UTICA, N. Y.: Mr. Richard Henschke, Service Manager of 
Schwenders, Inc., knows the value of Klixon protected motors 
in appliances. He states: 

‘Despite increased sales, service calls on Klixon motor op- 
erated appliances have been so few, that we feel that Klixon 
Protectors should be used more extensively as they practically 
eliminate costly burnouts. 


“*Klixon Thermostats as used on heaters and automatic clothes 
dryers have given the same trouble-free service record. This 
benefits both us and our customers by added good will and 
dollars saved.’’ 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer, In such equipment as refrigerators, 
oil burners, washing machines, etc,, they 
keep motors working by preventing burn- 
outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pay 
you well to ask for equipment with KLIXON 
Protectors. 





WRITE FOR THE NEW FREE INFORMATIVE BOOKLET, 
“THE STORY OF THE SPENCER DISC.” 
METALS & CONTROLS CORPORATION 


SPENCER THERMOSTAT DIVISION 
2507 FOREST STREET, ATTLEBORO, MASS. 
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UNIVERSAL presents the 
Aes 325,000 


IN PRIZES 









four-page, four-color, full line folders win too! Put your name on the entry 
with the complete story of the contest, blank before you hand it out, and the 
er the prizes and Universal's Christmas selection more come in, the bigger chance you have to 
of products. Hand ‘em out, or mail ‘em to win one of the hundreds of valuable prizes 
customers. It’s a sure-fire system for prospects. offered. It could be a new Chevrolet sedan! 





\ 1 You'll get a hundred and fifty of these 2 If one of your customers wins... you 


ae 


Your Customers and YOU CAN WIN any of 901 
VALUABLE PRIZES WORTH *25,000! 
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SANTA CLAUS CLUB! 


Gets om Shopping Early! 


Here’s the one you've been waiting for! An easy 

contest plan to get customers buying early with the millions 
of dollars in Christmas Club money they have available. Extra 
profits for you and a chance to win a big prize yourself. It’s all 
here... all you have to do is stock up and watch it roll! 


mx ®. ; w 
UNIVERSAL 
{ELECTRIC HOUSEWARES Tho 






_- ® 


. a 
al a 
Win! 


ALL YOU DO... is buy a selection of 
Universal Electric Housewares. See your distributor and 
pick out what you want. You'll get the complete kit 

for this sensational selling plan with your order... and 
then watch those profits come in. See him today! 





. 






VALUABLE 
omizes 














This big banner marks 
3 your store as Santa Claus 
Club headquarters. It'll 
pull in customers to see your dis- 


play, get their entry blank and 
give you a real selling chance. 










Bigger profit for you, with 
4 an extra Coffeematic that'll 
make you a bonus twenty 
dollar bill when you sell it for 


the regular price. You start right 
out winning the first day! 












In full color, this walk-around counter display will stop 'em 
from any place in the store. Has plenty of room for a big 
selection of fast-moving Universal Electric Housewares. And 
it’s FREE with your initial stock order! 


5 YOU GET THIS FULL-COLOR DISPLAY 


AND UNIVERSAL IS BACKING IT UP 
with BIG ALL-OUT ADVERTISING 
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American Blower Model G Ventura Fan 





Streamline inlet gives higher efficiency, 
quieter operation 


Dhis is only one of many engineering and design 
features which make American Blower Ventura 
Fans a popular choice tor all types of commercial 
and industrial applications—from cafeterias and 
laundries to sales rooms and warehouses. 
Ventura Fans operate quietly as they whisk 
away stale air or fumes; have certified ratings 
come in a wide range of sizes and models. Fact 
iss American Blower has a complete line of pro 
peller fans—as well as blowers, attic fans, and 
home ventilators ... a good reason why it pays 
to standardize on American Blower, 
Why not call our nearest branch today for full 


information, 





AMERICAN ( 


‘ 
NS tee’ 


< “ B 
aa: 


IT PAYS TO STANDARDIZE ON 
THE AMERICAN BLOWER LINE! 
Ventura Fans commercial and indus- 


trial ventilation; propeller type; 10 to 72 inches. 
Certified ratings. 


for ethcient 


Utility Sets for general supply or exhaust duty, Rat- 
ings certified; self-contained. Sirocco wheels, 3 to 36 
inches. 


Aeropel Home Ventilators for use in kitchens, 
bathrooms, recreation and laundry rooms, Attractive 
design; quiet; easy to install, 


Attic Fans for comfort cooling at low cost in homes, 
apartments, hotels, Ratings certified; vertical or hori- 
zontal models, 


BLOWER 


Division of Amemcan - Standard 


AMERICAN BLOWER CORPORATION, DETROIT 32, MICHIGAN * CANADIAN SIROCCO COMPANY, LTD., WINDSOR, ONTARIO 





Utility Sets 
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Home Ventilators Attic Fans 
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Sales, Profits, Margins 
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of the records of $101 and $104 
established in 1953 and 1952. 


Planning Ahead 


Dealers have ambitious plans for 
1956 as indicated by the number 
who believe that both volume and 
profit will improve. They also 
have fairly definite plans for mer 
chandising changes during 1956. 

Dealers were asked which prod 
ucts would sell best during the 
year. Laundry equipment led the 
list with dryers accounting for the 
largest number of mentions. TV 
was second with refrigerators third. 
Air conditioners, ranges, kitchen 
equipment, freezers, phonographs, 
and dishwashers followed. 

Dealers were also asked which 
products would receive special at- 
tention in promotion plans for the 
year. Air conditioning led the 
list while kitchen equipment, dish 
washers, dryers, built-in appli 
ances, TV, laundry equip 
ment, hi-fi, freezers, ranges, heat- 
ing equipment and water heaters 
followed. 

Fifty-two percent of responding 
dealers said they planned to hire 
additional salespeople. Most will 
hire only one or two 

Dealers also indicated plans to 
take on a wide variety of sidelines 
including toys, power mowers, 
furniture, luggage, non-electric 
housewares and many other items. 

Dealers also have definite plans 
for cutting costs in 1956. Most 
frequently mentioned were econ 
omies in advertising. They hoped 
to do this by concentrating their 
ads, by controlling ad budgets bet- 
ter, or simply by cutting down on 
advertising End 


color 





How One Dealer 
Netted 6.4% 


In 1955 this California dealer paid 
salesmen only 4.5 percent of gross 
income—as compared with a NARDA 
average of 7.2. Total administrative 
costs were 17.1%, as compared with 
NARDA’s 22.2. And, although gross 
margin was only 32.9 percent, as com- 
pared with an average of 34.3, this 
dealer netted 6.4 percent—three per- 
cent better than the NARDA average. 


How did he do it? You'll get the 
whole story in another exclusive article 
by Howard Emerson in August 


ELECTRICAL 
MERCHANDISING 
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DISHWASHER SALES UP 38% 


oeeGET YOUR SHARE WITH AMERICAN KITCHENS 








eNEW ADD-A-DISH FEATURE 


sparks sales of new 


ROLL-O-MATIC 


mobile dishwasher 


Dishwasher sales are climbing faster than any other major appliance! 
Now's the time to climb on the dishwasher sales bandwagon with 
American Kitchens great new Roll-o-matic mobile dishwasher that's 
designed and priced to sell the great mass market. The Roll-o-matic 
is a big dishwasher with the performance and capacity of plumbed-in 
dishwashers—with the added sales appeal of fashionable new Copper- 
tone finish. Also available in classic white. The exclusive ADD-A-DISH 
feature enables the user to add a dish or take one out at any time during 
the washing cycle without loss of detergent or hot water. Entirely auto- 
matic... washes, rinses, dries, turns itself off. Rolls on non-marring 
ball-bearing casters. No installation, Just plug in... and hook up to any 
sink faucet. Ideal for free home demonstrations. Don’t wait! Call your 
distributor today and start rolling up sales with the American Kitchens 


Roll-o-matic! 
Formerly $259.95 Now Suggested Retail Only $199.95 








e UNBEATABLE ROTO-TRAY ACTION 


4 a 








of American Kitchens full line of plumbed-in dishwashers 


24” UNDERCOUNTER—FLAT FRONT MODELS— 
with exclusive ROTO-TRAY action that 
washes dishes 3 times cleaner than by hand. 
Front opening. Flat front models fit in any 
kitchen, old or new, with flat front cabinets. 
Available in antique copper or white fronts. 










STEP AHEAD WITH 
American Kitchens 


o 
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24” UNDERCOUNTER REGULAR CONTOUR MODELS 
are designed to harmonize with contours of 
American Kitchens cabinets. Washes, dries, 
stores full day’s dishes automatically. Avail- 
able in antique copper and white fronts. 





WRITE, WIRE OR 
PHONE YOUR Dis- 
TRIBUTOR TODAY 


“ 


46” DISHWASHER SINK MODELS give you a double- 
barreled opportunity to sell sink prospects this 
big-ticket combination—a sink and dishwasher 
in one. “Pioneer” shown above combines an- 
tique copper, natural birch and steel. Dish. 
washer sinks also available in popular white, 
Get set and cash in on American Kitchens dish- 
washers now! 
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\ ; pet, wana You'll be riding high too 


with the sensational new 


COMBINATION 
- SY WASHER-DRYER 
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YOUR YEAR IS HERE IF you’ RE TEAMED UP WITH 








i | FIRECRACKER 


r| our Summer Sales!” 


Easy’s new Combination Washer-Dryer is creating more excitement at the point of sale 





than any other home laundry appliance in the last 20 years. And why not? Here's a full- 
size washer and a full-size dryer in a single unit only 27 inches wide. Completely automatic, 


single push button control, exclusive Tilt-Tub with “deep well’’ Tumb-l-ator washing 
gl h butt trol l Tile-Tut th “‘d ll” Tumb-l-ator washing 


action. No wonder dealers find Easy’s new Combo a big money-maker. 


Edwin Alsberg, Dey Brothers & Company, 
Syracuse, N. Y.: “We experience more 
consumer interest in the Easy Combination 
Washer-Dryer than any other appliance 
we've handled in the last 10 years, Sold 3 
units in the first three hours.” 


Easy dealers are saying; 


Herb tugg, The Globe Store, Scranton, Pa 
“A high ticket item that's loaded with profit 
and deserves plenty of promotion backup. 
We're running big, consistent ads, TV spots 
and Main Street window displays. We ex- 
pect the new Easy Combination Washer- 
Dryer to be the biggest money-maker in 
the home laundry appliance field since the 
monitor-type refrigerator.” 


John W. Wilson, Wilson Jewelers, Syracuse, 
N.Y.: “I think it’s fantastic, The Easy Com- 
bination Washer-Dryer is the greatest new 
invention ever put on our floor.” 











AND LOOK WHAT YOU HAVE TO SELL WHEN YOU SELL EASY! 
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| 2 NEW MATCHED PAIRS 3 EXCLUSIVE SPINDRIERS® 3 TOP VALUE WRINGERS 


% ARTHUR GODFREY TIME ON ¥% FULL COLOR CAMPAIGN IN 
NETWORK TV AND RADIO! 7 TOP MAGAZINES! 


te KEY CITY DEALER LISTING ye FULL YEAR DEALER DISPLAY SERVICE! 
ADS IN 354 NEWSPAPERS! ¥& PINPOINT DIRECT MAIL CAMPAIGNS! 














EASY WASHING MACHINE DIVISION 


OF THE ESRC CORP. OF AMERICA, SYRACUSE I, N.Y 


H @ THE ONLY FULL LINE 


ELECTRICAL MERCHANDISING—JULY, 1956 PAGE 





109 








For efficient venting of dryers 
Sell Your Customers FLEX-VENT° 





...A complete line of easy-to-install kits 
containing all materials necessary 
for economical outdoor venting. 


You will find that Flex-Vent Kits will enable you to wring 
more profits out of your dryer sales, and you will make more 
satisfied customers at the same time. 


Flex-Vent Kits are designed and packaged to move easily in 


and out of your stockroom. Each kit contains the following: 


® A tailored length of gleaming white flexible 
tubing — washable and flameproof. + 


® A weatherproof all-aluminum vent hood 
with built-in automatic damper ei 


vere gr eee try 


@ Necessary clamps, screws and easy-to- fol- 
low instructions ready to install. 


bila 


You need stock only four sizes which meet the : 
requirements for all dryer installations. 





WRITE TODAY for more 2 
information about these P 7) 
profit-making Flex-Vent © 
Kits. Approved by lead- | / 


ing dryer manufacturers. | 














Flex-Vent Kits Are Completely Manufactured By 


glexible Typing 


CORPORATION 
GUILFORD, CONNECTICUT © LOS ANGELES 64, CALIFORNIA 


LL a 
Fiexible Tubing Corporation 
Dept. 8 

Guilford, Connecticut 


Please send me more information on Flex-Vent Kits. 


Name. 





Title and Company files jpsunemciipliiitiihensinpincitiiiniltans 
Address lla . pencneeivalial 
>, ee 
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He Rents TV Sets 





low income neighborhood (If a 
prospect calls from such an area, 
a girl says she’s sorry, “but you're 


out of our district 

‘Stands to reason that not many 
low-income prospects would rent at 
$25 a month if their credit was 
good elsewhere,” Vincent points 
out. “I'd say the best bets are mid 
dle to high income families who 
need an extra set for one reason 
or another. With them that first 
rental period is a kind of test. Al- 
most always ours is the second set 
in the house. Or maybe, they're 
getting first glimpse of the larger 
screen. Or they're vacationing, have 
sickness in the family, or have 
short-time need for an extra.” 

With a rental in a home, you’v« 
considerably more than just a foot 
in the door. You've got a set 
already installed and it’s a big, 
lead to a sale. 

“When a prospect has invested 
say $25-$30 in a month’s rental, 
psychologically he’s apt to apply it 
against a purchase, Sure, he could 
shop other retailers. And he’d prob 
ably find some dealer willing to 
chop $30 off a similar set’s price 
But there’s something about that 
$30 already invested—a psycholog: 
cal something—that makes pur 
chase almost assured. Importantly, 
the set’s already installed.” 

A half dozen years ago when 
Vincent concentrated on individual 
rentals (rather than big-scale con 
tracts), he kept eight salesmen busy 
turning rentals to sales. 


No Discounts 


“We hit one out of four. Sales 
men got 10 percent on gross. For 
1 salesman to sell three or four 
rentals every day, at about $300 a 
set, was routine.” 

“Never then,”” emphasizes Vin 
cent, “nor now—do we or did we 
give discounts. No mark-down 
whatever.” 

This is precisely why for many 
harried retailers rentals may be a 
bright spot on the horizon. 

If there’s anything on the rental 
side of retailing what even ap 
proaches a discount, it lies in rate 
reductions which have becom 
effective since rental’s early days 
Then $1 per day was standard 
But then TV was new, sets were 
scarce and more expensive. Com 
ponents weren't as long-lived, nor 
had renters a backlog of history to 
gauge set life. The $1 a day was a 
hedge against discrepancy in serv 
ice history 

Today, Vincent can predict 
costs with far greater accuracy 
$27-30 a year must be laid aside 
for servicing a set (five driver-tech 
nicians do most routine repairs 
A few “problem cases” go to an 
outside repair shop). Most homes 
have antennas, so that’s no prob 
lem. But big-volume customers 
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must have a master, at $30-$40 an 
outlet (Vincent contracts out an- 
tenna design and installation to 
pecialists). And, while every new 
contractee expects (and gets) brand 
new 17-inch table models, Vincent 
has in service many eight-year-old 
sets—sets which, though frequently 
overhauled, are 

When you're 


good as ncw 

volume dealing, 
every dollar saved per set counts. 
This urges Vincent to drive hard 
bargains when he buys sets—scaling 
upwards of $20 off wholesale, a 
tremendous saving when you figure 
1,000 sets. Then, too, he has put de- 
signers to work on special gadgets. 
Typical is the remote control unit 
which goes with most hospital 
destined units. The remotes cost 
Vincent $16, compared to $40 had 
he purchased them. That's a $14 
saving—$4,200 on a 300-room hos 
pital job. He also designed the 
hospital bed-high (36-inches in 
stead of the usual 20-inch) four 
caster steel stand for his table 
models. Vincent buys stands in 
100 unit quantities for $6 apiece, at 
least $10 less than standard units. 
Chat’s another $3,000 saving when 
outfitting a 300-bed hospital. And 
one remote unit, thanks to a clever 
plug-in, serves a two-bed ward 
cutting installation costs. 

Vincent shuns hospitals with less 
than 100 beds (‘‘they’re only margi 
nally profitable’’), doesn’t attempt 
to sell municipal institutions 
(““T'V’s no good for big wards, and 
the only people who get private 
rooms are so sick they can’t watch 
television’’), stays clear of hospi 
tals specialized to such diseases as 
heart trouble and cancer 

As for motels, the smallest he’ll 
tackle is 10-unit, though even this 
is marginal. His biggest motel 
hotel job to date, now in the in 
stallation stage, will take 1,500 sets. 

Vincent believes it all but im 
possible for a retailer to plunge 
into rental TV if he intends work 
ing a big city. 

“Most of the best hospitals and 
hotels are already installed, and 
on long-term contracts,” he ex 
plains. 

It’s in the smaller towns and 
cities where fertile rental territory 
lies—most of it not even spaded 
There, a retailer could well add 
rentals as a profitable adjunct. 

At the moment, having just 
celebrated his 37th _ birthday, 
Charles Vincent is looking forward 
to retirement at 40 (“settling down 
beside my swimming pool and en 
joying life’’). 

While the rental end of retailing 
has its problems, Vincent is one 
TV salesman who during the past 
eight years has never once dis 
counted a set. 

“If anything recommends rent 
als,”” he says, “that alone should do 
it.” End 
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DISHWASHER 
SALES CLINCHERS 


Exclusive with Westinghouse! 





Temperature Monitor 


A special thermostat measures temperature of water 
—guarantees washing and rinsing in at least 140° 
water, far hotter than hands can stand. This hot water 
kills germs to sanitize dishes . . . cuts stubborn greases 
so dishes dry sparkling, spotlessly clean. 


‘““Custom Panels” 


Whatever your customers’ style of kitchen, there’s a 
Westinghouse “Custom Panel” Undercounter Dish- 
washer to match it! And these fronts take only 
minutes to install! They come in Custom Finishes— 
Antique Copper, Brushed Chrome, Natural Wood 
(made locally from template provided) and Prime- 
coated Steel (paint locally in any color). They also 
come in Confection Colors—Sugar White, Frosting 
Pink, Nougat Gray, Lemon Yellow, Mint Aqua. 


Plus « Biggest capacity for its size! 
* Easier loading design! 
* Work space always usable! 





Food Waste Disposers, amazingly trouble-free! 


Less than one repair call in 100 sales! That’s the service record of Westinghouse, 
and it’s unmatched by any other disposer. Reversing Switch frees any jams 
that occur. Double-edged shredders double the life of the unit. Operates on 
continuous feed or single load basis. So ruggedly built, it’s covered by a Service 
Replacement Plan! Deluxe (Model FD-1); shown, Standard (Model FD-2). 


WATCH WESTINGHOUSE © i, 


WHERE BIG THINGS ARE HAPPENING FOR YOU! %....8 
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POWERED TO GET THE SALES 


10th Annual 
Home and Home 








More than a million residents of Chicagoland visited 
the 91 homes featured in the 1955 Festival, the most 
successful show of its kind in the nation. 
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S § RESULTS YOU WANT! 


|| Chieagoland 
Furnishings Festival 


SEPTEMBER 16—OCTOBER 7 








HERE is the hottest promotion of its kind anywhere in the country. 
Every Fall, it sends interest in appliances, furniture, floor coverings — 
everything for the home—zooming in the huge Chicago market. 
Promoted exclusively in the Chicago Tribune, the Festival is an 
event eagerly awaited by Chicago families. Every year, it brings 


es 
tn Me 
od 


out well over 1,000,000 visitors to see the offerings of leading 


> 





builders and furnishers. 
The 1956 Festival will be set to start serving up results on Sunday, September 16. 





It will provide homemakers with buying ideas and enthusiasm that can keep your 
Chicago dealers busy for weeks. 

If you want a sure-fire Fall sales builder in the booming Chicago market, 
the Festival is made to order for you. Its effectiveness has been tested and proved for 
nine successful years. 

Get in on the ground floor by being represented in the Tribune Home and Home 
Furnishings Festival supplement on opening day. Follow up in the Tribune 
all during the Festival. 

Your Tribune representative will be happy to help you plan your schedule 
to take full advantage of the Festival’s unequaled impact. Call him today. 


Chicago Gribune 


THE vn maga ght ha boli NEWSPAPER 


Chicago New York City Sen Francisco Les Angeles 

W.H.H lorf E. P. Gtr sheacker WB Bate Fitzpatrick Associate Fitzpatrick Associates 
1333 Tribune ‘Tower 20 EB. 42nd St Penobscot Hidg 155 Montgomery st 4460 Wilshire Kivd 

SU perior 7-0100 MUrray Hill 2-3033 WOodward 2-8422 GArtield 1-7946 DUnkirk 6 3567 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC, 
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So much more to sell 


when you sell AQ) Lb 
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AiR CONTROL UNIT banishes smoke, heat and cooking odors. 
Juat raise the hood and it goes to work. Lower the hood 
and it’s “‘off’’ automatically. A cooler, cleaner kitchen— 
















TAP-O-MATIC HANDLES open cabinet doors 
like magic. Just a tap and they swing open 
automatically. Here's a convenience every 
housewife raves about—and it’s a Lyon 
exclusive! 


And Another Big Selling Feature 
LYON STEEL KITCHENS IN COLOR 


@ Green, blue, yellow, pink, gray, tan—any of these colors, alone 
Lyon provides them at 
only 10% over white in cost—only one week additional delivery 
time! If some of your customers want special colors, we’ll furnish 
them, too! 

Features—choice of colors—Lyon’s direct-to-dealer policy — 
these all combine to make Lyon this year’s hottest line! 


and housewives love it! 









or in combination, are now available. 


LYON FACTORIES in AURORA, ILL. and YORK, PA. 


LYON METAL PRODUCTS, INC.,72 1 Monroe Ave., Aurora, Ill. 


Gentlemen: I want proof that the Lyon Direct-To-Dealer 
Kitchen Cabinet policy can mean bigger profit to me... 





COMPANY seebiaial 
TWIRL-O-MATIC UNIT provides ; 
loads of additional storage space. ADDRESS 
When Mrs. Housewife rotates : : ; 
this corner unit, out come two CITy STATE = ee 


circular shelves with stored ma 
terials at her fingertips. 





A PARTIAL LIST OF LYON STANDARD 


PRODUCTS 





~MAIL COUPON FOR COMPLETE STORY ~-~-~-~ 
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presented the champagne to the 
wife when the deal was signed up 
The food consisted of sandwiches, 
doughnuts and coffee. 

he all night operation was put 
on as a stunt, but it was found 
that visitors came in during th« 
late hours. 

Matt E. 


Connor, Inc., is 


an 
exclusive air conditioner distribu 
tor in Milwaukee, and handles 
nothing else. Both he and his 


sales manager, Louis Giuntoli, are 
veterans in this business and their 
thinking lay behind the campaign 
as it evolved. 

They feel that the matter of 
humidity determines the time of 
the purchase, and this writes off the 
fact that Milwaukee is a cool cli- 
mate, beside the lake. ‘““Wisconsin 
is air conditioned by God,” is a 
remark they often hear. To offset 
it, they had to put over an under- 
standing that there was smoke to 
get. out of houses, humidity to 
overcome, and a lazy feeling in the 
morning to banish. Coolness, yes, 
but that was a plus value. 

Idea behind the drive was to 
get people who were thinking of 
an air conditioner to declare them- 
selves, with an offer generous 
it would pay them to buy in ad- 
vance of the season. The list of 
people who came in would make 
a dandy prospect list for the rest 
of the year. 


SO 


Cut-Price Models Bypassed 


Matt E. Connor believed the 
public was aware of the fact that 
many of today’s conditioners 
wont work anywhere, judging by 
past experience. This feeling would 
cause prospects to overlook the 
heap of $159, $179, $199 jobs 
left over from the past year, 

Veterans Appliance was chosen 
of the whole-hearted way 
the boys had in putting on promo- 
They were more than anx- 
ious to cooperate 

Milwaukee two percent 
saturated with room coolers. The 
crowd that showed up was largely 
middle aged, not upper strata, but 


all 


because 
tions. 


iS only 


with an income level of about 
$5.000 a vear 
Since the sale closed, Veterans 


has been running ahead in sales 
picked up from interested pros 


pects End 


NUTS AND BOLTS 


Puzzled by the complexities 
of setting up your own major 
appliance service department, of 
hiring and training competent 


servicemen? 


Then watch for the new series 
of articles starting soon in Elec 


trical Merchandising on 


Major Appliance Service 
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WELL PAY YoU 


12°A MINUTE 


to compare the WHITE Automatic Rotary 
with any other make 


na eneunleeeall 
A 


“| 


_ 





Let us demonstrate why it’s best... 


WHIT 


Dare to compare! You'll find a Wurre is the 
most excitingly-different automatic on the market. 
Here’s how we'll prove 

We'll show you how the Wurre Automatic Rotary 
I ly zig zags, decorat ind embroiders but 
We'll demonstrate its automatic 
CO LOROUE Speed Control (patented and 
{ You'll prove for yourself the 
thAl TO-ROTAR Ysewing over 
hioned oscillating machines. Plus 
And ou lachine 

yout $40.00 | than compet ( ike 


*$1.00 a minute! That’s the saving you make 


lemonstration and 


ELECTRICAL 


MERCHANDISING 


JULY, 
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AUTOMATIC 
ROTARY 


buy a $284 portable Wuire Automatic Rotary 
for only $1 44 ($24.00 helou regular dealer price ) On 
original purchase only, 


Protected franchise! We're ready, right now, 
Maybe you 
Our dealers 
Plus 


addition, they are 


new sales 
as a Wuirtt 


prot 


to assign territorics can 


qualify dealer enjoy the 


longest margin of any a protected, 


exclusive franchise. In being 


supported by the most spectacular advertising 


and merchandising campaigns we've ever had, 


Mail this coupon! Take 
DARE TO COMPARE offer 


machine 


advantage of our 
We'll show you a 
(50 


and that can’t be 


PO PROVE IT! 


price 


ahead! ASK US 


matched, 






WHITE SEWING MACHINE CORP. 
Section EM 
Cleveland 11, Ohie 


SHOW ME! Yes, | went to see @ comporative 
demonstration. (And I'll else take your $1.00 
A MINUTE offer while sewing it!) 


NAME 





STORE 








city 





STATE 


WHITE sewing 


“since isve machines 


Ne ae conv creas am atin i as tin) dee ene en Oiti aw exw ax em 
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New money-maker from G. E.... 


Besides making perfect regular toast “upstairs and down” the 
new G-E Toast-R-Oven makes delicious buttered toast. It heats 
bread and rolls, warms pastries... right at the table. Only $2995" 





Holds 8 pieces 
of toast 
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the toaster that’s an “oven,” too! 


Yes, there’s something really new in the world of toasters, | And as usual General Electric is pre-selling this newest of new 
something your customers will really be excited about. A appliances. Large-space ads for the Toast-R-Oven will feature 
brand-new combination oven and automatic toaster they can _—the customer-attracting pictures and copy shown below. 
use right at the dining table. A brand-new, convenient way to —_ General Electric Company, Portable Appliance Department, 
warm muffins and other breads. Bridgeport 2, Connecticut. 

















Make toast the way you want it.. . light, dark or Compact oven warms up to 6 rolls, heats muffins, Press a button to lower toast and start heat, To 
in between with the upper part of your new General buns—-any baked foods that used to mean using the direct heat up to toaster or down to “oven,” turn 
Electric Toast-R-Oven, Just push a button to lower range oven. Keeps 8 pieces of toast going at one time right-hand dial, To get the temperature you need, set 
bread. Every slice of toast pops up done as you like it ... 6 keeping warm, 2 toasting on top. Waiting dinner dial at left, Look at convenient chart on oven drawer 

good and high, too, so you don’t have to dig down for a late-comer? Individual servings stay hot in the handle to find out the “just right” heat for whatever 
or burn your fingers new Toast-R-Oven you're cooking 











Like to toast buttered bread? And how about garlic-y Toasted or melted cheese sandwiches, too... STANDARD G-E 

French bread and crunchy oven toast? You can fix all topped with a slice of tomato for good eating! Lovely AUTOMATIC TOASTER 
these treats at the table with this really new G-E to look at, easy to clean, the General Electric Toast-R- 

Toast-R-Oven. And because you can dial light, Oven has handles for carrying. Oven drawer slides out with same extra high toast lift and 6 posi 
medium, dark or any in-between shade, things come to wash at the sink. Chromium finish dazzles at the tion control as new Toast-R 

out toasted just as you like them. flick of a soft cloth. Oven, but without oven $1795° 











Progress ls Our Most Important Product 


GENERAL @ ELECTRIC 


ELECTRICAL MERCHANDISING—JULY, 1956 








‘ 


rT 


MOTOR PERFORMANCE 





THAT SPEEDS TURNOVER 


When the appliance is powered by a Lamb Electric 
Motor, you can tell your customer about the out- 
standing performance of the motor — its quiet, 
dependable cerenens its long life; and the fact 


that it was bui 


in small motors for 41 years. 


t by a company which has spec ialized 


Greater product appeal, resulting from these sales 
features, speeds turnover. This is one of the many 
reasons why leading dealers the country over like to 
handle appliances equipped with Lamb Electric 


Motors. 


THE LAMB ELECTRIC COMPANY °* 





Lightweight motor 
for 
portable devices 





in Cenada: Lamb Electric Division 


Sangamo Company ltd 


Motor parts 





_ « 
nth 





SPECIAL APPLICATION 
FRACTIONAL HORSEPOWER 


KENT, OHIO 


of 


Leaside, Ontario 


for 
household appliances q 
* 


Turbine for 
canister-type 
vacuum cleaner 


MOTORS 






TV Servicemen Double Air Conditioner Sales 





Loumo all sale 5 


begins in mid- 


onditioning 
program actually 
April of each year. Along the time 

Boston is preparing for its 
famed Patriot's Day marathon, he 
tarts mailing out two-way cards to 
i mailing list compiled from TV 

rvice customer 


vhen 


There are over 4,000 on the 


list,”” he says, “but I avoid sending 
yut all the cards at the same time 
| figure the law of averages is more 
likely to be on my side if I send out 
1 couple of hundred each week. In 
this way, the impact is kept fresh 
throughout the season so that a 
erviceman has a good chance of 
making a service call not too long 
ifter a card has been received.” 

Che servicemen don’t begin ac 
tively to push air conditioning un 
til the arrival of the first warm spell 
which may come anytime in April 
Loumos has found that customers 
are loath to think of air condition 
ing until the weather calls it too 
their attention. Before the first hot 
pell, he goes over the new line of 
conditioners with his service staff, 
briefs each man on the best sales 
features of each model 

With the arrival of warm 
weather, each serviceman adds an 
extra item to his equipment check 
before leaving on a job. The item 
is an adequate supply of air condi 
tioner literature 
list 

Call procedure is 


ilong with a price 


standard, al 
While working on the 
uiling ‘I'V set, the serviceman men 


most casual 


conditioning, asks th 
customer if he has had hi 
surveyed for cooling. If the cu 
shows interest, the 
man makes a quick survey, look 
over wiring and makes a few recom 
mendations. He avoids any sem 
blance of pressure selling, makes no 
mention of price unless asked. On 
leaving, he makes it a point to in 
clude several pieces of air condi 
literature with his 
tatement 


tions alr 
home 


tomer seTVICt 


hioner ilong 


Technical Approach 
It's the servicemen’s primary 
job to get the customer interested 
in conditioning, then 
how it could best be 


house,” says Loumos It’s mor 


show him 
done in his 


of a technical than a sales approach 
but it seems to inspire more conh 
dence in the customer, leave him 
far more receptive to the follow up 
Many people hav« 


later told me they were really sold 


ike ; ipproat h 


by the serviceman because they felt 
that his survey and technical advice 
vas more reliable than that of a 
regular salesman.” 

After receiving the serviceman’s 
lead, Loumos generally waits until 
the following day before calling 


Virst I ask if the repaired IV set 


JULY, 
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is working well. ‘Then | say that 
the serviceman has mentioned the 
prospect is interested in air condi- 
tioning. I suggest an evening ap 
pointment when both husband and 
wife are at home 

Once in the home, Loumos con- 
tinues to stress the technical theme 
First, he 
de termines the room Or rooms un- 
der consideration for cooling. Next 
step is to take careful measure- 
ments, check the electrical capacity 
of the house. He then makes his 
recommendation on the size of the 
unit required. 

‘I follow two general rules in 
making my recommendation,” Lou 
mos says. The first—‘Always trade 
up for satisfied air conditioning 
customers.’ Failing that, I make 
it a point to tell the customer ex 
actly what to expect from a smaller 
model. Nine times out of 10, it 
helps avoid complaints after in 
stallation. The 
‘Quote a complete price, including 
installation cost.’ ‘This helps assure 
the customer that I won’t hit him 
later with extras or hidden costs.’ 

Fully 80% of Loumos’ condi 
tioner sales are made on the initial 
call. The remaining 20% result 
from the first follow-up or from 
floor sales. Once the sale is made, 
fast delivery is a Loumos 
“Sell at night, deliver in the morn 
ing. Sell in the 
that afternoon,” says Loumos 
“That way the customer has little 
time to change his mind—or to go 
shopping.” 


set by the serviceman. 


second rule is 


must 


morning, deliver 


Servicemen Account for 40 % 


Loumos’ conditioner sales aver 
age $350 per unit with the }? ton 
model accounting for 75% of all 
Another 2( goes to 
4 and 4 ton models. About 5% 
ire one ton units. Of the 101 air 
conditioner units Loumos sold in 
1955, he figures 40 came directly 
from serviceman leads, 26 by cus 
tomer referral, 10 “off the floor,” 
17 from advertising leads and the 
remaining 8 from suppliers’ leads. 

“The 40 sales from servicemen 
leads gives you only a quick idea 
of the efficiencies of this system 
I'here’s a big saving in costs and 
headaches. For example, I generally 
try to hold my ad budget to the 
usual 5‘ When 
I saw how well the servicemen were 
working out, I decided to cut this 


such sales 


of gross volume 


to 3 Based on a $35,000 au 
conditioner volume in 1955 | 
would have spent $1,750 on condi 


tioner ads last year. Instead I spent 


close to $1,000. | pay my service 
men 2% on each lead that brings a 
ile. This averages $7 per sale or 


1 total of $280 last vear. Result 
in overall saving of $450-$500 plu 
1 return three or four times greater 

Continued on page 122 
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Automatic Skillet 


POPULAR IO'SIZE 


LOW PRICE $1495" 


Turquoise or polished cast aluminum 






















ALL THE FEATURES OF G.E.'S BIG 12" SKILLET: 
e Temperature chart on handle « Fries, Stews, Bakes « Cooks right 
at the table « Signal light « Easy to wash—immersible 


AND LOOK HOW WE'RE PRE-SELLING FOR YOU: 
® Life Magazine—attention-getting ads in beautiful full color. 
® Sunday Supplements right in your territory —also in full color 
@ TV Coverage, over G.E.’s popular “20th Century-Fox Hour.” 


SIZE FOR SIZE, DOLLAR FOR DOLLAR, 
MORE FOR THE MONEY WITH G-E! 


Stock the full line—please ‘em all: 
SKMLLETS: covens: 
10" —turquoise or aluminum $14.95* 10", 12"—copper-tone — $3 00* 
12"—turquoise or aluminum $17.95* 10°, 12"—aluminum -$2.00* 





General Electric Co,, Portable Appliance Dept., Bridgeport 2, Conn 


@ ELECTRIC 


*Manufacturer’s recommended retail 
or Fair Trade price 
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3 out of 4 times...the woman chooses the brand! 





The husband may sign the check...but when a Almost half of all women who shop in appliance 
couple buys an appliance (refrigerator, for in stores read Ladies’ Home Journal, so the manu- 
stance), it is the wife who decides on the features, facturer who advertises his product in this No. 1 
who does the preliminary shopping, who elimi magazine for women is giving the retailer the best 
nates brands and decides which brand is bought possible selling support. 


Based on survey of recent refrigerator buyer 


Never underestimate the power of a woman, 


nor the power of the magazine that understands women 


} No. 1 in circulation 
No. 1 in newsstand sales 
No. 1 in advertising revenue 


among all magazines edited for women 

















Heats up 
30% Faster 


Visualizer 
Fabric-dial 


New General Electric Iron 
HAS 5 BIG NEW FEATURES! 


New 
Teleheat 
Light 








New Rapid Heat Response. Heats faster, cools 
faster with new Twin Calrod® Heating Element. 
Heats up 30°, faster than previous models. 
New Chrome-Plated Steel Soleplate. It’s more 
durable, has a mirror-like finish. Irons smoother, 
irons faster. Won’t scratch or mar with normal 
use. 

Visualizer Fabric-dial gives you fingertip control 
of ironing temperatures. There’s a setting for 
every fabric—from synthetics to linens. 


New Teleheat Light turns “‘on’’ whenever you 


@ VISUALIZER SPEED IRON.. S122 


adjust your fabric setting for either a higher or 
lower heat . . . turns “off’’ when iron reaches cor- 
rect temperature. 


New Cord-Lift keeps cord off the fabric, up and 

out of your way. Lets you iron right- or left- 

handed. Extra-large soleplate — 30 square inches 
covers more area with every stroke. 


New Open-Handle Iron combines extra-open de- 
sign with new low silhouette. Lets you iron in 
pockets, cuffs, seams and other hard-to-reach 
places. 








New 
Chrome-Plated 
Steel 
Soleplate 





ONLY 


Another G-E First! A dry iron with a 
chrome-plated steel soleplate-—built for 
smoother, faster ironing without addi 
tional weight. Weighs only 24% pounds 
despite sturdy steel construction, 


And just take a look at that new extra- 


open “Open-Handle”’ design . . 
the other attractive features. 


. and all 


_. . Then get set for your biggest G-E 
Iron year yet, Order your stock right 
away! General Electric Co., Portable 
Appliance Dept., Bridgeport 2, Conn. 
* Manufacturer's recommended 

retail or Fair Trade price. 


Progress ls Our Most Important Product 


GENERAL @@ ELECTRIC 


ELECTRICAL MERCHANDISING—JULY, 1956 





PAGE 121 

















* lit, 

OUTSELL BECAUSE THEY EXCELL!? 
<r 

Rc | 
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i} | Py = 
“TecuinSeh WeRMenics are original equipment on.. 


31% OF ALL 
HOUSEHOLD REFRICERATORS* 


Medel P91, 4 H. P. 
single cylinder compressor. 











73% OF ALL 
ROOM AIR CONDITIONERS* 


Model $7816, 34, H. P, 
single cylinder compressor. 


70% OF ALL FREEZERS* 


Model $48141, 1 H. P. 
single cylinder condensing unit. 


*As reported by 
ELECTRICAL MERCHANDISING 


The Tecumseh compressor is an important sales feature that should 
not be overlooked when you are selling refrigeration equipment. 


Study these Tecumseh advantages and turn them into sales: 


LOW INITIAL COST—Large production, based on constant demand, 
keeps costs amazingly low. 


SMOOTHER OPERATION—Compressor is hermetically sealed in oil 


. » « internal spring mounting eliminates vibration for quiet opera- 
tion. 


COMPACT DESIGN—Allows more space for food storage,or smaller 
overall dimensions for room conditioners. 


FREEDOM — SERVICE—Efficient overall operation has resulted in 
less than 1% field returns under warranty. 


Check with your distributor or manufacturer to see that your refrig- 
eration equipment has Tecumseh hermetic compressors. 


71,000,000 TECUMSEH COMPRESSORS IN USE TODAY 











World's Lergest 


TECUMSEH PRODUCTS  — ., Producer ot 
TECUMSEH MICH, ponte 











EXPORT DEPT.: 
P. O. Box 2280, 24530 Michigan Ave., W. Dearborn, Mich, 
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TV Servicemen Double Air Conditioner Sales 





than if I had put the money into 
regular ads.” 

Loumos is also sold on the added 
fact that servicemen leads help 
establish a personal contact with 
the customer even before he makes 
his approach. The customer is ac 
quainted first with the quality of 
Loumos’ TV service and is doubly 
reassured when told this same type 
of service is given on all air condi 
tioning equipment 

In addition to direct mail, Lou 
mos does some newspaper adver 
tising but limits himself to the 
local weeklies. Here again, he likes 
to avoid the ordinary, prefers a 
single column stick about 10 inches 
in length given over to a conversa 
tion-like discussion of air condition 
ing problems and how Loumos 
helps solve them. A small head cut 
of Loumos helps personalize the 
which Loumos generally 
prefaces with a reference either to 
the weather or some “hot” news of 
the moment 

‘It’s amazing how effective this 
type of ad can be 
recognize me as soon as I walk into 
their house. ‘They tell me they feel 
as if they're dealing with a friend 
or everyday person rather than 
just an impersonal company.” 

The remainder of Loumos’ ad 
budget goes to small spots on local 
radio stations 


message, 


People often 


Loumos tries to 
spread his spots over two different 
stations which he feels have the 
best listening audience among local 
housewives during the day. ““I'V 
rules most households at night and 
it’s too expensive for my kind of 
advertising,” he claims. “I may 
give it a try but I feel there’s too 
much competition from the big 
programs. I prefer to leave ‘T'V 
to the manufacturers.” 


Advantage Over Discounters 


Loumos feels maintaining his 
own service department is a big 


factor in his sales. For one thing, 





i, 


JULY, 
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1956—ELECTRICAL 





customers buy with more confi 
dence, particularly those from the 
better residential sections around 
him who are often more interested 
in guarantee and good service than 
price. This gives him an advantage 
in competing with the larger dis 
count houses. His concentration 
upon building himself as a person 
ality located practically in his cus 
tomers’ backyards is effective in 
competing with the 
stores. 

“One thing | 
is have the same serviceman who 
supplies the lead to a sale make 
the installation and handle the 
servicing,” It helps 
maintain customer confidence and 
often leads to sales of other items 
We get many calls asking for a 
particular serviceman—something | 
understand is fairly unusual.”’ 

Come mid-August when condi 
tioner sales drop sharply and ‘TV 
ind appliance sales are at their low 
est ebb and Loumos closes down 
shop for two weeks, The entir 
staff takes its vacation at the same 
time, returns in late August in 
time to plan for the after-Labor 
Day rush on TV and hi-fi. From 
carly September through mid-April, 
Loumos concentrates on these two 
items although he does a fair vol 
ume on washers, 


department 


alwavs try to do 


Loumos says 


refrigerators and 
ranges 

“I'm plenty satished to stick 
with conditioners in the summer 
hi-fi and TV over the rest of the 
vear,”” he says. I’m beginning to 
build a reputation locally in all 
three items. With most of my 
competition spreading itself thin, 
I find it pays to specialize. There's 
a growing market in this area for 
I'V replacement and second sets 
and both hi-fi and air condition- 
ing are just beginning to really 
break the ice here. And I look for 
my service department to help 
build a large following on all 
three.” End 
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Study this brand new cooling demonstration and 

ask yourself — why buy half a fan! With this Signal 
window fan you get an important home cooling 

extra. One side gives regular direct-blow cooling. 

By simply turning fan around you can also get droft-free 
cooling from the exclusive Breeze-Diftuser Grille! 

This electrically-reversible fan gives you in or out, day 
and night cooling at the flick of a switch . . . and, 

it's automatic with thermostatic control. Adapts easily 
to other uses with mobile or floor stand. 

And, this Signal fan has an unconditional 5 year 
written guarantee. Get two kinds of cooling 
comfort, in one fan — get the Signal! 


ae 


SIGNAL ELECTRIC DIVISION + KING-SEELEY CORPORATION + Menominee, Michigan 





ELECTRICAL MERCHANDISING—JULY, 1956 











Nationally Advertised 
DEMONSTRATION in 


3 


shows how SG@nal 


delivers 2 fans in one! 














=~ 


Why sell half a fan... 
USE THIS DEMONSTRATION 
and they'll 


get the SGgnal 


SEE SIGNAL DEMONSTRATED AT 
ATLANTIC CITY HOUSEWARES SHOW 


JULY 9-13 - BOOTHS 1609-11 
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Model 56-SRPT 


the incomparable 


Super Regeit 


(no rinse tubs needed) 


Wounds Sttind 
WASHERS FOR 1956 


New, beautiful color combinations* this year...new, 
improved design agitator for still better washing 
action...new, increased production facilities ...new, 
dealer sales helps... but,...mno change in the high 
standards of manufacturing that have prevailed for 
over half a century. 

* Super Regent and Regent availabie in all white and also 


in harmonizing pastel yellow, pink, green and biuve. Deluxe 
and Standard models availiable in white only. 


PRODUCT OF CENTRAL RUBBER 4&4 STEEL CORPORATION, FINDLAY, OHIO 


Over half a century buliding good washers 
Model 
56-BP 
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NEW PRODUCTS 





NORGE Freezer 


Norge Division 
Borg-Warner Corp 
Merchandise Mart Plaza, 
Chicago 54, Ill. 


Model: VI'C-187 


18.3-cu. ft. up 
right freezer. 


Selling Features: Holding 640 
pounds of frozen food, this new 
freezer has a “built-in bread box”’ 
in its fold-down bakery bar for 
bread, rolls, and other starchy 
staples. Also has slide-out utility 
tray; ice cube keeper; 24-package 
frozen food dispenser; 30-juice-can 
and 10-soup-can juice bar; ice cream 
carton storage; exterior light for 
safety check on operation; and sort 
and stack food guards. Special in 
dex cards keep food inventory. 
Prices: VI'C-187 lists at $519.95 
Other models in new line: VFD 
187, $339.95; VFC and VFD-147, 
both 14.3-cu.-ft. units, $439.95 and 
$319.95, respectively; F-207, 167 
ind 107, all chest units (20, 16 
ind 10-cu.-ft. in that order) list at 
$429.95, $349.95 and $279.95, re- 
per tivels 





DORMEYER Skillet 


Dormeyer Corp., 
700 North Kingsbury St., 
Chicago 10, til. 


Model: Dormeyer “Fri-Way’’ elec 
tric skillet. 

Selling Features: Constructed of 
forged aluminum, this new square 
electric skillet measures 11} inches 
by 113 inches by 13 inches. Frying 
guide, signal light and temperature 
control are all on the handle. It is 


safely immersible up to the signal 
light at the end of the handle. 
Price: Lists for $19.95, including 
matching cover. 








AMANA Aijr Conditioner 


Amana Refrigeration, Inc., 
Amana, lowa 


Model: Scot | h.p. room air condi 
tioner. 

Selling Features; Equipped with a 
thermostatic control to automati 
cally maintain desired temperature, 
this additional Scot model provides 
six levels of cooling, dehumidifies, 
filtrates and circulates air. Operates 
on 230 volts; has single vane d 
flector. Cabinet is 23 inches deep, 
flush mounts. Scot 4 and 3 h.p. 
models also now have thermostati 
controls as standard equipment, 





L & H Built-In Oven 
A. J. Lindemann and Hoverson Co., 
Div. Norris-Thermador Corp. 
Milwoukee, Wisconsin 


Model: L & H Custom-Built 
Classic’”’ Double Oven 

Selling Features; Double oven, com 
plete with triple rotisserie, Unit 
has two eye level, fully automatic 
ovens in single stainless steel fram« 
which is trimmed in polished brass 
Left oven equipped with removabl 
bake and broil rotisseries capable of 
being used at two separate speed 
levels. Meats can be broiled, roasted 
or barbecued in one oven while 
casseroles, breads and desserts are 
baked in the other. Each oven 
contains almost 6500 cubic inches 
useable space and entire unit takes 
less than 45 in. wall width. 





Se an 


SPEED QUEEN Washer and 
Dryer 
Speed Queen Corp. 
Ripon, Wis. 
Models: New A20 automatic washer 
and matching dryers, 106 electric, 
131 gas. 
Selling Features: New aerated 
“waterfall” inlet in automatic 
washer speeds soap dispersion and 
timer knob allows for automatic 
metering of water for each wash 
load. Hot-warm switch allows pre 
selection of water temperature. 
I‘luid drive transmits power to spin 
tub. Flotation rinse floats off dirt 
accumulation and sediment trap 
and ejector throws off heavy par 
ticle collections at start of spin 
evele, ‘Transmission on 
carries 4-year guarantee. 
Both dryers have in-a-door lint 
trap, 6-way venting, safety door 
Gas dryer, 131, has pilot light r 
quiring manual lightwng, is availabk 
for LP, manufactured, mixed and 
natural gases 


washer 





BROIL-Quik Fryer-Cooker 


Peerless Corp. 
615 West 13100 &. 
New York 27, N. Y. 


Model; FV ryer-cooker 1000, 

Selling Features; Of six-quart capac 
ity, this new fryer-cooker has per 
forated colander-type basket and is 
available in copper styling. Cook 
ing and heating settings for various 
items are provided near the on-off 
knob. Unit has pilot light. 

Price: Retails for $19.95. 





GIBSON Chest Freezer 
Gibson Refrigerator Co., 
Greenville, Mich. 


Model: No. Cl’-1717 
freezer 

Selling Features: | reezer features 
automatic interior light, removable 
storage basket, single dial control, 
and safety lock. Fast freeze and 
storage compartment with com 
bined capacity of 578 lbs, patterned 
aluminum interior, Overall dimen 
sions: height 3714”, width 60%”, 
and depth 333” 


chest type 





RCA WHIRLPOOL Wringer 
Washer 
Whirlpool-Seeger Corp 
St. Joseph, Mich 
Model: RCA Whirlpool CW-20 
wringel 
timer 


washer with automat 


Selling Features: Automatic timer, 
with wash-time guide on dial, rings 
bell at end of selected wash period 
Washer holds 10 Ibs. of wash, has 
20-gallon water capacity to load 
line. Reversing drain board is auto 
matic in operation for discharge of 
water in proper direction, Wringer 
swings 360 degrees, locks in eight 
positions. Vinger-tip release bar al 
lows quick release of 24-inch rubber 
rolls. One-piece washer tub is steel, 
finished inside and out in white 
porcelain enamel, Unit features 
“Surgilator’” washing action. 
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ACME Refrigerator—Range 


Acme National Refrigeration Co., Inc 
29-24 40th Ave 

Leng Island City 1, N.Y 

Model Aristocrat refrigerator 


with concealed two-burner range 


Selling Features: Measuring 

inches wide »4 inches deep and 
36 inches high, this unit combine 
a 54-cu_ft refrigerator with a two 


burner, slideout range 
section has 11 


Refrigerator 
wjuare feet of shelf 
dvea, and a 25-lb. freezing section 
Range operates on 110 volts and 
burners are each 1100 watts. Finish 
is bormic a, availabl in mahogany 
walnut or blonde 


Price: List is $334.50, all finishes 


| pb % 
‘ 






FRIGID Fans 


Frigid, ine., 
128-168 32 &., 
Brooklyn 32, N. Y 


Models: Window fans FR 127, 
WR 10 and 12, WR 102T and 
122'T: mobile fan PM 20, and case 
ment window fan CR 163 
Selling Features: R 12 is a 3-blace 
reversible window ventilator with 
automatic thermostat that adjusts 
from 26 to 38 inches, Has 4-pok 
heavy duty motor 

WR 10 and 12 are portable r 
versible window fans with 10 and 
12-inch blades, respectively. Both 
have chrome-plated circular guard 
front and back. Special mounting 
permits swinging of fan in frame 
from exhaust to an intake fan 

Reversible automatic window 
fans WR 102T and 122T, with 
10 and 12-inch blades, respectively, 
have thermostatic control, exhaust 
or intuke air, have safety guard 
front and back, and adjust from 263 
inches to 40 inches 


Mobile fan, PM 20 (shown), 1s 
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NEW PRODUCT 


i +speed 20-inch fan with auto 
thermostatic control which 
idjusts in height from 20 to 40 
inch Has four alumimum blade 
tilts 180 de gree can turn 
for exhaust or intake us 

( ik 163 I 
ble 16-inch casement unit which 
operate it three 


mat 


ound 
in clectrically reversi 


peeds, either a 
intake or exhaust fan 








e 
THERMADOR Water Heater 


A. 4. Lindeman & Hoverson Div., 
Norris-Thermador Corp., 

5215 South Boyle Ave., 

Los Angeles 58, Calif. 


Model: ‘Thermador electric water 
heater 
Selling Features: Glass-lined to 


climinate rust, this new heater has 
“Equato-Rings” for 
providing one gallon of 150-degree 
water every three minutes. Ele 
ments are spirally wound nickel 
chromium supported in porcelain 
fixed im 
jacket 


fast recovery 


insulators surrounding 


aluminum chamber. Fin 


ished in white baked enamel 
Heater carries 10-year protective 
policy, ‘Tank, heating elements and 


thermostats unconditionally war 
ranteed for five years. 





ELECTRESTEEM Vaporizer 
Electric Steam Radiator Corp., 
Sub, Landers, Frary & Clark 
Paris, Kentucky 


Device: Electresteem vaporizer 
Selling Features: New vaporizers 
feature new and improved clectrod 
heating unit, faster 
steaming action, and gentler vapor 
ization, In addition to new heating 
unit vaporizer has automatic safety 
shut-off and king sized medicant 
cup. Available in gallon, half-gallon 
and pint capacity, and standard 
size 

Price: Gallon (No. 1200), $7.95; 
Half-eallon (No. 1075), $4.95; 
Pint (No. 1050) $2.95; Standard 
No 1951), $6.95 


producing 











NATIONAL STOVE Oven Units 


National Stove, 
163 Avenue A, 
Bayonne, N. J 


Device: ‘New Yorker’ and “Holi 
dav” built-in electric ovens. 

Selling Features: “New Yorker’ is 
104 inches wide by 314 inches 
deep; “Holiday” 224 inches wid 
by 314 inches Both have 
chrome interiors, chrome or antique 
with 
oven rack and spit holder built-in; 


deep 


copper exteriors; rotisserie 
recessed oven controls; Chromalox 
clements; and 
automatic door opening and closing 


at touch of button 


microtube rang 





ALLIED Wall Heater 
Allied Precision Industries, Inc., 
Geneva, Illinois 


Device: Wall-mount electric heater 
Selling Features: l'rame of anodized 
aluminum, outer section gold, in 
ner section silver, Operates on 
1.000 watts, 240 volts. Overall di 
mensions 513” wide, 123” high, 
equipped with permanent vertical 
guard bars, with optional horizontal 
bars. Easy to clean, rust and tarnish 
proof 





COVERED WAGON Igniter 


George Henry Co., 

River Grove, Ill. 

Device: Electrical charcoal igniter. 
Selling Features: Charcoal placed 
around and over base of tubular 
clement, which draws 500 watts, 
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readily lighted electrically 
Detachable 6-foot cord plugs mito 
110-120 volt outlet 

Price: Retail 


can be 


for $4.95 





EMERSON ELECTRIC Fan 


Emerson Electric Mfg. Co 
8100 Florrissant Ave 

St. Lowis 21, Mo. 
Model: “Active Ai: 


dow fan 


20-nch win 


Selling Features: All-metal, two 
speed, exhaust-type window fan has 
Emerson 115-volt, 60-cycle motor 
and is test rated at 3000 C.F.M 
and 2350 C.F.M 


heavy-gauge 


Blades are of 
aluminum, provide 
maximum air delivery with quiet 
operation. Enclosure is 73 inches 
deep and mounting panels permit 
adjustment to windows from 274 
to 34 inches in width. Finish of 
fan is two-tone green baked enamel, 
motor and blades in green, with 


guard cadmium-plated 


Price: List is $39.95 





LEWYT Cleaner 


Lewyt Corp. 
60 Broadway 
Brooklyn 11, N. Y. 


Model: Lewyt special model 70, 
copper tone cleaner with coral trim 
Selling Built-in 
casters ill-steel 
cleaner to roll from room to room 
New metal nozzle has a special nap 
bar to prevent nozzle from sticking 
to deep-pile carpets, cotton broad 
loom, and shag rugs. Other fea 
tures: dual-turbo locking 
wands; easy dust disposal; and non 
regulator; filter system; and non 
clogging vinyl hose 
Price: List is $59.95 
ments 


Features: swivel 


allows vacuum 


motor; 


with attach 





MERCHANDISING 





Will Rogers Je. on CBSV for Hamilton Beach 


“Good Morning’ Show 


America's warmest, most 
convincing salesman is 
working for you, now 
through Christmas! 


Presenting the toaster with 


the most priceless consumer 


advantage you canget... 


The Only 
5-Year Guarantee! 


© Attractive 5-year guarantee seal on every 
toaster says: “This is the fines?,”’ 


© Meets modern needs by toasting all kinds 


: A. and sizes of bread—even frozen waffles. 


@ Modern styling appeals to the vast major- 


ity of young marrieds who buy toasters. 


With all the refinements for toast @ Assures you the great segment of the 


at its best! a sd market already sold on Hamilton Beach 
quality, plus the new volume created by 
the only 5-year guarantee! 





ELECTRICAL MERCHANDISING—JULY, 1956 

























New Models! - Colors! 


bs Pre-Selling 

















22 hard-hitting ads 
in 9 leading magazines ! 


Only Hamilton Beach 


Hamilton Beach and Will Rogers, Jr. 
on CBS-TV ‘Good Morning’ Show 
ood : Now Winning New Prospects 
nae Automatic Toaster. E in 33 Markets! 


All the refinements that assure superb 
toast, plus the only 5-year guarantee, 


Takes all sizes of bread. Now through Christmas—every week for 34 
weeks straight, this convincing salesman will 
push Hamilton Beach, and the only 5-year 
guarantee ! Will Rogers, Jr., is very much 
a man of this generation, yet he has the same 
“folksy’’ touch that people loved about his 
famous Dad. It’s a warm, sincere touch that 
sells. It’s the touch that is convincing many 
of your prospects that Hamilton Beach products 
are the ones to buy ! 





Complete Pacific Coast Coverage on 
“Panorama Pacific’’ 


West Coast Retailers can expect plenty of sales 
action from this early morning TV Show 
tailor-made for Californians! Prospects from 
Los Angeles to Portland and Seattle will be 
pre-sold on the only 5-year guarantee they 


can get. Liqvi-Blender. The 


fastest food-fixer of all! 








“Cut-’n-Fold” action 
blends twice as fast, 
twice as fine. 2 speeds, 
no-splash top. 


_ —_— ee New Sales Aids! Everything you need to close sales! 





Envelope 
Stuffers! 


New Sectional 
Displays! 
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as Never Before! 


gives you such sales assurance . . . 
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New Mixette now in smart deco- 
rator colors to match every need. 
Wall bracket and gift box included. 
















Pink! 

Yellow! 

Turquoise! 

Chrome! Home Drink Mixer. \, 
White! The all-family gift means fun 


for everyone. Makes real soda- 
fountain drinks. 


New Food Mixer. Now in spar- 
kling chrome, with stainless steel bowls 
or white with Pyrex bowls. The only 
mixer with a Cake Mix Timer (optional). 


Order from your distributor 
NOW! 


=| Window 
==) Streamers! 


HAMILTON BEACH CO., Div. of Scovill Mfg. Co., Racine, Wis. 







Counter 
Pieces! 
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Now! From General Electric-—a 
full new line of automatic heaters 


G-E Super De luxe Heater 
Only $3725 


penetrating radiant heat plus comforting 


Heats two ways 
1320— 1650 watts. 


fan-forced heat. Two separate heat levels 
Automatic thermostat. Completely portable. Safety engi 
built-in mercury switch shuts off heater if upset. 


neered 
the ulti 


Signal light glows when heater is on. Adjustable 
mate in heating comfort by General Electric. 





Brand-new! G-E De luxe All-Around Heater 
Only #2428" 


Turns itself OFF and ON as temperature rises or drops. It’s 
big and beautiful—with fan-powered heat customers really 
feel! Automatic cut off switch if overturned. Handsome two- 
tone color blends with any décor. 1320-watt heat unit. 


MODEL H-3 





G-E Automatic Heater 
Only $1728" 


Designed for added power. Compact but does a giant heating 
job—more effective than many heaters twice its size. Grill 
guard protects children and pets. Convenient handle for 






MODEL H-1 
easy portability. 


, pais ai 


“pe; % eee 
OE Ores ates VNR etn BE 


Pees Order early! Sales rise | 





ita Anal 


Progress ls Our Most /mportant Product 


* Manufacturer's recommended retail 
or Fair Trade price. Automatic Blan- 
ket and Fan Dept., General Electric 
Company, Bridgeport 2, Conn. 


1956—ELECTRICAL MERCHANDISING 


PAGE 130 JULY, 








MODERN MAID Built-ins 
Tennessee Stove Works, 
Chattanooga, Tenn 


Device Built-in automatic oven 
im oking top 
Selling Features: Automatic oven 


lel EO-6P, has low broiler drawer 


conti ed by 


sale. 
separate switch, can 
be d independently or in con 
Oven it 
equipped with both a bake 
Avail 


ible in stainless steel o1 coppertone 


hunct j 


elt 1 


with main oven 


ind broil unit and glass door 


porcelain Cooking top, model 
Oe ie has one giant and thre« 
tandard size burners 

Price: Oven $213; cooking top 
$111.00 





BIG BEN Electric Alarm 


Westclox, 
LaSalle, til 


Device: Electric Alarm clock 

Selling Features: Non-breakabk 
cone shaped crystal protects dial, 
ingle knob sets both time and 
ilarm. Modern metal case, sweep 
ilarm indicator and second hand; 


cushioned base, plain or luminous 
li 7” 
finish 


high, available in two 
white or bronze and gold 


Price: $6.95 plain, $7.95 luminous 





o - ° 


MAGIC CHEF Gas Heaters 
Magic Chef, Inc., 
1641 S. Kingshighway Bivd., 
St. Lovis 10, Mo. 


odels: 3 agic Chef gas space 
Model Magic Chef g 
heater 

Selling Features: Line has 3 com 
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heaters with 
cool wall safety cabinet design r 
sembling small television set. Model 
BA-3003 has 30,000 BTU input 
BA-2003, 20,000 BTU input, and 
BA-1503, 15,000 BTU input 
smaller heaters require three 
flue vent, largest one requires fou 
All models finished in ma 
hogany with gold sheen grill 

Price: BA-3003, $59.95: BA-2003 


pact gas spacc new 


| wo 
inch 


11 he 


$49.95. BA-1503, $39.95 





1IONA Portable Mixer 
lona Manufacturing Co., 
24 Clark Street, 
East Hartford, Conn. 


Device: Portable hand mixer 
Selling Features: Model R-5 fea 
tures exclusive 1-knob control that 


both selects proper speed and 
ejects beaters for cleaning. ‘Three 


variable speeds for stirring, mixing, 
beating and whipping, AC-DC mo 
tor lubricated at factory for life 
Portable, stand up design. Available 
in pink, yellow, turquoise or white 
enamel 

Retail Price: $17.95 





TROPIC-AIRE Home Heaters 
McGraw Electric Co., 
Lonergan Mfg. Division 
Albion, Michigan 


Models: 1956 line of gas and oil 
burning home heaters 

Selling Features: four different oil 
heaters ranging from 36,000 to 75, 
000 BTU capacity, and two gas 
models of 55,000 and 70,000 BTU 
capacity. Gas heaters available for 
cither LP or natural gas. Models 
feature automatic “carpet of 
warmth” blowers for full home cit 
culation. Electrically operated ther 


1956 






NEW PRODUCTS 


mostats can be installed in any lo 
cation for automatic temperature 
control. Units include automatic 
100 percent safety shut off, and 
heat saving feature to reduce fuel 
consumption 





SAMSON Safe-Flex Fan 
Roto-Broil Corp. of America, 
3300 Northern Bivd., 
Long Island City, 1, N. Y 


Model: Rubber bladed, two speed 
fan 

Selling Features: Mounted on ad 
justable stand, fan has four twelve 
inch safety rubber blades. Construc 
tion of non-resonant blade material 
affords ultra quiet operation, Sam 
son fan has full 90 degree oscilla 
tion, with finger tip control, Direc 
tion of air flow may be locked in 
any position Model shown, 
1244-N attains 1500 rpm. Fan op 
erates on 110-120 volts only, UI 
approved. 


FOR THE DEALER 
and Home Workshop 





PORTABLE ELECTRIC Saw 


Portable Electric Tools, Inc., 
320 West 63rd %&., 
Chicago 20, Ill. 


Model: Portable jig saw 2050; elec 
tric trimmer 1301. 
Selling Features; Weighing 34 Ibs., 
portable jig saw Model 2050, 
shown, comes with three types of 
blades for cutting wood, plastics, 
metal, composition, hard rubber or 
leather No auxiliary handles 
needed, Has slide-type switch; long 
support base; air jet to blow saw 
dust away from guide line. ‘Two 
tone blue and gray finish 

Electric trimmer Model 1301 has 
cutter bar of 


i 13 inch hardened 


steel, 15 cutting teeth and a stroke 
3 


of 21 2 inches Has insulated 
shock-resistant handles;  6-foot 
3-wire conductor cord and plug 


Weighs 5 Ibs. Finished in blue and 


gray. 
each 


and trimmer 


Prices: Jig saw 
retail for $29.95 





DORMEYER Sander 


Dormeyer Corp., 
700 North Kingsbury $t., 
Chicago 10, tl. 


Device: Dormeyer electric sander 
Selling Features: Orbital electric 
sander has a motor which produces 
3400 orbits per minute, Its 
struction includes ball and 

and self-locking abrasive holders 
$39.95 


con 


sleeve 


Price: Lists for 





OSTER Hydraulic Lift 


Oster Mfg. Co., 
Box 4326, 
Cleveland 32, Ohie 


Device: Hand 
hydraulic lift 


Features: Designed to handle small, 
heavy loads up to 500 pounds ca 


operated = portabl 


pacity, carrier Comes equipped with 


24” 24” reinforced steel plat 
form. Size enables its use in 
crowded aisles, into over the road 
carriers Or onto elevators, Speci 


cations: overall height, 54”; overali 
length 433”; weight 254 pounds 


turning radius, 50” 


BRIEFS 





Service Machine and ‘lool Co., 742 
Burnet Ave., Syracuse 3, N. ¥ 

announces a new drill shop for con 
verting 4” drills into complet 
power shop setup, Drill-Shop will 
work with all leading brand drills 
enabling their use as a table saw, 
drill press, disc 

buffer, grinder, ete 
Price: $29.95 


sander, routes 
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..more business with 
Magnavox in 6 weeks 
an with former line 
in 6 months” 











Reprinted from Retailing Daily 
Tuesday, May 15, 1956 
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There may be a Magnavox 
Guaranteed Profit Franchise 
available in your area. 

If you're interested, 

we'll gladly send you 

complete details on the 
industry's most complete 

and saleable television 

and high fidelity line. Just write: 


THE Magnavox COMPANY 
FORT WAYNE, INDIANA 


Television priced as low as only $149.50 (VHF)...high fidelity table models from only $89.50 
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WESTINGHOUSE Transistor 
Radio 


Westinghouse Electric Corp 
Television-Radio Div 
Metuchen, N. J. 


Models: All-transistor pocket radios 
587P7 in gray; 588P7 in black and 
gray; 589P7 in red and black. 
Selling Features: Powered by a 
9-volt battery, this new 7-transistor 
portable radio is pocket size (6 
inches wide, 34 inches high, and 
1% inches deep), weighs 154 ounces, 
and is in an unbreakable case of 
two-piece moulded plastic. Has 
“Silver Safeguard” chassis; 23-inch 
Alnico V permanent magnet 
speaker driven by Class B transistor 
output circuit. Earphone jack at 
rear of cabinet allows plug-in of 
earpiece as accessory. 

Price: Models in gray, black and 
gray, red and black—bear suggested 
list of $69.95, complete with 
leather carrying case and battery. 
Personalized earphone is optional 
at extra cost 





ARVIN Radios 


Arvin industries, Inc., 
Columbus, Ind. 


Models: Sixteen new basic radios, 
in 40 color choices, including port 
able, clock, twin-speaker and table 
models, and highlighting one all- 
transistor unit. 
Selling Features: Portable sets are 
four in number, include the top 
all-transistor model, 9562P (shown), 
with reversible flip-switch dial for 
use either as table or portable 
model. Has seven transistors; six 
“A” cells; 54-inch Alnico V PM 
speaker. Cabinet is tan or brown 
alligator leatherette. Portable 8565P 
has four tubes, plus rectifier; plays 
on batteries or AC/DC; comes in 
tan leatherette with shoulder strap 
Portable 952P and 954P play on 
batteries, AC or DC; have plastic 
cabinets; use five tubes; come in 
maroon, red, aqua or cinnamon 
Five clock radios include model 
5561 in pink or green, with five 
tubes, including rectifier, automatic 
on-off switch and alarm set, slumber 
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Radios, 


NEW PRODUCTS . . Phonos, Recorders 


switch and 660-watt appliance out 
let; 957T in ivory, willow green, 
sandalwood and flame, with 1100 
watt outlet and slumber switch; 
958T in green and ebony, with cal 
endar, phonojack, 1100-watt outlet 
and sleep switch; 859T in ivory and 
willow green with clock timer, 660 
watt outlet, slumber switch; 8571 
has 1100-watt outlet, phonojack, 
slumber switch. Units have five 
tubes, operate AC only. 

I'M-AM receiver 780TFM is an 
8-tube transformer type AC set 
with phonojack, two antennas and 
comes in ivory and willow green 

I'wo 5-inch Alnico speaker sets 
are models 3561 and 956T, the 
former a 6-tube set, the latter a 
5-tube one, both with phonojack 

I'wo other 5-tube sets, 2564 and 
2563 feature styling such as vertical 
slide-rule dials, plastic meshwork 
grille, ivory and charcoal finishes 

Four low-end leaders include 
5-tube sets, 951T and 950T, and 
two 4-tube sets, 840T and 842T, 
all offered in ivory, green, cherry 
and sandalwood. 

Conrelrad civil defense fre 
quencies as well as standard AM 
markings are used throughout the 
line 
Prices: All-transistor set, $79.95 
'M_ set, $69.95; portables from 
$31.50 to $39.95; clock-radios from 
$29.95 to $49.95; twin-speaker sets 
at $34.95 and $39.95; table sets 
from $13.95 to $29.95. All prices 
Zone | 





ROLAND Portable Radios 


Roland Radio Corp. 
716 So. Columbus Ave. 
Mt. Vernon, N. Y. 


Models: ‘‘Riviera’”’ 4P2 and “Cata 
lina” 4PL portable radios. 

Selling Features: “Riviera” (shown) 
and “Catalina” models both have 
4-inch Alnico V permanent magnet 
speaker; built-in ferrite stick an 
tenna; four tubes; two l4-volt C 
batteries and one 674-volt battery. 
Front-rear speaker grille provides 
“Bi-Fidelity” sound reproduction. 
Weight: 2 lbs. without, 2 Ibs. with 
batteries. “Riviera” is available in 
gray, green or red, with or without 
saddle-stitched ‘Texon carrying cas« 
“Catalina” comes in Texon case in 
tan or green 


1956 





OLYMPIC Transistor Radio 


Olympic Radio & Television, inc. 

Olympic Bidg. 

Long Island City, N. Y. 

Model; Model 447 “Twelve Hun 
dred” all-transistor radio. 

Selling Features: Weighing approxi 
mately 54 Ibs. with batteries, this 
new all-transistor radio is designed 
to play in excess of 1,200 hours on 
two batteries; has 4-inch Alnico V 
speaker; and features two-speed 
vermer tuning, built-in ferrite an 
tenna. In styrene case it is available 
in two-tone color combinations. 
Price: $39.95, 





MAGNAVOX Hi-Fi Phonos 


The Magnavox Co., 

Ft. Wayne 4, Ind. 

Models: Melody Master ‘1325B 
Bandbox 234B; S-14 speaker sys 
tem with Concerto ‘1264B, and 
Contemporary radio-phono model 
279B—all hi-fi units 

Selling Features: Hi-fi portable 
1325B uses three amplifier tubes 
plus rectifier, push-pull output 
stage, 6-inch speaker with sound 
diffusers, and 4-inch front-mounted 
high frequency speaker. Record 
changer is Magnovox-Collaro 3 
speed intermix with dual sapphire 
stylii. Salmon, blue and two-tone 
gray are the finishes offered. 

Table hi-fi phono 234B, the 
“Bandbox,” has an 8-inch bass, a 
5-inch high frequency speaker, pre 
cision intermix record changer, dual 
stylus pick-up, push-pull hi-l ampli 
fier with four tubes including recti 
fier, compensated volume control, 
ind variable treble control. Sound 
diffusers and cross-over network are 
provided. Syntex finishes are ma 
hogany and oak, oak 

Ensemble S-14 speaker system 
and “Concerto” model T264B with 
hi-fi phono employs a remote sys 
tem and acoustical cabinet, Syntex 
finishes on S-14 are mahogany, oak, 
and cherry 


Prices: “Melody Master,” shown, 
lists for $89.50; S-14 with 30 feet 
of attachable flat cable, $59.50 
(“Concerto” T264B in mahogany 
is $119.50), and “Bandbox’”’ re 
tails for $99.50, 
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GRANCO Clock Radios 


Granco Products, Inc. 
36-07 20th Ave. 
long Island City 5, N. Y. 


Models: ‘‘Musichron” 
clock radios 760 and 770. 
Selling Features; ‘Two basic units 
in ebony, each with four other color 
choices, offer FM and AM recep 
tion; ‘Telechron electric clock with 
sweep second hand; automatic 
turn on of radio at pre-set time, 
Model 770 has appliance outlet, 
buzzer alarm, “Slumber Switch’’ 
for automatic turn-off of radio up 
to 60 minutes 

Both units have shielded coaxial 
tuner; seven tubes plus rectifier; 
6-inch oval speakers. Available in 
pink, yellow, blue and gray, plus 
ebony 
Price: Model 760, shown, $49.95 
in ebony, $52.95 in other colors. 
Model 770, $59.95 in ebony, 
$62.95, other colors. Prices slightly 
higher in South and West, 


hM-AM 





RECORDIO Tape Recorders 


Wileox-Gay Corp. 
Charlotte, Mich. 


Models: Recordio push-button tape 
recorders 375, 750, and 784. 
Selling Features: Model 375, 
shown, is a push-button unit op 
erating at 3} ips, with 4-inch round 
speaker, microphone, radio-T'V 
phono input jack, external speaker 
jack, automatic erase, 3-watt out 
put amplifier, and frequency re 
sponse of from 85 to 7,000 cycles 
Mike, 3-inch reel tape, and 5-inch 
empty reel are standard equipment 
Model 750 is similar but with 74 
ips tape speed, frequency response 
to 8,000 cycles, Model 784 is still 
another unit, the “Coronet,”’ with 
seven speakers, one a 12-inch P.A 
type, and a clock to turn recorder 
and radio both on and off at pre 
sclected times 

Price: Models 375 and 
$99.95 


750 list for 
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TIME..a great medium 


























TIME—TO REACH 2,000,000 FAMILIES OF AMERICA'S BEST APPLIANCE CUSTOMERS 
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for appliance advertising 


Customers for 
color TV... 


With TIME families, color T'V is something to 
buy—not something to dream about. 


Same’s true with about every appliance 
you can name. 


Whatever’s new and different —that’s what 
TIME families want. Because, as a group, 
they have a stronger urge to keep ahead of 
the times. 





Customers for 
every appliance... 


Since TIME families catch on to new ideas 
sooner, they make their decisions sooner. And 
with double the average national income, 
they have the cash to make their decisions 
count. 


So, from color T'V to complete kitchens to 
electric skillets, you sell more appliances— 
and you sell them faster—by selling in TIME. 





TIME FAMILIES are now 2,000,000 strong — and all best 
customers. These higher-income, higher-educated TIME fam- 
ilies are setting new living and buying habits for all America. 
They earn more, they buy more—and they buy much sooner. 
In any event, you need TIME! 
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€CESCO MODEL } 














A lightweight appli- 
ance truck with ratchet 
cincher and strap, rub- 
ber covered sled run- 
ner, tube steel frame. 
Handles 600 Ibs. Low 


priced at $39.50 


LASLOA 











no more dishwasher 

“back-up” with an 

American Sanitary 
DRAIN GAP 


co. 























amMmenican sanrraes 






Sell dishwashers guaranteed free from possible con- 
. dishwashers that waste water can’t 
re-enter. Do it by including an American Sanitary 
Drain Gap with every dishwasher sale. Most major 
cities having a drain gap requirement in their code 
have already approved this product. And, it’s the one 
sure way you can avoid a troublesome service prob- 


Write or wire American Sanitary today for full details 
and prices. Delivery from Mid-lllinois is fast—even 
faster if you call Abingdon, Ill. 162 or 172. 


AMERICAN SANITARY 


ABINGDON, ILLINOIS 


THE LOAD 


; 
SLIDES 
vp stoirs, 

\ downstairs, 
in and 

ovt of trucks. 


One man makes deliveries 


YOU CAN SAVE the cost of an extra man because one man and an Easload can 
handle any appliance easily and safely with its load balancing design and 
slide runner frame. And your appliance is always protected on the rubber 


covered Easload frame; it is strapped 
in place and cinched tight with built-in 
ratchet cincher. Wheels have 10 x 2.75 
cushion tires. Toe plate has two small 
rubber wheels. Frame is all welded steel. 
Handles 800 Ibs. with case. 

Order yours today on a money-back 
guarantee of satisfaction... 


APPLIANCE TRUCKS 











$53.50 


F.0.8. Los Angeles 


COLSON rauiement & suPPty co. 
1317 Willow Street, Les Angeles 13, California 


NEW PRODUCT 





PENTRON Hi-Fi Recorder 


Pentron Corp. 
777 Sovth Tripp Ave 
Chicago 24, Wil. 


Model: New “Emperor” HF W-500 
hi-fi recorder, 

Selling Features: Sold previously 
only in a portable luggage-type case, 
the “Emperor” is now available in 
blonde rift oak wood cabinet, with 
separate tweeter speaker in a match 
ing oak wood baffle. Unit has three 
speakers; 10-watt push-pull ampli 
fier, VU recording meter. 

Price: Lists at $299.95, with set of 
four matching legs at $8.95 addi 
tional. 





V-M Phonos 


V-M Corp., 
280 Park St., 
Benton Harbor, Mich. 


Model: Automatic portable phono 
1260; manual phono 153, and auto 
matic record changer 1200. 
Selling Features: Restyled version 
of the 1200 automatic record 
changer has “‘Super-Fidelis” feature 
which shuts off power and ampli 
fier after last record plays, then re 
tracts drive idler to prevent forma 
tion of flat surfaces. Available in 
78, 45, 33 and 16 rpm speeds, 
changer plays any combination of 
10 12-inch and 10-inch records 
automatically. Tone arm has ce 
ramic cartridge and twin sapphire 
needles. 

Automatic portable phono 1260 
incorporates the “Super-Fidelis” 
changer with new “‘Siesta-Matic”’ 
feature for shutting off power and 
amplifier. Plays all speeds, all size 
records automatically. Has front 
opening speaker with Alnico V 
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Recorders, Phonos, 
. . Intercoms, Briefs 


heavy-duty magnet. Case is red 
buff and white leatherette. 
Manual 4-speed portable hi-h 
phono 153 has a separate speaker 
system mounted in the lid. Lid 
contains 6 by 9-inch woofer and 
3.5-inch tweeter. Mixer control 
governs microphone amplitude and 
permits imposition of voice ove! 
music when unit is used as P.A 
system. Dual output jack for use 
with separate amplifier-speaker sys 
tem or with speakers alone, when 
156 is used as amplifier. Leather 
ctte case 1s m two-tone gray 
Prices: Changer 1200 lists for 
$46.50, Zone |; Model 156 manual 
hi-fi phono, shown, costs $99.95 





ENTRY-SENTRY Intercom 


Fanon Electric Co., Inc., 
150-09 South Road 
Jamaica, N. Y. 


Device: Outdoor-indoor intercom 


Selling Features: ‘Tics in any room 
with outside front and rear doors in 
one simplified network. Easily in 
stalled package unit consists of mas 
ter station with invisible mounting 
bracket, 2 weatherproof door r 
motes, 100 feet of 2-conductor 
cable, and all necessary hardware 
Master station accommodates total 
of five remotes so that customer 
can purchase three to use in con 
junction with those furnished in 
package unit 


Price: $49.95 


TV BRIEFS 





Universal TV Mfg. Co., High 
Point, N. C., announces a 36 in. 
long deluxe record and Hi-Fi cabi- 
net that provides plenty of record 
storage space as well as holding 
a record player. Called No. 15, this 
combination record and Hi-Fi cab- 
inet has easy-to-slide doors with 
brass knobs, record storage parti 
tions and tapered wood legs 
equipped with self-leveler brass fer- 
rules. Available in 3 finishes, ma 
hogany, limed oak and blond ma 
hogany. Price $29.95 









MERCHANDISING 

























for new profits, new products, new promotions 


... the keynote 


SEE US AT THE SHOW 
this season is... BOOTHS 444-454 


fF Pd Fa Fe. > the keynote in fashion 
SILEX HANDYFREEZE 


COPPER TRIM—4-QUART FREEZER 


Enjoy real homemade ice cream with the new, ultra modern Silex Handyfreeze 
electric ice cream freezer. The beautiful “Old Oaken Bucket’ trimmed in copper and 
wrought iron black makes it equally at home in the playroom or den—a natural for 
the outdoor patio! 

Do it yourself—it’s great fun with your own special recipes including those flavorful 
extras’ —ice cream just the way you and your guests like it. Here is a new taste 
thrill and health treat for the youngsters, impossible to find in ice cream made in any 
other way. The Silex Handyfreeze makes a success of every picnic, party and bar- 
becue—an ideal companion to the food freezer—eat some, store some! Free recipe 
booklet, includes sherbets and custards MODEL NO. 2234 


17 Ibs.—115 watts—115 volts—60 cycles—AC onl 
' 4 — Retail $32.95 


PARTY SIZE FREEZERS FAMILY SIZE 1-QT. FREEZER 


Similar to copper-trim model, but with white 


Prepares desserts conveniently, quickly! 
enamel! wood tub and blue trim 


Requires only three trays of ice cubes 


White plastic tub and bive trim 
4-QUART PARTY SIZE Includes recipes, ice crushing bag 


17 Ibs.—115 W.—115 V.-60 Cy.—AC only Ibs.-60 W.—115 V.—60 Cy.—AC only 
MODEL NO. 2224 MODEL NO. 2201 


Retail $27.95 Retail $19.95 


6-QUART PARTY SIZE 
20, Ibs.-165 W.—115 V.—60 Cy.—AC only 
MODEL NO. 2226 


Retail $32.95 


Warms 
Re-freshes P Weitelss lear asin’ 
Foods sg Y Controlled! 


SILEX 


Keep buns, bread, waffles, pancakes at serving temperature right at the Now...with a temperature selector that lets you make just the kind of 


table...re-fresh bakery goods, popcorn, potato chips. Warm and serve toast you like. Try it with butter, cheese, cinnamon—any spread. Toast 


n this brand new appliance by Silex. Designed in tune with the current English muffins, open face sandwiches too! Heat contro! adds versatility 
copper and black trend, it adds beauty and distinction to any setting broils steaks, chdps, bacon, hors d oeuvres, bakes TV dinners, frozen 
with which it is used. The removable base unit makes it simple to clean waffles and pancakes. Smart, up to date styling in copper and black 
makes it a must for your own use as well as a perfect gift choice 


3%/, Ibs.-80 W.-—120 V.—AC or DC MODEL NO. 3200 6, Ibs.-800 W.—115 V.~AC only MODEL NO. 1504 


Retail $9.95 Retail $14.95 


The starlight ventilator assures proper moisture control 












Here’s a Traffic Jam 


, ~ youll ike? ~' 
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Imagine being happy in a traffic jam! Yet the traffic any business man likes is 
customer traffic, 

That's the kind of traffic you too, may build. One proved way to up traffic is 
to get squarely behind the good brands you handle. Advertise ‘em, display ‘em, 
promote ‘em. And remember, you're not working alone—the brand that has made 
a name for itself is your partner every dollar of the way. 

FREE! SEND FOR YOUR COPY How to Make the Brand Idea Work for You 
Gives you a cross-country look at the best brand promotion by retailers in all fields. Shows you 


quickly the benefits of brand name retailing, and how to qualify as a Brand Name Retailer 
of the Year 


BRAND NAMES FOUNDATION 


INCORPORATED 
A non-profit educational foundation 


i & FIFTH AVENUE, NEW YORK 16, NEW YORK 








There Is no finish as stain-proof 


as Porcelain Enamel! 




















High on the list of features you can ‘ 
use effectively to sell Porcelain Enam- 





eled appliances is the unexcelled abil- : ° 
ity of this superior finish to withstand : Ex rei ° 
the hazards of normal household serv- . 209USeC it gives ; 
ice. The housewife needn’t fear per- ; eget. ateth taltbaptg 
manent stains from lipstick, fruit juices : obviously greater value, . 
alchohol or other materials when gen- : : 
uine acid-proof Porcelain Enamel is - PORCELAIN ENAMEL : 
the finish of her stove, washer, refriger- 4 ‘ d : 
ator, sink or work-surface. : gains quick customer 
Show your customers that Porcelain En- ; ° 
amel is truly the LIFETIME FINISH! . acceptance. You Sad that your ows = s 
. tomers readily accept Porcelain Enamel be . 
: cause they know from experience its many - 
. virtues. Show them that this finish today . 
THIS LABEL identifies genuine nf is better than ever before! ms 
Porcelain Enamel surfaces on . 
appliances and other products. my °° 


eee eee eee eee eee eee eee eee eet 






PORCELAIN ENAMEL INSTITUTE, INC. 
Associations Building, 1145 Nineteenth St., N.W., Washington 6, D.C. 

(Check items desired } 
Please send me information about: Please send me a free copy of: 
Demonstration Kit “Selling Facts about Porcelain Enamel”’ 
Slide Film “Prove for Yourself ...”’ Bookiet 





"PORCELAIN ENAMEL INSTITUTE, 
sia 













FREE de luxe 





with all 






0744. ne) ah) + 







FOR HOME AND BUSINESS 
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Electresteem is really turning on the heat in Life ¢ Better Homes & Gardens 


* American Home ¢ Sunset ¢ Ebony ¢ Small Homes Guide ¢ Home Modernizing 
© Progressive Farmer ¢ American Motel ¢ Tourist Court Journal ¢ Room Service 


MILLIONS OF PRESOLD PROSPECTS! 


\ 
\ 
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thermostats 


Glectresteem 


PORTABLE ELECTRIC STEAM RADIATORS 


Electresteem Heat Can’‘t be Beat! 
Electresteem sends gentle, uniform, 
steam heat to every corner of the 
room. No hot blasts over “spot” 
areas. No dry heat. Operates 200 
hours without refilling. 


Safe as a Light Bulb! No fumes. No 
flames. No exposed elements. U.L. 
approved, it’s the safest heater you 
can sell. Quietest, too. 


Thrifty? Hoot Mon! Costs less than 
2¢ per hour to operate in most areas. 
Durable all-steel construction, heats 
four times faster than old-fashioned 
cast iron. 


Portable! Good Looking, too! Con- 
venient handle makes it easy to car- 
ry. Finished in oven-baked enamel 
— handsome Ivory or Walnut. Two 
models, 8 and 10-sections. 


7 
| 
: 


a 





ee ee 
> 











SAFE RETAIL 
STEAM HEAT i 3973.0. MODEL 


10-section, $44.95 ; 
—_— NEW! CALROD-TYPE UNIT 
if /, d PX Entirely new this year. Stainless steel Calrod-type Heat- 


f ing Element gives better service, longer! 
’ 
This accurate, low-cost Electresteem 4 DEALERS — DISTRIBUTORS: For the complete story on profitable 
Thermostat Control makes any Electresteem Radiators and Thermostats, send in coupon today, 


space heater fully automatic. Just 
hd © teceeeuatitiaiet FROM ANY oe OF A RE SRN NE ES RS REND RE Sacre tyre 
Regulates room temperature, ELECTRIC STEAM RADIATOR CORP. Dept. EM-2 


saves electricity. WALL PLUG ONE ELECTRIC AVENUE, PARIS, KENTUCKY 


Gentlemen: Please send complete information on the en- 
tire line of Electresteem products. 








NAME 


ADDRESS 
ELECTRIC STEAM RADIATOR CORPORATION 


ITY 
PARIS, KENTUCKY + Subsidiary of Landers, Frary & Clark c core mtAne 
ass cin exe ani eb tee on 0 On on en en es ei 
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it’s Beautifully CHROMED 
I's Fully AUTOMATIC... 


And Priced 
At Only — . ko 
$18.95 ~ 


No, 1578 


It's The NEW 
Tita Coffee-Maker 


4-6 CUP 
Offering ALL these “stand-out” features: 
% Distinctively modern design— 
% Richly gleaming Chrome finish— 
% Light and easy to handle— 


% Offers the MOST automatic features available 
in any electric coffee-maker— 


% Eye-catching Signalite, plus Flavor Control— 
% Fully insulated pump and tube for forceful 
perking— 
% Enticingly priced for volume sales! 
* (Slightly higher in West) 








i) tt bt tt ft ttt tt ELLE EL EOL ELL 


See The Complete “EMPIRE’ Line 
On Display At The 


NATIONAL HOUSEWARES SHOW 


Atlantic City — July 9-13 



















wag ad Specialists in Coffee 
—— Makers for Over a Third 
of a Century— 


; 


The METAL WARE G@orgoration 


200 Fifth Avenue Two RIVERS, WIS. 


New York 


Merchandise Mart 
Chicage 


142 


Recorders and 


NEW PRODUCTS . . « IV Accessories 





V-M Tape Recorder 


V-M Corp., 
280 Park St., 
Benton Harbor, Mich 


Model: 


Celest tape 
750 


recorder 


Selling Features; With a frequency 
response of 40 to 12,000 cps, plus 
or minus 5 dbs, and 5-watt output 
it maximum 24 percent distortion, 
this table tape recorder has a hi-fi 
peaker system composed of two 
35-inch 
12-foot Stere-o 
inatic binaural sound cord; power 
cord patch cord, 


S-inch woofers and a 
tweeter; jack for 


microphone 
reel and empty tape 
reel. Cabinet can store a dozen 
tape reel Available in blonde or 


77-inch tape 


mahogany, it has optional legs in 
black or brass finish to convert unit 
to consolette 

Price: Zone | list is $259.95, less 
ke vs 


TV ACCESSORIES 





JFD Antennas 


JFD Manufacturing Co., Inc., 
6101-16th Ave., 
Brooklyn, 4, N. Y 


Models: ‘Iwo new UHI antennas 
Selling Features: New, all alumi 


num comer reflector model 
UHF410 features permanent rust 
and corrosion — resistance Solid 
aluminum inline dipole creates 
proper wavelength relationships 


with reflector assemblies for maxi 
Entire unit factory a 
sembled, fl.ps to open and mount 
on mast. High front-to-back and 
front-to-side ratios. UHF 4-stack 
Bowtie Model UHF202 features 
super rigid preassembled 


gy 
mum gam 


design 
Incorporats JFD custom channel 
calibrator permitting peaking of re 
sponse on desired UHF channel 
\ccurately spaced and cut phasing 
maximum UHI 
stacking gain ideal for fringe area 
reception 


harness creates 
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TELCO Mast Mount 


Television Hardware Mfg. Co.. 
919 Taylor Ave., 
Rockford, til. 


Device: Telco Ratchet mount TV 
antenna mast mount 

Features: Can be used on anv type 
chimney or similar area where a 
trap is employed; fits all masts of 
} mm. diam.; made of heavy gage 
stecl, double plated to prevent rust 
md comes with 24 ft 
simple to install. Comes with gal 
tainless steel strap 


strappin? 


vanized 


Prices: $4.25 and $5.25 





SWITCH-O-MATIC Antenna 


Telco Electronics Mfg. Co., 
919 Taylor Ave., 
Rockford, Illinois 


Device: New high gain indoor T'\ 
antenna 
Selling Features: Six phase tuning 


ind a slide 
switch on front of 


idjustment. Six phas 
intenna base 
allows viewer more opportunity to 
cancel out standing waves and in 
terference while slide adjustment 
aids in improving antenna circuit 
resonance 


Price: $12.95 


TELCO TV Roll-Around 


Television Hardware Mfg. Co., 
919 Taylor Ave., 
Rockford, tll 


Device: ‘I’clevision caster device 

Features: Provides easily adjusted 
roll-around mount for console ‘T'S 
receivers. Unit, of heavy steel con 
struction, requires setting of ong 
wing nut to fit it beneath nearly ani 
console receiver currently on mat 
ket. Mount of steel channel con 
struction provides ruggedness de 
sired, ball bearing 
“finger tip’’ mobility 


Price: $7.95 


casters 
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“WE SELL 40 REVCO 
FREEZERS AMONTH 


Exclaims Mr. Roy Giovannoni of Better Living Co. 


in Fresno, California. 


“Revco Freezers, unlike most, are more than storage cabinets. They 


are a processing plant of unequaled performance. As food plan oper- 


ators,’ continues Mr. Giovannoni, “we have found Revco’s Faster- 


Freezing Action gives our customers food protection they need?’ 


Mr. Giovannoni is selling between 40 and 50 Revco Freezers a 


month, because, “my customers tell their friends to see me for a 


Revco when they are in the market for a freezer?’ 


Mr. Giovannoni demonstrates Revco’s Faster Freezing Action. 





Mrs. Carl Beyer and Richard Wert. 
“Our Revco sales are 30% ahead of last year” 


Stated Mr. Richard Wert of Reigle 
Appliance Store in Millersburg , Pa. 


“One of the main reasons our Revco sales have 
forged ahead of last year is the simple demon- 
stration that shows our customers Revco’s Faster 
Freezing Action. Revco has been in our store for 
five years and we know it is the best. The eye 
appeal stops our customers, and the larger 
interior and faster freezing action sells them.” 


Sveo 


REFRIGERATION 


SPECIALISTS IN 


a 


| 2 |e a 


Revco Trend-Setting Products 


George Harper and J. D. Bane. 
“We expect 15% of ovr volume to be Revco” 


According to Mr. George Harper of 
Conway Home Supply Co., a new Revco dealer 
in Conway, South Carolina. 


“Although we have only handled the Revco 
Freezer for six months, we foresee that it will 
become a large portion of our sales."’ Mr. Harpe 
continues, ‘because Revco has a complete selec- 
tion of large chest freezers, we can offer our 
customers the size freezer for their needs,” 


Revco District Manager, using the convincing Revco 
consumer demonstration proving (1) Revco Faster 


£ 
| REVCO'S convincing demonstration—Lecil Henderson, 


Freezing Action; (2) Flavor Saving food preserva 


tion; (3) Lower operating costs 
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Only REVCO chest freezers 


=) have these 


selling advantages 


Revco has a complete line of large chest 
freezers in different price ranges. 


Revco can prove the lower cost 
per cubic foot. 


customer demonstration) the fastest 
freezing action in the industry. 


Revco has the advantages of an 
all-aluminum liner with aluminum tubing 
bonded to the liner. 


I 
2 
3 Revco can prove (with a startling 
r 


mail this coupon 





| Please send me facts on how to Sell Freezers at @ Profit 


. REVCO, INC. 
| Deerfield, Michigan 


EM 76 


Please send the full story on the Revco large chest freezer pro 
{ gram. Prove to me...withovt a doubt...that Reveo and only 


1 Revco has a freezer line | can’t afford to be without 


Nome 
Firm Name 


Address 


a 
=< 


State 


PAGE 143 






























DAVE GARROWAY 
Star of the NBC-TV “TODAY” Program, 
7 to 9 AM, New York Time 


ARLENE FRANCIS 
Star of the NBC-TV “HOME” Show, 
11 to 12 Noon 


My 3 INTRODUCTORY 


~ Get these new 
2 New Automatic Toasters 


CHECK THESE 
OUTSTANDING FEATURES 


Sleek, Modern Styling, a 
Toastmaster hallmark, 
characterizes both of these 
new toasters. 
Faster Toasting ... perfect 
every time, but faster. 
Pops up automatically. 
America's Most Compact 
toaster, model 1B21, is 
40% smaller-— yet full-size 
in performance. 
All the Beauty of the 
famous 1B16 Powermatic 
toaster is yours now in the 
new, lever-operated model 
1B22—and at an attrac- 
tive price! 
Only Toastmaster has the 
Superfiex Timer — the 
simplest, most accurate 
timing mechanism ever 
developed to produce per- 
fect toast every time 
light, dark, or in- 
bet ween. 








$1995 


MODEL 1822 


$2300 eer 





STEVE ALLEN 
Star of the NBC-TV 
‘TONIGHT" Show, 
11 PM to 1 AM 

New York Time 





t 
oct Toaster ote / 
* 
) | | { - } grr = ae % : Toaster 
LL LOUES 01 B22 orsg ea 
+ | ee aa 1 B22 me only a any 6 , 
Ge cos Oo 
= ; Pay ‘ , F t Speer’ ch your * asters 
Big-Space National Advertising. 31 ads in 9 leading $23 00) Mastmaster reused) 
P . \e 4 no 
magazines will presell Toastmaster products for wpoice “Bt 
" jece® 
you as never before. of TP 


6 NEW Toastmaster Appliances! 
3 Introductory Special Offers! 


Get these new appliances and extra profit,too! 
See The New Toastmaster Appliances 


At The Housewares Show, Space 406-8-10-12 
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TOASTMASTER APPLIANCES ! 


SPECIAL OFFERS ! 


appliances and EXTR 


2 New Automatic Fry Pans 












MODEL 8A1 
11 inch 


DOMED COVER 
FOR MODEL 
BAI-A2, $3.00 retail 


CHECK THESE OUTSTANDING FEATURES 
Perfect Results: maintains the one right heat for 
every food— every time. 

Square Shaped for large capacity—fries, stews, 
bakes, pan-broils. 








MODEL 8B1 


12 inch DOMED COVER 
5 FOR MODEL 
$249 retail 8B1-A2, $4.00 retail 


immersible right up to the very tip of the handle for 
easy cleaning. 

Signal Light tells when pan is ready. The heat 
selected never varies. 

Sloping Side Walls of pans give increased capacity 
and make turning of food easier while cooking. 
Temperature Chart on handle ranges up to 420° and 
gives proper settings for 17 different foods. 


PRO FIT, {00 | OFFER GOOD OLY WIL AUG. 31 


New Steam and Dry Iron 
New Automatic Grill and Waffle Baker 


CHECK THESE 
OUTSTANDING FEATURES 


Accurate Dial Indicator— 
the heat you set is the heat 
you get — always, 
Converts Instantly from 
dry to steam with the flick 
of a switch. 

Uses Tap Water just as it 
comes from the faucet. 
Easy to Fill and empty; 
has a wide-mouthed port- 
hole. 

Aluminum Reservoir can- 
not rust or corrode, 

Cool Handle is completely 
insulated for ironing 
comfort. 

Stands on Heel and 
steam shuts off, 

















$1 595 aie 
Ofer 
The ideal a % 4 
ea Ui 
675 \#t = Grill 008 nil 
Welle Saker " # D wroman’ hy $16.28 pe 
: de chowe 


MODEL 203 


$3250 retail 





perfect 


Gritt 
CHECK THESE OUTSTANDING FEATURES 

interchangeable Grids are Siltect- Accurate Temperature Control. Per- 
treated to prevent sticking, Flat manent-contact thermostat avoids 
griddies replace grids for frying or "heat lag,” assures perfect results. 
toasting sandwiches, Front Handle supports cover. Gives 
Makes 4 Big Waffles. I waiting. B corennnn grill that is alwaye 
Everyone can enjoy theas together. Drip Spouts drain excess fat from 
Signal Light telle when proper heat griddle plates, Lower waffle grid 
has been reached, when food is has deep rim to limit batter over- 
ready to werve. flow. 


—ualtly tho .—faedlinadier- frakilion 
4 


TOASTMASTER 





cH fylaaneel 


T OASTMASTE is @ registered trademark of Metjraw Hlectr Comm vy, Biggin, Iiinote © 1956 
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ou'll Make Sales History with 
Presto’s New > Moator 
















GREATER 
A COOKING CAPACITY 





One $695 


Control-Master 
Runs this Family 
of Appliances 


With Control-Master detached, appliances 
wash entirely under water, handle and all 





—_ 





REPEAT SALES GUARANTEED 
BY FIRST “ADD-ON” IDEA 
IN SMALL APPLIANCES! 





REMOVABLE 
A GREASE TRAY 


Only Presto dealers can sell at these low prices and make 
full profit, because only Presto has the detachable, inter 
changeable Control-Master 


Once the customer owns a $6.95 Control-Master, she'll 
save up to 40% on each subsequent purchase—on every 
appliance she adds . . . and what woman can resist a bargain like that? 
Feature these traffic-building prices without losing a penny’s mark-up 
Promote the beauty, efficiency, and complete submersibility of all these 
appliances . . . for more sales! 


What's more, Presto backs up these sensational new appliances with an 
introductory package that gives you an EXTRA 11% profit! Write or wire 
your Presto distributor today! 


SPECIAL INTRODUCTORY PACKAGE Control-Masters @$6.95 $20.85 $14.07 


3 

1 $S-34 Fry Pan (9 x 9) 10.95 7.39 
GIVES 1 $$-32 Fry Pan (11 x 11) 12.95 8.74 
you 1 $G-33 Griddle (9 x 15) 14.95 10.09 

1 

1 

1 


Introductory Package Retail * Cost 








Glass Cover for $5-34 Fry Pan 1.85 1.25 

Glass Cover for $$-32 Fry Pan 2.00 1.35 

Beautiful Display Absolutely FREE! | cio Cover for $6.33 Griddle 2.95 1.99 
TOTAL $66.50 $44.88 







An extra 11% for you with this 
Special Introductory Offer special introductory price $39.88 
Meons an EXTRA $5 


profit for you. 


NATIONAL PRESTO INDUSTRIES, INC., 


Your profit $26.62 Eau Claire, Wisconsin 


Makers of Presto Electric Pressure Cookers, Steam 
Irons, Deep Fry Cookers, and Coffee Makers 
mm ee mre eer rr mre mm ee Presto Cookers and Canners. 






"Manufacturer's recommended Retail or Fair Trade Price. Fed. tax incl 
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Summer ls the T 


HAHA A LA 


but room air conditioners are no longer just 


a seasonal product as a growing sales volume 


stretches over a longer selling season 


\m I I ccin 


ce tK rmined to 


ool off this vear, and the result is 
hot il f room air condition 
Nearly all manufacturers agree 


that retail sales in 1956 will exceed 
the 1,700,000 mark. Sales to date, 
iccording to manufacturers, have 


been nothing short of phenomenal 


ind manv have been caught short, 
thus reducing inventories on the 
manufacturer distributor, ind 


dealer level 


Weather seems to be less of a 
factor in les this vear, although it 
natural hy had some effect. De 
pite the fact that few parts of the 
pell ot prolonged 
t weather, the ile of 


onditione my 


nation had early 
] 


10 room all 


in at an early date 
their own 

ittribute 
promotion 


difh 


ord TS 


pecn holding 
ince. Manufactures 
thy té 0d icy ice 


ind th 


ind ha ( 


public memory of 
ulti ncurred through late 
last Cul 


An carl 
; hep 


leader in sale was the 


imp unit 


tised t 1 


74 widely adver 


plug in’ unit. But a 


recent Better Busine Bureau re 

lease in New York Citv declared 
the unit could not be promoted in 
the New York area as an appli 
ince that just plugs mn I his, 


the bulletin said, is because the 
model | till 
quirement of the 
of New York Cits 

The New York City le 
Code that 
conditioner be on a 


branch 


subiect to the re 
Electrical Code 


trical 


require each room ait 
cparate of 

that #12 
#14 wire be used 
onditioners of b_ton 


ipacit ind that a receptacle for 


ippliance circuit 


wire rather than 


ove! 


prov ice d 
Bureau bull 


TOOT! 


grounding he 


The Better Busine 


MERCHANDISING 


JULY, 


the sale 
heaviest in metropolitan areas such 
is New York, it is claimed by 
that thi 
tantialls 
wher 


of this type of unit wa 


SOTINC 
pronouncement has sub 
affected sales. In 


wiring is not a 


areas 
problem 
consumers seem to prefer the larger 
on md = = one-and-one-half —h.p 
units 


Son 
4 h.p 


feel that the 
answer to the 


manufacturers 
unit is the 
problem of an adequate unit for in 
idequate wiring. Others maintain 
that it does not deliver full }? h p 
capacit Ihe fact that it 
is a controversial unit 
Regional Sales, R« ports from thi 
lar West indicate that earh 
iles of air conditioners at 


cason 
deal 

ind distributor level are the most 
mv vear so far. One 
distributor in Los Angel 
his sales of room units 50 percent 
ihead of 1955 by the end of Ma 

Other distributors, too 
dealers mor receptive to stocking a 
full line of instead 
of the token one or two as they have 


CHCOUTALZING ot 


1¢ port 


have found 


alr conditioner 


in the past 


APPLIANCE NEWS 


TRADE REPOR 


iN 


So far, price has held steady in 
southern Califormia—mostly for the 
sound reason that in a hot weather 
market room air conditioners won't 
move at retail at any price while the 
people are comfortable without 
One department 
jumped the season with promotion 
of a 3? h.p. unit at $239 installed, 
but it was too 
effect on the 
ture 


them stor 


early to have any 


summer price struc 
In Arizona, where ( irls scuson re 
tail sales are a big factor in the 
vear's volume, very favorable report 
Movement has re 
shortage im 


level, So 


are coming in 
sulted in a temporar 


ome sizes at distributor 


far, the price structure has 1 
mained stable in’ Phoenix, with 
breaks coming only on some dis 


continued 110-\ 
$149 and $159 

In the other large Var West mat 
ket for air conditioning, the Cen 
tral Valley of ¢ 
1955 in spite 


} lip models at 


ihifornia iles ar 


ot bad bre ih 


up ovel 


in weather that brought rain and 
cold winds during normally-hot and 
humid Ml i\ 


Arizona and Central 
markets, the 74 amp, 7 ton 

taking hold 
sce in these simple units a 


In both the 
Valle 
units are | xperienced 
dealer 
chance for distributors to franchis: 
freely to outlets that will sell them 


im crate 


RETAIL SALES OF 
AIR CONDITIONERS 


1956 





amp room cooler is big new 


JULY + 1956 


i ANAM 


ime to Sell... 


Midwest Report. ‘The } | 


| 
inn thy 
Midwest this vear. It is the most 
popular of all sizes 

a Surprising IMcreas 
l-ton and 2-ton 


who have had a sample of 


There has been 
in demand tor 
units by peopl 
Tavmotit 
cooling and want a unit big cnough 
to work 
Resistance to special rng 

cems to be breaking down. In St 
Louis last year a’small shipment of 
l-ton units was sold out before an 
This year 
bought ft 


thing els up t ton 


units are being 
cle nees 


Ihe Coleman Co., of Wichita 


Kans., feels that two or three room 
coolers in a house prepare ownel 
for central air conditioning, ‘Th 
have engineered a way of installa 
tion and claim that any deal TT 


put ina central system without s; 
cial apparatus and equipment 
Southwest Sales. Sales of ai 


conditioners in the Southwest gen 
crally have lagged badh Weather 
ippears to have been the big factor 


in this area 


In Tlouston howevel Crum 


packer Distubuting Co. reports a 
better season weather-wise than im 
the past three veut Neverthel 


ales are running 20 percent helen 


1955. Dealers are 
cash sales than ever before m th 
rea. Since have 
predominated in the past, it may b 
that a credit 
been T¢ iched 

Good sales comment comes fron 
Oklahoma City where Modern Ay 
pliance 


reporting mar 
credit purchase 


limit in buving h 


Distributors report mom 
over last vear, Heavy rain 
last week of Mav lowed 


Price is not as big a fa 


cTcas 
during the 
down sale: 
tor as in the past two seasons, On 
that he ha 


ing a considerable 


dealer report been mo 
quantity of on 
ton wnits in the $249-$259 cla 
while the $199.95 pecial” is un 
usual, The 74 amp 
outselling th 
bv about to-] 
Cool and wet 
sales in the ‘Tulsa area 


> 
4 ton units are 


ordimary 4} model 


veather ha ved 


In bort Worth lex i uu 
reported as good despite cool, rain 
weather. But |-ton units are mo 
ne ! low i $1799 na 
5159.9 Ihe 74 a 


Hip Wie 
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sE_ _ MHOOTOROL A  .or’s7... 


SELF-SELLING 


J 
=e 


«d i Vode a 
() Exciting, demonstrable new a Amazing new MOTOROLA® 
MOTOROLA, TV that really “Transituner” remote control. 


tunes itselfl Just push a button, channel changes instantly, It’s wireless! It’s all-transistor! Works across the room. Pulls 
silently, perfectly. Sells sets for you! customers in, sells itself, sells TV sets! 


4 
& 


























(} MOTOROLA table radio with ()» More powerful, lighter weight 

Pushbutton On-Off switch that MOTOROLA "‘Roto-Tenna”’ 

glows in dark PLUS famous Motorola Volumatic® Control that Portable Radio! Shatterproof steel case! 7 Transistors give 8 
self-adjusts sound for constant-level listening! times more battery life! Lets customer sell himself! 
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THE LINE WITH 


| FEATURES 











Features that 
will invite your | 
customers to | 4e 


TRY ’EM 


... persuade IN EW _ Ses 


your customers to 


BUY ’EM! 


customers, send them home with purchase in hand! 
Before you buy any line, see Motorola! 


" 





OLA® 
introl. 
Pulls 








See how Motorola “Self-Selling Features” 
can be your top salesmen! Call your dis- 


tributor now for a complete showing! 


AA MOTOROLA 





eight 
er World's Largest Exclusive Electronics Manufacturer e MOTOROLA Color TV! The 
sive 8 automatic traffic builder! New 


circuitry gives better Color and Black-and-White picture! New 
features like Pushbutton On-Off help it sell itself! 
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WHAT MAKES 
THE DIFFER 


PAINTS 


TSBURGH 


GLASS 


A Pittsburgh 


CHEMICALS 


PLATE 


BRUSHES 


Gtass& 


ENCE ? 


NVI 


PLASTICS 


co 





IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 


717+) 12 


FIBER GLASS 


ae. a oe 





, 


It pays to keep up with the times... 










\ Store Front ! 


to 


é. . . 
have a store that’s smart, modern, in 


viting. That's why so many forward- 


looking merchants have decided to 


modernize 


. and to use Pittsburgh 


Store Front Products. When you put a 


new Pittsburgh Open-Vision 


Store 


Front on your appliance store you are 


making an investment that will pay 


off for 
Take this store, Art 


years to come. 


Lewis 


Home 


Appliances, Indiana, Pa. Before mod 


ernization it was just another plac e of 


business—dignified and static. 


But 


after a complete face-lifting with a 


Pittsburgh Open-Vision Store Front, 


it now has 


distinction—is an eye- 


stopper and attention-getter. A num- 


ber of Pittsburgh Products were used 


on this job—Pittco 


Store Front Metal, 


Carrara” Structural Glass, Pittsburgh 
Polished Plate Glass and a Herculite® 


Door with Pittcomatic® Hinge. 


For more information on Pittsburgh 
g 


Store Fronts, just send in the conven- 


lent coupon, We'll be happy to send 


you a free copy of our store front 


booklet 


Pittsburgh Plate Glass Company 
Room 6243, 632 Fort Duquesne Bivd. 
Pittsburgh 22, Pa 


send me a FREE copy of your moderni- 
ration booklet, “How To Give Your 


| 

| 

| 

| 

| 

| 

| 

| Without obligation on my part, please 
| 

Store The Look That Sells.” 
Name 

| Address 

| 

! 





outstripping the 1|-ton t 
1. and the 219 5 price { now 
ing hrm 

In Dalla iles have | } | 
tively good, but price cutting pro 
nounced. The 74 amp line cll 
ing well, but the standard 1|-ton 
models have a slight sales edg 

Some manufacturers report that 
the selling season is lengthening 
With smart merchandising, some 
contend, sale can be go right 
through the summer an nto 
September. Although it a ent 
takes a pe ll of hot weather 
ate a “run” on units, the 
being educated to the need for air 
conditioning and the folly of trving 
to get last minute installation 

With pre-season merchandisin 
techniqu improving acro thie 
country, wise idvance-of-warm 
weather buyers are creating brisk 
business in many areas. When th 
heat really sets in, manufactur 
ind distributors everywhere expect 
iles to soar to new high Inven 
tori ire low 0 Tew expe 
ver at vear end 

Ihe ir conditioning irket 
icross the nation i spotty ice 
but. in general 1 good n \] 
though still basically an “impul 
market, growing acceptance f al 


onditioning i tabilizing th 


Color Price Drops 


R¢ \ Victor 
eivers nationally advert f thie 
f} ‘ S495 . hy 


\ Vi tor pre 


olor t n 


time as low a 
low R¢ 


irc now m ma luct icl 


proe » and 

vill be introduced to t lic in 

July, it was announce: Robert 
\ Seidel R¢ \ CX 

president for 
Seidel 

1 300 


\ ctor 


utor 


onsume! 
revealed this to m than 
representative ot RCA 


prod 


consume! 
from acro the nat Nir 
ountries Overse ho 
met im a closed 
RCA executive it 
last month 


from 17 
convent with 


Miami Bea 


Ihe sessions featured a e' 


of new television and radi ner 


handise to be marketed during 
the coming 12 month n 
both color and_ black-and-white 
television receivers, i A i 
radios, phonograph recor ree 


ord-plavers and high-fidelity m 


vstems 
Ihe color set 
\ ictor 


vision merchandise, 


highlight RCA 
t tel 
hide 


cl igned Col ripk 


s complete new line 
which 
ten newl 
new 


color models ind 25 


ind technically-advancec¢ slack 
ind-white models 


RCA will 


1 stercophoni 


also introdu 


high fidel 
plaver priced under $30( 
half the price of similar equipmen 
now on the market, it 
nounced b Jam M lon 
president and 
RCA Victor radio and “Vict 


yenectial 1 
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He runs them to death 
| to protect your 
service profits 


| ia RCA WHIRLPOOL 

| Factory Specification washer 
replacement spin tubes are 
“torture-tested to eliminate 
service call-backs 


These spin tube assemblies (left) are being run th 
equivalent of ten years home use. They also are sub 
jected to operation with machine-breaking over-siv 
and off-balance loads. The reason? To assure that the 
meet, under every condition, the highest standards of 
precision performance and will provide lasting 
customer satisfaction without costly servicer call bar 


by you 


Remember, whatever the service job, if it’s an 
WHIRLPOOL washer, you are right the Last time if you 
always use Factory Specification Replacement Part 

Others may look the same but none provide the sam 
dependable service, Your authorized nea WHIRLPOO 
distributor or A.PUJ.A, parts jobber has them quickly 
available for all Whirlpool-Seeger home launds 





equipment up to 15> years old. Contact him today 


only Factory 

Specification 

replacement tubes 

are made to original , = 

specifications to fit - = pf 

right, work right, _ gener _— , 
Pierced (not drilled) holes eliminate all surface Factory specification parts have as much as 25% 

last longer burrs and dangling burrs inside. Flange is se- more plating than ‘‘off-brand'’ parts, Look! 
curely attached by “spun over” lip... is not First a good copper coating not just a haze 


loose, noisy or in need of constant adjusting. then a thorough coat of nickel plating that 
And, it provides proper bearing alignment. resists moisture and breakdow 


b 
ag 


is becatise of rust 


service division 
WHIRLPOOL-SEEGER CORPORATION « St. Joseph, Michigan 


cation Parts for RCA WHIRLPOOL Products Meet the Toughest Spe cifications in the Industry 
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PUT ThE BIG 


IN YOUR TY 


New Telechron <a —— 

TV timer "7 Bs Sats Ty on antoly 
advertising 
promotion 


helps you sell 





more T’V sets 


during the 
. TELECHRON TIMERS 


mtr lefe ouny - amtemmotooa ly 


political conventions 


Builds a bigger 





FULL-COLOR, FULL-PAGE eo 
TV market for you SATURDAY EVENING POST adverti: August 11 POST 

ng gor to work for you. Presells the Delivered to your best 

new TV set with the new TV timers customers August f 


TELECHRON 
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NEWS IN TY 
PROMOTIONS 


A SNAP TO DEMONSTRATE... 


set 1 Pick any program, 2 Show customers how 3 Point out clock built 

viewing time timer turns it on, timer regulates kids’ into timer (it’s the 

here automatically. TV viewing. electric brain that 
Customer never Customer sets time operates timer). 
misses sports events, and T'V timer turns Gives accurate elec- 
news, other favorites. off set, automatically. tric time all the time. 


“si 


turn-on 
time here 


GET YOUR FREE MERCHANDISING HELPS 


MERS make sales easy—automatically 
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Aluminum Cooking Utensil Co., Inc., The 


418-420-422 
Aluminum Goods Mig. Co. 445.447.449.451 
Arvin Industries, inc 665.667.669.784 
Asquith Associates 751.753 
Automatic Controls Corp 1604 
Babcock & Proves 625.627 


Bersted Mig. Div., McGraw Electric Co 
523.525-527.529.531 


Bissell Carpet Sweeper Co 503.601 
Block and Co 672.674-676 
Borg Erickson Corp., The 645.647 
Brearley Co., The 316-318-320 
Bridgeport Brass Co 1505-1507 
Burgess Vibrocrafters, inc 801 
Cal Dek Co., The 1714-1716 
Camfield Mig. Co 175.177 
Capitol Products Co., The 1121.1123 
Chelsea Products, Inc 1416-1418 
Chicago Electric Div. of The Silex Co 
444.446 448 
Clark Co., The, J. ® 610-612.614-616 
Clements Mig. Co 1633 


Club Aluminum Products Co 


315-317.319-321 


Comfort Lines, Inc 905-905A 
Cory Corp 514-516-518-520-522.524 
Dazey Corp., The 233.235 
Detecto Scales, inc 102-201.202 
Dominion Electric Corp 467.469.471.473 
Dormeyer Corp 549.551.553.555 
Du Pont de Nemours & Co., Inc., E. | 
1249.1251 
Du-Wal, inc 1421.1423 
Eastern Metal Products Corp 909.911 
Ekeo Products Co 203.204-30 1.302.303 


HOUSEWARES 


In Atlantic City 
July 9 - July 13 


5 ge National Housewares Mfrs. Assn. will observe a golden anniversal 


next month with the largest summer show in its history 


Ihe show will get underway on July 9 in the Atlantic City Auditorium 
\ record number of exhibitors have signed up for the twenty-fifth exhibit 


ponsored by NHMA. ‘The five-day show will attract 579 exhibitors and 
in estimated 10,000 buyers, according to Dolph Zapfel, secretary of 




































NHMA 
Once again this year the Independent Housewares Exhibit will hold it 
emi-annual show in Atlantic City during the same week. Exhibits here 
open on Sunday, July 8 but end on ‘Thursday, July 12. About 190 firms 
ire expected to have exhibits in the Hotel Chelsea. The show will occupy 
more than 30,000 square feet of space 
Electric Steam Radiator Corp 229.23) Marlun Mfg. Co 1012-1014 Silex Co., The 450-452-454 
Enterprise Aluminum Co., The. 206-208-210 Mastercrafters Clock & Radio Co 1116 Son-Chief Electric, Inc 211-213 
Everedy Co., The 668-670 Merit Enterprises, inc 1630-1631 Sperti Faraday inc., Cooper Hewitt 
Meyer & Sons, Inc., W. F 644-646 Electric Div 268-270 
Farber, Inc., 5. W 407-409-411 Monitor Equipment Corp 1420 Steam-O-Matic Corp., The 472 
Foley Mfg. Co 307-309-311 Stern-Brown, Inc 532-534 
Forman Family, Inc 1152-1154 National Food Slicing Machine Co., Inc Superior Electric Products Corp 312 
Fresh'nd-Aire Co., Div. of Cory Corp 1441-1443 Supreme Products Co 1625-1627 
514-516-518-520-522-524 National Presto Industries, ing, 250-252-254 Swing-A-Way Mfg. Co 564-566 
Nicro Steel Products Co., Div. «dt 
General Electric Co., Small Appliance Div Cory Corp 514-516-5¥8-520-522-524 Taylor Instrument Companies 360-362 
282-283-284-38 |-382-383-384-48 1-482 Noma Lites, Inc 745-747-749 Textile Mills Co 228-230 
General Slicing Machine Co., Inc. .731-733 Norris-Thermador Corp 1521-1523 Titan Mfg. Co., inc 1025-1027 
Geuder, Paeschke & Frey Co 253-255 Northern Electric Co 1129-1131 Toastmaster Products Div., McGraw 
NuTone, Inc 141-143-145 Electric Co 406-408-410-412 
Hamilton Beach Co., Div. Scovill Mfg. Co Tricolator Mfg. Co 1108-1110 
1512-1514-1516 Oster Mfg. Co., John 1717-1719-1721 
Hankscraft Co 1620 United States Electric Mfg. Corp 735-737 
Hoover Co., The 572-574-576 Paragon Electric Co 1021 
Peerless Mfg. Corp 269-271 
inland Mfg. Div., General Motors 1623 Phileo Corp A9-Al0 Vollrath Co., The 357-359-361 
Phoenix Table Mat Co 707-709-711 
nen i Gan tn 6 € 8-58 Plastray Corp 1033-1035 Wagner Mig. Co., E.R 468-470 
Portable Electric Tools, inc 1419 Wering Products Corp 272-274-276 
KVP Co., The 322 Proctor Electric Co 702-704-706 Welch Co., W. W 1205 
Ramhes, tne 554 Welmaid Products, Inc 344-346 
KitchenAid Div., The Hobort Mfg. Co Regal Ware, Inc omen. See mee Seem Se... _—— 
575-577 Republic Molding Corp 675-677 Westclox, Div. of General Time Corp. B-55 
Knapp Monarch Co 424 426 428-430 Revere Copper and Bross Inc Westinghouse oo 744-746-748 
Kord Mfg. Co., Inc 1213-1215 506-508-510-512 w 
Rival Mfg. Co 474-476 ooster Rubber Co., The 368-370-372 
Lakeside Mfg., Inc BO4A Robeson-Rochester Industries, Inc 1320 
Landers, Frary, Clark .333-335-337-339-341 Roto-Broil Corp. of Americo.1723-1725-1727 
Lasko Metal Products, Inc 1234-1236 
linery oie Cow tn 1322 Salon Mfg. Co, In 1525 (ELECTRICAL MERCHANDISING, bor ore 
Loral Electronics Corp Al Sessions Clock Co., The 1301-1302-1303 provided by the management of the No 
Lux Clock Mfg. Co., Inc., The 1345 Seth Thomas Clocks B-56 tional Housewares Mfrs. Assn. and has made 
Shetland Co., Inc., The 1316-1318 every effort to include all names of interest 
: to the appliance, electric housewores, radio 
Manning Bowman Div., McGraw Electric Signal Electric Div. of King-Seeley Corp end tlevislen ladvcteies, but taheo 20 re 
Co 523.525-527-529-531 1609-1611 sponsibility for errors or omissions 


7 
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NEW! GENERAL ELECTRIC 






AUTOMATIC VAPORIZER! 


WITH THE FEATURES THAT MEAN SALES... 


* REVOLUTIONARY NEW HEATING UNIT! 


For trouble-free operation! 


* NO SALT NEEDED! 
Uses ordinary tap water. 


¢ STEAMS IN 90 SECONDS! 


¢ 8 FULL HOURS OF STEAM! 
Operates all night without refilling. 


¢ AUTOMATIC SHUTOFF! 


¢ PUSHBUTTON SWITCH! 
No need to disconnect plug. 


* MEDICATION CHAMBER! / 
Easy to fill—easy to clean. * 


* TWO HIGH-FASHION COLORS—PINK OR BLUE! ¥, 
¢ LISTED BY UNDERWRITERS’ LABORATORIES! 
* ONE-YEAR WRITTEN WARRANTY! 


Is your assurance of repair or replacement of any part which proves 
defective in material or workmanship. 


te 


* WARMS BABY BOTTLES, TOO! 







Remove plastic lid and 
warm baby’s bottle to exact 
temperature in just a few 
minutes. A sales clincher! 












Vaporizer comes already 


packed in a 


selling display for counter 


or window. 


* SPECIAL DISPLAY PACK! * 
apo j All set up and rarin’ 4 O5 
to go! Each new G-E REMI 

colorful self- 


*Manufacturer's recommended retail 
and Fair Trade Price 


Automatic Blanket and Fan Department, House- 
wares and Radio Receiver Division, General 
Electric Company, Bridgeport 2, Connecticut. 


SEE YOUR LOCAL DISTRIBUTOR FOR A BIG SPECIAL INTRODUCTORY OFFER 
Progress /s Our Most /mportant Product 





GENERAL @@ ELECTRIC 


























month after month... 


1512 million’ men and women“live by the book” 


...and the book is Better Homes and Gardens! 


4,250,000 DELIVERED COPIES EACH MONTH 


“Living by the Book” is no abstraction! 


It’s always something definite and concrete—to do, to make, to buy. It’s Dad fixing 
a leaky faucet. It’s Mom laying out a rose bed or planning a patio supper for family 
and friends. It’s Sis doing her room over. It’s Junior dreaming 

about the portable outdoor barbecue Dad’s been hinting at. It’s 

a family conference on a combination vacation-uranium hunt 


first seen in the Book! 





of the family turns to Better Homes & Gardens for 
help with today’s tasks, inspiration for tomorrow’s 
plans. That’s why they refer to it, affectionately, as 


“the Book.’ It’s more than a book... 





It’s the spark for the warm friendly fire 


that burns everywhere on America’s hearthstones! 


Isn’t this the way you use it? 


*15,500,000 people read an average issue of BH&G! One-third of the 
123,800,000 people 10 years of age and older in the U. S. read one or more of 


every 12 issues. That’s 44,150,000 people—and over 40% of them are men! 


during the year... 


if, of America reads Better Homes and Gardens! 


Meredith Publishing Company, Des Moines 3S, lowa 
A 12-Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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Mergers, Retrenchments 


Admiral buys Raytheon, CBS-Columbia mulls 
future, others merge as uneasiness continues to grow 


in industry over lagging sales 


In the appliance-radio-TV in 
istry last month there was uneasi 
n it every level of the trade 

For retailers, lagging sales wer 
i matter of concern. For ind 
vendent distributors, increasing 
ompetitive pressures and continu 
ing shuffling of lines posed head 
iche At the manufacturing level 
the industry was undergoing one 
of the most severe ‘“‘shakeouts’’ in 
recent months. ‘There was promis¢ 
of more to come, as a number of 
manufacturers admitted they wer 
tudving their own future in the 
industry 

Here’s a sampling of what was 
happening 

Admiral Corp. acquired for an 
undisclosed figure the television 
ind radio manufacturing division 
if Raytheon Mfg. Co. in Chicago 
lhe announcement was made by 
Ross D. Siragusa, president of Ad 
miral, and Charles F. Adams, Jr., 
resident of Raytheon 

linal approval was given at a 
meeting of Admiral’s board of di 

tor which also voted the regu 
lar 25 cent quarterly dividend 
Siragusa said that the company wa 
financing the transaction with its 
wn capital and added that no 
tock transfer or outside financing 

required 
lhe new icquisition vill be op 


! 

ited as the Belmont division of 

Admiral Corp. Included in th 

rchase are two plants in the Chi 

ca, an inventory of finished 

ion and radio receivers, and 
plant equipment 

Frank Stanton, president of 

umbia Broadcasting System 

Inc., reports that CBS-Columbia is 

onsidering six alternatives in r 

ird to its future: (1) Merger with 

icquisition of other television 


eiver manufacturing Compan 
greater concentration on cer 

tain types of sets such as color and 
nall-secreen black and white port 
ible 3) the acquisition of new 
nodern, efficient facilities; (4) sub 
ntracting a portion of manuta 


turing requirement by having 
hassi manufactured b other 
NM panic 5) halting television 


ceiver manufacturing operation 
together; (6) operating on a min 


num basis until the situation clar 


Crosley-Bendix is reported drop 
ng air conditioners, water heater 
hest-type freezer and waste d 

OSET I hese product have been 


out idk ontractotr { 
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ley-Bendix plans to concentrate on 
their own manufactured products 

Meanwhile, additional detail: 
have been made known with r 
gard to further negotiations and 
irangements on the sale of Cape- 
hart-Farnsworth Company's tclev: 
sion, high fidelity phonograph, and 
home radio business to the Ben 
Gross Corp. Previously announced 
were the sale of the registered 
“Capehart” trademark and certain 
other assets, including the Flora, 
Ind., plants 

It is understood that negotia 
tions just completed indicate that 
the Ben Gross Corp. will assum 
the sale of Capehart’s present in 
ventories, but that Capehart-Farns 
worth’s accounts receivable are r 
tained. It was further indicated 
that all of Capehart-larnsworth’: 
present parts warranty responsibili 
ties in accordance with existing 
stated policies will be carried for 
ward by the Ben Gross Corp 

Amana Refrigeration, Inc., has 
icquired the trade name, all tools 
dies and patents of the Deepfreez 
Appliance Division of the Motor 
Products Corp. which ceased op 
erations March 31 it was an 
nounced by George C. Foerstner 
executive vice president of Amana 

At the same time, Foerstner an 
nounced plans for the establish 
ment of the Deepfreez division 
of Amana, which will produce and 
market “a new, wav-ahead line of 
chest freezers” to complement the 
firm’s current line 

Ace Industries, Chicago screw 


machine company, has merged 
with the Pentron Corp., Chicago 
tape recorder manufacturer Whe 


Ace organization will now operate 
is an integral part of the Pentron 
organization 

John W. Chamberlin, president 
of the Automatic Washer Co., ha 
imnounced that John W. Mac 
Arthur, prominent Chicago in 
vestor ha purchased all of the 
Automatic Washer holdings of 
the Bellanca Aircraft Corp. and of 
Svdnev L. Albert. The price of the 
transaction, which involved 1.1 
million shares, was not disclosed 
MacArthur hare represent a 
controlling interest of Automati 
Washer which ha ipproximateh 

150,000 shares outstanding 

Orley Bros. Co., Inc., Detroit 
freezer manufacturer ha peti 
tioned the circuit court of Wavn 
County to completely dissolve the 
corporation 
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Electrical Appliance 
Manufacturers in England 


Seek 
Exclusive 


Distributors 








e Electric Hair Dryer 
e Vibratory Massager 
e Other Domestic Appliances 





HIGH QUALITY MERCHANDISE 
AT COMPETITIVE PRICES 





We would like to hear from firms who may be interested in 
handling these products on the basis of exclusive distribu- 
tion. Please write giving full information of territory covered, 


PIFCO LIMITED 


Pifco House, Watling Street, Manchester, England 
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NOW ONLY 


HAS 3 BIG, BEAUTIFUL 
TWO-DOORS Plus. an 











@ 7 STEP-UP STORY! 








Step your prospects right up to the two-door class 
the E-Z way, with the brand new Hotpoint EZ12! 


More than just a stripped down Two-Door, the 





EZ12 sells on sight for the price of an ordinary re- 
frigerator 





Make-you-want-to-buy features include a wallop 
ing big 91-lb. capacity Food Freezer, world’s largest 
Dairy-Stor with Butter Bin, Egg Rack, Cheese 
Keeper, Porcelain Vegetable Crispers and all- 
aluminum shelves both in the Refrigerator and in 


the doors 


The only Two-Doors that top the 6EZ12 in cus- 
romer convenience are Hotpoint’'s own Super 
Deluxe models which have additional easy-to- 


demonstrate features such as the Big*Bin, Rollers, 





Gliding Shelves and a choice of Colortones. Get 
all the facts about all three Hotpoint Two-Doors 
from your Hotpoint Distributor—today/ 


EZ Sales! 
E-Z Profits! 
E-Z Step-uPp ... 





‘Step up fo and from the Hotpoint Ez12 TWO-DOOR “eermer® 
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Hotpoint two-dor 


Refrigerator-Freezer 


Hotpoint super DELUXE TWO-dor FEATURES 
ARE EASY TO DEMONSTRATE AND SELL! 


SWING OUT THE BIGeBIN! 


Show your prospects what the Big*Bin will mean to them in day-in, day-out 
convenience. Demonstrate the BigeBin's liquid assets by filling it with bottles, 
And go on to show how the Big*Bin brings vegetables and fruits right out to 
your fingertips! 





MODEL 


Hotpoint sig-sin two-dor | 


Refrigerator-Freezer 


GERI2 
















GLIDE OUT THE SHELVES! 


Show your prospects that Hotpoint 4-way shelves glide out to make every square 
inch of storage space easy to reach. And demonstrate that shelves can be moved 
up or down for even more flexibility in food keeping! 












ROLL OUT THE CABINET! 


The best way to show the convenience of ROLLERS is to let your prospect roll- 
out her own. Explain that this makes decorating possible without a major 
moving job and every day housekeeping is a clean sweep! 


and you have Colortones, Temperature Controlled Butter Bin, 
Juice Rack and many other Super Deluxe features to talk about. 


look to Hotpoint for the finoit-hint! 


RANGES + REFRIGERATORS + AUTOMATIC WASHERS - CLOTHES DRYERS + DISHWASHERS - DISPOSALLS™ + WATER HEATERS + FOOD FREEZERS « AIR CONDITIONERS + CUSTOMLINE 
HOTPOINT CO, (A Division of General Electric Compony) $600 West Taylor Street, Chicago 44, iMinols 
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FOR CASUAL VISITORS answers to questions about new appliances 


NEW SHOWPLACE 
FOR NEW YORK 


Steal the 








o — 
' 
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FOR AN OLDER COUPLE 


answers to questions about a 9-inch TV set 


FOR THE KITCHEN MEN 


PLIANCES 














FOR THE CURIOUS 
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an opportunity to work out problems on the spot 


New York opened its new Coliseum in May and the first big 


show to move in was the International Home Building Exposition 


which occupied all four floors of the Columbus Circle building. 

Most of the pre-show publicity went to the four complete homes 

which were built inside the Coliseum—but the public seemed FOR A YOUNG COUPLE .. . “window shopping” for a new refrigerator 
equally intrigued by the extensive displays of appliances, radio 

and TV. As the pictures show, they “window shopped,” asked 


questions and even rested weary feet at the appliance exhibits. 


FOR THE HOUSEWIFE .. . a chance to plan a new kitchen... 


an opportunity to “see for themselves” . . . FOR THE WEARY .. . a chance to sit down and watch the ball game 
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RCA VICTOR—FIRST CHOICE IN TV— 
Now you can crack all 


FIRST 


07 (0) [64 = 
IN 


TELEVISION 


RCA 
YS sn 


A 4 
Di 


‘SHIS MASTER’S VOICE 











ANNOUNCES TWO GREAT NEW TV LINES 
three big TV markets 


SELL THE “EXTRA SET” AND SPECIALTY MARKET! 


Make sales figures go places with TV that goes places! Sell RCA Victor’s sensational new “Personal” 
(only $125) and high-powered portables (from $129.95) as low-cost “extra sets’”’ with quality perform- 
ance. They let your customers watch TV in any room, on the porch . . . even at the office. RCA Victor 
gives you a big selling edge in TV with built-in convenience, too. There are beautiful new rollarounds 
that glide from room to room ... magnificent new swivel sets with picture and sound that turn together. 


SELL THE REPLACEMENT AND “FIRST SET’’ MARKET! 


Beautiful new TV Originals are ‘‘naturals’’ for selling as the finest replacement or “‘first sets’’ in their 
price range. Just look at the great new advances they bring you to make selling even easier. There's 
the new “‘Living Image’ picture . . . ““High-Sharp-and-Easy”’ tuning . . . more multi-speaker sets than 
ever before . . . three-speaker Panoramic Sound on many Deluxe models. And these beautiful TV 
Originals come in new styles, new shapes, new sizes. So, whatever your customers want in quality TV, 
you can fill the bill with new RCA Victor TV Originals—television’s finest sell-up line! 


SELL THE BIG COLOR TV MARKET! NOW—COLOR EVERY NIGHT! 


This fall, NBC-TV alone will telecast color shows every single night of the week! This increased pro- 





graming, plus new low prices from $495, will have more people than ever before clamoring for RCA 
Victor Big Color TV! What’s more, because RCA Victor offers Color TV’s most complete line 
10 stunning models—you can satisfy your customers’ demand for Color TV in the styles they want! 


Feature RCA Victor T¥V—The First Choice Lines that help boost sales and store traffic! 


Take advantage of this great selling bonus only RCA Victor dealers can enjoy: Over the past ten years 
more people have bought RCA Victor than any other television! What's more, three times as many 
people plan to buy RCA Victor television in preference to any other TV.* 

*Impartial survey conducted by Elmo Roper and Associates Research Agency 


WIRE— PHONE—WRITE YOUR RCA VICTOR DISTRIBUTOR TODAY! 


RCA VICTOR 
Tmks. ® RADIO CORPORATION OF AMERICA #5 WASTERS voce” 


Manufacturer's nationally advertised VHF list prices shown. UHF optional, extra (not available 
in Personal’). All black-and-white sets and some Color sets slightly higher for West and South 


EVERY YEAR MORE PEOPLE BUY RCA VICTOR THAN ANY OTHER TELEVISION! 
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J. R. PAYNE, Maytag service 


Tufenbrun, veteran from Bigaltes, 


c 
manager, right, answers a question from Stan 





JOHN K. DAVID, of Indianapolis, right, was re-elected president of Parts Jobbers 


With him is George Grove, old Speed Queen man 





J. R. CHAPMAN, Whirlpool-Seeger service manager, seated, chats with W 
Thurverburg, St. Joseph, Mo., and Ben Lamberg, St. Louis 








Factory Specification Parts... 


... Gre essential to proper performance of 
complicated machines, Appliance Parts Jobbers 


Association is told 


Why Use Factory Specification 
Parts?” was the subject of an ad 
dress given by J. R. Chapman, 
director of service for Whirlpool 
Seeger before the seven 
teenth annual meeting of the Ap 
pliance Parts Jobbers Association 
[he meeting, held in St. Louis, 
May 9 to 11, saw the reelection of 
John K. David of Indianapolis as 
president of the association 

Chapman, in his address, called 
for the use of factory specification 


Corp., 


parts to insure proper working of 
today’s intricate machines. He con 
tended that the loss of a sale of a 
factory part is of little importance, 
but insisted that manufacturers ar 
first and foremost concerned with 
the satisfactory 
their product 
Many of the repeated failure 
of nationally-advertised appliance 
ire directly 


performance of 


traceable to machines 
erviced with non-factory specifica 
tion parts or careless workman 
hip,” Chapman said. “There are 
no short cuts to quality,” he added 

Chapman concluded his addre 
by saying: “We disdain unaccept 
ible substitutes that create a fest 
ering sore in an otherwis« ple isant 
business 

Rise of the Washer. ‘The meet 
ing also revealed that the position 
of the Parts Jobbers Association 
has grown with the rise of the 
automatic washer, which sold 5.7 
million units in 1955 as compared 
to 2.15 million units in 1946 

It was also pointed out that, 
because an automatic washer takes 
more service than the conventional 
wringer washer, there has been a 
parallel growth in the use of parts 
Ihe association has developed a 
catalogue that contains all parts 
used in the washing machine busi 
ness 

Ihe association has 14 commit 
tees, including the advertising and 
public relations committee headed 
by Leonard Brown, Knoxviile, 
Lenn 

Announced at the St. Louis ses 
sion was the fact that truckloads, 
with a minimum weight of 24,000 
pounds, now carry a class 45 rat 
ing, which is 25 percent lower than 
the class 60 formerly in effect 
This classification has been made 
by the National Classification 
Board of the trucking industry in 
Washington. Parts jobbers will 
save approximately $40,000 an 
nually as a result of this move 

Feature of the session was the 
panel discussion on education on 
which Chapman spoke, together 
with Bob Payne, service manager 
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for Maytag; Jack Trible, of Wash 
ington, D. C.; Ray Jones, of Den 
ver, Colo.; and Al Bernsohn of 
NARDA. Tom Blackburn of E.vr« 
rRICAL MERCHANDISING acted a 
moderator 


Association Briefs 


¢ The Radio-Electronics-Television 
Mfrs. Assn. announces that hun 
dreds of young radio enthusiasts 
shortly will prizes mad 
available as awards to winners in 
the annual nation-wide 
tening contest 





receive 


radio li 
The contest is de 
signed to promote an interest in 
amateur radio with the possibilit 
of inspiring 


young peopl to a 


career in the electronics industr 


eA record 240 commercial ex- 
hibits are expected to be displayed 
Oct. | it the twelfth annual Na 
tional Electronics Conference anc 
ixhibition in Chicago. Information 
ibout NEC exhibit space can b 
obtained by contacting G. J. Argall 
DeVry ‘Technical Institute, 4141 
Belmont Ave., Chicage 41, Il 


¢Chris J. Witting, vice president 
of Westinghouse Electric Corp 
has been elected to the Board of 
Governors of the National Electri 
cal Mfrs. Assn., it has been an 
nounced by Joseph F. Miller, 


managing director. 


¢ The Air Conditioning & Refrig- 
eration Institute board of directors 
has elected Matthew M. Lawle1 
vice president of the Worthington 
Corp., Harrison, N. J., president of 
ARI 


PMA Protests Tax 


A resolution to take 
against the proposed additional ex 
cise tax on tape and wire recorde: 


action 


ind record players was unanimoush 
passed recently at a membership 
meeting of the Phonograph Manu 
facturers Association 

It was pointed out by Joseph 
Dworken, PMA president, that th 
phonograph industry, long harassed 
by small profits, could hardly en 
dure further taxes on its merchan 
dise. Resistance is strong against 
the present 10 per cent tax, he 
said, and an added pinch would 
additional hardships, 
unemployment, and possible com- 
plete annihilation for the small 
manufacturer 


only cause 
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Amana announces 


DEEPFREEZE BACK IN BUSINESS AGAIN 





as new division of 
Amana Refrigeration, Inc. 


Amana Refrigeration, Inc. is very 
pleased to announce the acquisition of 
the tools; name, trade marks, and pat- 
ents; selected equipment; good will 
and other intangible assets—other 
than receivables—of the Deepfreeze 
Appliance Division, Motor Products 
Corporation. 

To the appliance dealers of America, 
this means just one thing — Deepfreeze 
is back in business again! 

Right now, Amana engineers and de- 
signers are busy seeing to it that a 
brand-new, way-ahead, line of Deep- 
freeze chest freezers gets started. It’s 
going to be a typical Amana quality 
line—of truly fine chest freezers carry- 


Deeptre 


Now the Deepfreeze Division of 
Amana Refrigeration, Inc. 


ing the famous Deepfreeze name. 

This new line of Deepfreeze chest 
freezers will be available through 
Amana distributors. And these new 
Deepfreeze chest freezers will be pro- 
duced at Amana, only by Amana, by 
the spanking new Deepfreeze Division 
of Amana Refrigeration, Inc. 

Into each of these outstanding 
“Deepfreeze chest freezers . . . made 
by Amana,” will go the advanced pro- 
duction techniques and traditional 
Amana skill and craftsmanship that 
have made Amana famous as the 
world’s largest manufacturer of food 
freezers. 

The Deepfreeze Division of Amana 


ZE 


Refrigeration, Inc., means a new di 
mension in freezer production. Now 
appliance dealers will be able to obtain, 
through Amana distributors, an out 
standing line of chest models, in addi 
tion to Amana’s already famous 
upright Freezers; Freezer-Plus-Re 
frigerators; Built-In Freezers and Re 
frigerators; Room Air Conditioners and 
Central-System Air Conditioning. 

We strongly believe that this acqui- 
sition of Deepfreeze — and formation of 
the new Deepfreeze Division—will 
contribute to the healthy and vigor- 
ous growth of an Amana already on the 
march. And will mean increased sales 
for Amana distributors and dealers. 





Backed by a Century-Old Tradition 
of Fine Craftsmanship 


Amane — World's largest manufacturer of food freezers— alse produces © Freezer - Plus - Refrigerators * Built-in Freezers and Refrigerators * Room Air Conditioners * Central-System Air Conditioning 


AMANA REFRIGERATION, INC. © AMANA 16, IOWA 
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Heres why your customers want 


HOTPOINT’ EXCLUSIVE NEW SPOT-LESS ACTION 
OUTMODES ALL OTHER DISHWASHING METHODS! 













Skeptical housewives are convinced 
the new Hotpoint Dishwasher gets everything sparkling 
clean, as no other dishwashing method can! 










dishwasher gets dishes cleaner, more spar 






Hotpoint s new electri 
kling, more sanitary than dishes washed any other way Yet you 







just push a button Everything's done for you—even an automatic 






pre-rinse that does away with hand-rinsing 





Two 55-minute Spot-Less washes— with fresh detergent each time 
scrub away every trace of food-soil and film In water that's hotter 
than hands can stand. dishes then get two thorough rinses 







Spot-Less second rinse eliminates spots on glass and silver! A few 
drops of “Rinse-Dry.” a super wetting agent, are automatically in 
jected into this rinse Water spreads so smoothly it can't form drops 








cant dry as spots 






Racks roll out separately for easy loading. hold complete service for 8 
Many families find they hold a full day's dishes. (Upper rack alone 
holds 31 glasses 







‘ Your eyes tell 1s 

Five modern Colortones, Coppertone, white, or satin-chrome finish “te byte you! Spotted glass (left) was rinsed 
in plain water Sparkling glass (right) was rinsed the 

24-inch undercounter models, maple-top mobile models, and 48 new Hotpoint Spot‘Less way. It gleams like new ! 


inch dishwasher-sinks See the new Hotpoint Dishwashers soon’ 










Ranges + Refrigerators » Automatic Washers + Clothes Oryers 
: Customiine + Dishwashers + Disposalis® +» Water Heaters 

My Food Freezers + Air Conditioners 
rman? 





Hotpoint Co Chicago 44 
A Division of General Electric Co. ) 










Every days a holiday with 


Fiotpoint 
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Hotpoint Dishwashers! 





Your best prospective customers realize how im- 
portant Dishwashers have become in making any 
home more enjoyable. They have learned that the 
one Dishwasher outmoding all other dishwashing 


THEY ARE BEING PRE-SOLD BY 


constantly reminding them of Hortpoint’s superior 
Spot « Less Action through dynamic advertisements in 
full color appearing month after month in Better 


THEY ARE BEING PRE-SOLD BY 


the Hotpoint Dishwasher is being regularly spot- 
lighted in unbiased editorial features in leading na- 


THEY ARE BEING PRE-SOLD BY 


the strong desire for Hotpoint Dishwashers is being 
created through word-of-mouth advertising by enthu- 


methods is Hotpoint with its Spot ¢ Less Action. 
And every day more and more of them are being 
convinced that Hotpoint is the Dishwasher to buy 
for dependability and exclusive automatic features! 


POWERFUL ADVERTISING... 


Homes & Gardens . . . House Beautiful . . . Time 
. and Sunset—big, 
convincing ads like the one on the opposite page. 


Living for Young Homemakers . . 


SPECIAL EDITORIALS... 


tional consumer magazines— tangible proof that Hot- 
point’s superiority is widely recognized. 


FRIENDS AND NEIGHBORS... 


siastic Owners who state they would never be with- 
out the advantages of a Hotpoint Dishwasher again 


THEY’RE SOLD ON THE SEPARATE HOTPOINT ROLL-R-RACKS... 


consumer preference surveys just completed at the 
Home Arts Guild in Chicago prove conclusively that 


homemakers prefer Hotpoint Roll-R-Racks 4% 
to 1 over competitors’ pull-out tubs! 


AND THEY’RE SOLD ON HOTPOINT’S CERTIFIED PERFORMANCE.. 


confidence in the Hotpoint name has been earned by 
unfalcering performance in the field, and in impartial 
tests conducted by independent laboratories— 


Learn how Hotpoint not only helps you sell more 
Dishwashers and, in so doing, also helps you sell 
more complete kitchens. Contact your Hotpoint Dis- 


Hotpoint is the only Automatic Dishwasher rec- 
ommended in the last four years by one of the 
leading consumer research organizations! 


tribucor today—and while you're talking to him, be 
sure to get acquainted with the advantages of Hotpoint 
Disposall® food waste disposers. 


New Hotpoint Disposalls 


a Easiest to Install. 


reititt 
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The new Hotpoint Disposalls are the eas 
iest of all to install because plumbers 
-- helped design them Here's why they 
: lt eee ee a i ee ee 


disposer on the market! 


An ordinary screw driver 
are the only tools that are r 
mount the Hotpoint Disposalls secure 


to the sink quickly and easily 


Lower housing, containing drair 
Time eee) Le eee i ee) 


existing drain opening 


Upper housing 

also turns 360 

lower housing, to line 

the dishwasher drair 

up installation of the Hotporr 


all with a pump-drair 4 


.. Easiest to Sell 


The new Hotpoint Disposall 


iest to SELL because of 
_ 


CIAL? L 
teeth are slagqerec 
wellas around fi 

a 
outstanding performa 
teeth fly whee 


all solid nickel alloy 
























1956 





PAGE 167 








Creativity Spurs Economy ... 


... Motorola V. P. tells Pacific Coast Elec- 
trical Assn.; specialty selling, creative merchandising 
of television, refrigerators cited as examples 


Creativity was cited by I KK 
laylor, view pre ident of Motorola 
tir is the vital force behind the 
American economy, in a speech be 
fore the Pacific Coast Electrical 
Association convention held = in 
Las Vegas on May 14 

Spe aking to executives of west 
coast laylor 


powe! COMM Palle ] 


used the television and appliance 


businesses a examples of how er 
ative selling can build new mar 
kets, new jobs, and a new standard 
of living for our countrs 

I clevision 


is now the nation’s 


laylor pointed out 
econd largest 
industry 
Over 40 million sets, consuming 
$451 wullion worth of 


power a yout imc Tow ih use in a 


consumer durable good 


electric 
country that had no set 


in use ten 


veut ivo 


Refrigerator Industry Ihe 
grow th of the r brigee rator mndustr 
laylor as a start 
ling example of what creative sell 


Wil ilso cited by 


mg can 
electri 
troduced at 


wecompli hy 
retrigerator vere Ww 


i time of depre ion 


Yet, through specialty selling and 
creative merchandising sale ot 
electric refrigerator howed steady 
merease year after year while sales 


of other consumer goods fell be 
hind 
Automatic washers, clectric water 


heaters, dishwashers and other ap 


Business Leaders at Forum 


pliance have followed thi pattern 
Now color 
brink of large volume sales 

In the field of utilities creativity 
is particularly well demonstrated 
at the present moment, Taylor said. 
As an example he cited the Com 
monwealth Edison Co, of Ilinois’ 
announcement of a $45 million 
nuclear power plant as an addition 
to its facilities 

Ihrough such creativity and the 
rising standard of living in America 
distributed 
double in the next ten 
laylor asserted at the con 


television is on th 


the power load now 
should 
years, 
vention 


Manual Issued 


A guide for use in planning th 
installation of 
heating equipment and in estimat 
costs ot uch 
equipment has been produced by 
the electric hous heating equip 
ment section of the National Ele 
trical Manufacturers Association 


residential electri 


ing operational 


Phi NEMA electric heating 
manual is designed to assist util 
the dealers, contractors, and di 


tributors, according to Robert | 

Pequignot, chairman of the NEMA 
electric house heating equipment 
ection, Copies are now available at 


5 cents each from NEMA, 155 
! 44th St., New York 17, N. ¥ 








AMONG THE 23 BUSINESS LEADERS who participated in The Chicago Tribune's 
M. Braden 
general sales manager, Chrysler division, Chrysler Corp.; Philip Salisbury, editor 


1956 forum on distribution and advertising were, left to right, 


and publisher, Sales Management magazine; J 


of Tathom-Laird, Inc., 


Kenneth Laird, Jr., president 


ond moderator of the second forum panel; and J. §$ 


Pettersen, director of merchandising, advertising, sales promotion, and dealer 
programs for Norge division, Borg-Warner Corp 
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SCHEDULED 


MEETINGS 





NATIONAL INDEPENDENT 
HOUSEWARES EXHIBIT 
Hotel Chelsea 
Atlantic City, N. J 
July 8-12 


NATIONAL HOUSEWARES & 
HOME APPLIANCE 
MFRS. EXHIBITS 

Auditorium 
Atlantic City, N. J 
July 9-13 


WESTERN SUMMER RADIO. TV 
& APPLIANCE MARKET 

Western Merchandise Mart 

San Francisco, Calif 


July 16-20 


MUSIC MERCHANTS SHOW 
1956 Music Industry Trade Show 
Trade Show Bldg. & Hotel New 


Yorker 
New York City 
July 23-26 


WESTERN ELECTRONIC SHOW 
& CONVENTION 

Civic Auditorium 

San Francisco, Calif 

Aug. 24-26 


NATIONAL ALLIANCE OF 
TELEVISION & ELECTRONIC 
SERVICE ASSOCIATIONS 
Annual Convention 

Chicago, III 
Sept. 14-16 


CANADIAN i.R.E. CONVENTION 
Canadian National Exhibition 
Toronto, Ont 

Oct. 1-3 


CANADIAN ELECTRICAL MFRS. 
ASSN. 


12th Annual Meeting 
Sheraton Brock Hotel 
Niagara Falls, Ont 
Oct. 3-5 


INTERNATIONAL ASSN. OF 
ELECTRICAL LEAGUES 
1956 Conference 
Sheraton-Cadillac Hotel 
Detroit, Mich 
Oct. 3-6 


Canada Meet Held 


John D, Campbell was elected 
president of the Radio-Electronics 
l'elevision Manufacturers Associa 
tion of Canada at the 27th annual 
meeting of the association last 
month 

Campbell is general manager of 
the consumer products group of th« 
Canadian Westinghouse Co. Ltd 
in Hamilton, Ont. He takes office 
as president of the trade associa 
tion which represents the $500-mil 
lion-a-vear Canadian electronics in 
dustry at a time when the industr 
is growing at three times the expan 
sion rate of gross national product 


Surveys Mailed 


Some 15,000 surveys have been 
distributed to appliance dealers in 
all parts of the country by the 
National Appliance & Radio-TV 
Dealers Association to learn what 
the dealers really think about 
builder sales policies as they are 


JULY, 


AIR CONDITIONING & 
REFRIGERATION INSTITUTE 
Board of Directors Meeting 
Grand Hotel, Pt. Clear, Alc 
Oct. 22-23 


AIR CONDITIONING &@ 
REFRIGERATION INSTITUTE 
Product-Section Meeting 
New Orleans, La 
Oct 24 26 


NATIONAL ASSN. OF 
ELECTRICAL DISTRIBUTORS 
Board of Governors’ Fall Meeting 

Grand Hotel, Pt. Clear, Ala 


Oct. 28-31 
AMERICAN HOME LAUNDRY 
MFRS. ASSN. 


10th National Home Lound 
Conference 

Conrad Hilton Hotel 

Chicago, Ili 


Nov 1-2 
1956 HIGH FIDELITY SHOW 
Palmer House 
Chicago, Ill 
Nov 2-5 
NATIONAL ELECTRICAL 
MFRS. ASSN. 
Annual Meeting 


Traymore Hotel 
Atlantic City, N. J 
Nov 12-16 


REFRIGERATION SERVICE 
ENGINEERS SOC. 


Annual Convention 
Kansas City, M 
Nov. 15-18 


AMER. SOC. OF 
REFRIGERATING ENGINEERS 
Semi-Annual Meeting 
Boston, Mas: 
Nov. 25-28 


NAT. WARM AIR HEATING & 
AIR CONDITIONING ASSN. 

Annual Convention 

Conrad Hilton Hotel 

Chicago, III 

Nov. 27-30 


practiced today and also whether 
dealers need relief under the pres 
ent labor program for im-warranty 
appliances and, if so, what sort, 
NARDA president Don Gabbert 
announced. 

The surveys were prepared for 
the association by Leo Shapiro, 
survey expert, and were distributed 
both with the NARDA News of 
May 28 and to a separate mass 
mailing of non-members 

Findings of these studies will be 
turned over to NARDA’'s manu 
facturer relations commiutt for 
presentation to manufactur 


Trends Discussed 


G. Rogers Porter, 
marketing counselor for Woman's 
Home Companion, addressed the 
St. Louis Electrical Board of ‘Trade 
on May 22. 

Porter discussed changing trends 
in consumer buying and the need 
for a re-evaluation of present sell 
ing techniques. 


equipment 
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New NORGE Wheel of Fortune 
Promotion Spinning Your Way! 


—... 


4 Everybody Wins with Ni ORGE = ee 


len, 
ea 








— 


= — 
— ——— 


IT’S TOUGHER THAN 
EVER SELLING AGAINST 
NORGE IN '56 


NORGE SALES CORPORATION, Subsidiary of Sorg-Warner Corporation, Merchandise Mart Plazo, Chicago 54, Mt 
Canada: Addison's Ltd., Toronto. Export Seles: Borg-Warner International, Chicago 3, IMinois. 
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GOOD ENOUGH 


eee a managing editor's philosophy 


Bob Armstrong uses his 5B pencil like a mule 
skinner uses his whip. He’s ELECTRICAL 
MERCHANDISING’S Managing Editor. He believes 
every feature in his publication must offer some- 
thing useful for its readers, In editing copy he 
asks a lot of probing, sometimes embarrassing 
questions. He makes sure readers’ questions are 
answered before they are ever asked. 


Every feature and article that goes into an issue 
goes under Bob’s pencil. He’s a tough task- 
master. Articles are often revised two or three 
times. Sometimes he sends a story back with 
“See if you can’t get the main idea across in a 
picture sequence so that the man who doesn’t 
have time to read the whole story will at least 
know what we’re trying to say.” More often it 
goes back with, “Get the facts... more of them 
... dig.” His left-handed scrawl can be incisive. 


Bob is a positive guy. Perhaps he became this 
way as a Purple Heart Paratroop platoon leader 
in New Guinea. He gets down to earth in a 
hurry. 


He summarizes his attitude with, “Remember, 
you're writing for guys who are in business. 
They can’t tell whether the promotion we de- 
scribe is any good for them unless they get all 
of the facts—how much it cost, how long it ran, 
what it returned and what kind of a market it 
was used in. Our readers can’t tell if one dealer’s 
method of paying salesmen will work in their 
shop unless they know how that method com- 
pares with their own operation.” This philoso- 
phy insures a flow of useful “how-to-sell” stories. 


One of his jobs is to ride herd on the field edi- 


Klectrical 


tors. He makes them come up with some real 
answers. When they do, it isn’t accidental, for 
they know their stuff too, When Bob Armstrong 
makes an assignment the editorial team has the 
contacts and the ability to do a real job. Yet 
sometimes when readers write complimentary 
notes Bob isn’t sure the accolade is deserved. 
He always wants something better . . . some- 
thing more significant, 


But Bob is more than a chair-borne Managing 
Editor. At times he acts as a marketing counsel- 
lor to dealers and manufacturers. He knows top 
retailers and distributors well and works with 
them often. This phase of his work is reflected 
in “The East” the monthly column on business 
conditions. And, like other staffers, Bob can be 
his own reporter and photographer. He started 
as News Editor and later, before his present 
job, served as Associate Editor, All of this back- 
ground and experience doesn’t go to waste. Bob 
is still a writing editor. 


Bob Armstrong and the other ELECTRICAL 
MERCHANDISING Editors put a lot into each 
issue. Dealers and distributors get a lot out of 
it... that’s why it is so effective as an advertis- 
ing medium. 


Dealers find ELECTRICAL MERCHANDISING to be 
their most useful publication for sales ideas. 
They are twice as likely to pick up ELECTRICAL 
MERCHANDISING purposely to read the ads than 
the field’s second publication. The lesson is clear. 
Use ELECTRICAL MERCHANDISING regularly to 
advertise your line. Your advertising dollar in 
ELECTRICAL MERCHANDISING will go a lot fur- 
ther toward building sales and cutting costs. 


Merchandising 


alone wil! cover the market alone 
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“A Better Tomorrow Through Research Today” 


is predicted 


R. K. Pequignot of the electric 
heating section, National 
Klectrical Manufacturers Assn., an 
nounced recently in New York 
City that the 
1 national promotion program to 
peed public acceptance of electri 
ity as a sole means of heat. ‘he 
ection comprises 19 of — the 
leading 


house 


section will launch 





s 


A VISTA at the recently-dedicated 330-acre, 25-building General Motors Tech 
nical Center neor Detroit include the administration and studio buildings of 
GM Styling at the 


electric house 
heating equipment makers 

‘Llectricity already is being used 

as the sole means of heat in more 

than 300,000 American homes and 

ve expect this to go to 3 million 

1966,” Pequignot said 

here is hardly an area in the 

entire U. § 


pac heating is not pra tical to 


nation § 


outh end of an artificial lake 


home 7 by 
where clectric 


day 
Speaks for Section. Speaking for 
the recently organized NEMA se 

tion, Pequignot added 
As the 


rrades his 


American consumer up 
standard of liv 
ing, he is going to demand better 
vavs to heat his Electric 
heating is the next logical step 
W hy should he kee p a furnace in 


his house 


whol 
home 
when he can save fus 


having his fuel 
burned for him at an_ clectri 


md muss bi 


powcl plant mile wa 
With electri 


tinued each room of the 


heating,” he con 


hou ( 





has its own separate heating sys 

tem and its own thermostat. ‘This 
GENERAL MOTORS STYLING is where product showmanship begins. At the lets the family keep some rooms 
right 3 caled down model of the 1956 Motoramoa stage and ‘dream’ car warmer than others, if it likes 
disploy area. In center foreground is a model of a five-car display turntable for without affecting the rest of the 
the Motorama. Left is a model of a GM Aerotrain coach, and at the rear house Space is saved, too. Since 
designe: fiscu a small-scale model of Frigidaire 1956 Kitchen of Tomorrow 


the electric heating units are in 
talled on the walls, ceilings, or as 


baseboard the do not 


re quire 





A STUDY IN MODERN ARCHITECTURE is the Manufacturing Development 
Building of the GM Technical Center in Detroit 


struction with the standardized rectangular pattern 


Visible is its curtain wall con enables stylists and designers to 


in natural lighting 
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Electric Heating Pushed 


NEMA section launches campaign to popularize 
heating by electricity: 1966 total of 3 million homes 


ducts, chimneys 
rooms, or tanks.” 

No Cost Rise. As for the cost 
of electricity for heating a home, 
it was pointed out that, while the 
price of some other fuels has mor 
than doubled in the past ten years 
electricity costs about the sam« per 
unit, and in many areas actually 
has gone down. 

“In reality,” say the 


pipes, tor ig 


NEMA 


clectric house heating manufac 
turers, “going from oil or gas to 


electricity as a fuel, is less of a 
step to make than the one that 
was taken when the people began 
to step up from other fuels to 


ous 
gas. 


Electric Week Set 


National Electrical Week, pro 
moted this year for the first time 
as an all-industry event, will be 
observed in 1957 from February 10 
to 16, according to an announce 
ment by M. E. Skinner, chairman 
of the National Electrical Week 
committee, Skinner is vice presi 
dent of the Union Electric Co. of 
Missouri 


Book Sparks Ideas 


[he Live Better 


campaign has been 


Electrical 
timulated b 
the publication of an attractive 
booklet entitled “New Step-b Step 
Ideas to H Ip You Live Better Kl 
tricall Designed for distribution 
to consumers, the book purpose 1s 
to stimulate them with provocativ. 
suggestions on uses for electricity in 
the homes 





THE COLOR STUDIO which GM Styling maintains at the Technical Center 


view thousands of color ‘‘chips’’ and fabrics 
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The Wynnwood 
Model 24C603 


Mahogany or Blonde finish. 


YOUR TV SALES WITH 


STLVAN IA 





























QUICK SALES FOR YOU WITH 


veW “NIAGIC TOUCH” TUNING 


The revolutionary finger-tip tuning your customers have 
been waiting for. Now you can give them the easiest, most 
precision tuning ever. Just a touch and you change 1, 2 or 
3 channels instantly. Magic Touch volume control, too! 

















YOUR CUSTOMERS WILL ASK TO SEE 








=] MAGIC POWER ~- 
REMOTE CONTROL => 


For the first time you can demonstrate 
real “Magic Power” when it comes to 
easy tuning. A sure-fire “Sell-Up”, the 
“Magic Power” will select any channel 
with a single touch of the finger-tip . . . 
in either direction . . . automatically! 
The sale is a sure thing when you show 
them the Remote Control attachment 
for ““Magic Power” too. Cash in on this 
Sylvania exclusive! 
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SYLVANIA HALOLIGHT 
AND CABINET-OF-LIGHT 


MAGIC FOR YOUR EYES—MAGIC FOR YOUR SALES 


Side-by-side comparison with ordinary TV sells By tvenie' s 
principle of “surround light” on sight... TRY 





PAGE 





NOW! MORE CUSTOMER 
THAN ANY 


NEW LOW PRICES ON 


HALOLIGHT AND MORE 
CABINET-OF-LIGHT 


MODELS FROM WHICH CUSTOMERS CAN CHOOSE! 


Whatever style or price they want—Sylvania has it! For top per- 
formance, tops in viewing you can be sure there’s a model that 
will appeal to everyone which means faster sales, surer profits. 
Both Halolight and “Cabinet-of-Light” models at every price 
range. 


The Lyndale 


Model 21T303 
Mahogany or Blonde finish. 








ONLY SYLVANIA GIVES YOU THE EXCLUSIVE 


“CONTACT FILTER” 


Everyone will be excited about the difference the Sylvania “Con- 
tact Filter” makes in viewing . . . even during demonstrations in 
brightly lighted showrooms! You can see the difference instantly 
and so will your prospect when it comes to deciding which one to 
buy. The “Contact Filter” fits snugly over the picture tube and 
climinates the necessity of misty ordinary filter glass. Gives top 
TV picture contrast your customers want. 





YOUR BEST PROSPECTS WILL BE AMAZED WITH BALANCED 


DUAL-SPEAKER HI-FI SOUND 


When you sell Sylvania you sell the finest! Here’s true High 
Fidelity you can count on to make the difference when it comes 
to signing the order. Big, perfectly matched “Hi” and “Lo” speak- 
ers (front mounted) designed for outstanding sound reproduction. 
A real Sylvania sales advantage for you. 











The Provincial 
Model 21C605 


Mahogany wood veneer or 





PAGE 1728 JULY, 1956—ELECTRICAL MERCHANDISING 





SALES FEATURES 
OTHER TV LINE! 


POWERFUL 


You'll be proud of the demonstration of Sylvania TV you make 
anywhere . . . even in critical “fringe” areas. No need to worry 
about weak signals or snow. The new “Customatic 33” is super- 
powered for the best performance and con- 

( ROD sumer satisfaction. Easy to service. More 





Sylvania profits for you! 


YOU'LL BE PROUD TO SHOW THE 


NEW SYLVANIA STYLING 
AND “GLAMOUR-STANDS" 


ON YOUR FLOOR! 


Here’s the “clean-line” look in 
TV styling that will appeal to 
every customer and mean a sale 
in homes that want beauty as 
well as performance. There's a 
big choice of 20 in all. . . swivel 
consoles, table models, new 
swivel bases and the exciting 
new Sylvania Glamour-stands 
that will roll around anywhere. 
A real spark for table model 
sales these brass-finish beauties 
The Coventry are a Sylvania exclusive. 
Model 21T110 





REMOVABLE FRONT GLASS 


FOR EASY CLEANING 


Just show them how easy it is to keep the screen dust-free and 

they’ll be glad you recommended Sylvania for 1957. For bigger, 

better and oh-so-easy sales take advantage of every Sylvania sales 
Feature. You'll find the Sylvania “Magic 
Touch” line for ’57 almost sells itself. 











| The Parkridge \ 
Mahogany or Blonde finish. Nando] 94T201 
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“CUSTOMATIC 33”’ CHASSIS 


SELLS “PERFECT-PICTURE” PERFORMANCE FOR YOU! 


HERE’S A FEATURE THAT EVERY WOMAN WANTS 
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it’s LIGHTER!... 





Brighten your TV Sales Picture With 
The New 


' Sylvania Portable Ti 











Model 


14P201 
“FIESTA” 


MORE COMPACT... 
OUTPERFORMS THEM ALL! 


It’s the “big-screen” portable TV your customers have been 
waiting for! Now, for the first time you can demonstrate per- 
fect picture performance i in daylight or out-of-doors; the new 
special filter lets you sell on sight! 


There's penny af of profit in the portable TV market that you'll 
be missing un ou show your prospects this most-advanced 
of all portables. Weighing only 28 pounds the new “Fiesta” is 
the lightest, most compact 14 inch (measured diagonally) 
Television set on the market today. 


Ideal as a second-set or all-around-the-house, your Sylvania 
customers will know it is the best for them. T hey can have their 
choice of colors to match any decor as well, so make sure you 
have them all and cash in on this rapidly growing market with 
the world’s most rapidly selling line of TV ... SYLVANIA. 


CALL YOUR SYLVANIA DISTRIBUTOR NOW FOR COM. 
PLETE DETAILS ON THE BIG NEW 1957 LINE OF 
SYLVANIA TV. HE HAS EVERYTHING YOU WILL NEED 
TO ADD THE “MAGIC TOUCH” TO YOUR TV SALES. 


FOR THE “MAGIC TOUCH” IN TV ATTEND YOUR LOCAL 


> ie ee 
= 


SYLVANIA DISTRIBUTOR’'S MEETING THIS MONTH! 


— - 
ee? Far 
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ELECTRICAL 


Mother’s Little Helper 








JOHN OSTER Mother and Daughter mannequin display helps promote sales of 
Osterizers. Featured is a combination offer of the DeLuxe Osterizer and a 
workable battery-operated Junior Osterizer, both at the price of the deluxe model 


Soviet TV Studied 


Fifteen stations, 2,600,000 sets foreseen by 
end of year; 40 new stations scheduled in next Five- 


Year Plan; no network TV 


According to a survey article pub 
lished last December in the Sovict 
trade newspaper Trud, the general 
state of Russian ‘TV can be ascer 
tained, McGraw-Hill World News 
reports 

As of the end of 1955, Russia 
operated six large I'V stations lo 
cated in urban centers: Moscow 
Leningrad, Kiev, Riga, Kharkov 
ind Tallin. In addition to these, 
three stations were scheduled to be 
gin operations in January; Baku, 
Minsk, and Rostov 

According to more recent reports, 
the TV station at Rostov has be 
gun its telecasts and the station in 
Minsk is almost completed, In De- 
ember, 1955, construction of TV 
tations in six additional cities was 
being undertaken. Thus, it may be 
assumed that, in 1956, Russia will 
be operating 15 ‘T'V stations. 

During the sixth Five-Year Plan, 
1956-60, it is proposed that about 
10 new TV stations will be con 
tructed. These will be constructed 
in major urban centers in the capi- 
tals of the union republics and in 
the resort towns of Sochi and Yaita 

In addition to the TV stations 
operated by the Soviet state radio 
broadcasting authorities, there are 
known to be seven amateur stations. 
These amateur stations do local 
broadcasts and are operated by ama- 
teur radio clubs in the respective 
cities 


Largest TV Station. The Mos 
cow 'I'V station operates what the 
Russians call the largest T'V station, 
It operates on one channel and is 
doing broadcasts from theaters, lo 
cal clubs, and from three TV stu 
dios. At the present time, the 
Moscow tclevision center is being 
enlarged, 

Bv the end of 1956, the Moscow 
I'V station will begin operating on 
a two-program basis and by 1958 
it is contemplated that a third pro 
gram will be added, which will b« 
in full color (probably compatible) 

Russia has no TV networks in 
existence except one cable link from 
Moscow to Kalinin on the Volga 
River some 100 miles away. The 
Kalinin station is viewed as a Mos 
cow hook up and not as a separate 
station 

As of 1954, the Soviet Union had 
some 1,000,000 TV sets. In 1955, 
some 600,000 sets were produced, 
and it is planned in 1956 to pro- 
duce 1,000,000 sets. All sets have 
small screens and use circular tubes. 

In addition to the home receiv- 
ers, the Russians operate only one 
closed circuit TV movie theater, 
which is located in Moscow. 

Radio Moscow, English broad 
cast, March 19, proudly announced 
that the broadcast made bv the 
British ambassador to the Soviet 
Union was seen by three million 
viewers. 
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Radio Sales Soar 


Radio set sales so far in 1956 are 
higher than in 1955, when 14 mil- 
lion sets were sold in the peak 
sales year since 1948, John Karol, 
vice president in charge of network 
sales, CBS Radio, said in an ad 
dress recently before the Advertis 
ing Club of Hartford, Conn. 

“| believe this record-setting will 
continue,” Karol added, pointing 
out that every major manufacturer 
is now producing transistor sets at 
the rate of $2 million a month. He 
predicted that “as radio is with 
more and more people, in an casicl 
to-use size, it will command even 
more attention than it does now.” 


Tour Plans Set 


Convention-goers are tourists as 
well, and complete plans have been 
made for visitors to the 1956 Music 
Industry ‘Trade Show and Conven 
tion, headquartered in the Hotel 
New Yorker, July 23-26, to enjoy 
this aspect of their stay in New 
York City. 

William R. Gard, executive sec 
retary of the National Association 
of Music Merchants, sponsor of 
the music market, has announced 
details of tours and the traditional 
ladies’ tea and reception 

Leon V. Armmold, New York 
travel consultant, has been engaged 
to aid NAMM convention visitors 
in secing New York. The tour and 
ticket booth will be located in the 
registration arca in the mezzanine 
of the Hotel New Yorker 

A gala “night at Maxim's” prom 
ises to be the grand climax of the 
show on Thursday, July 26. This 
banquet in the French manner will 
be held in the grand ballroom of 
the Waldorf-Astoria Hotel on Park 


Avenuc 


Directors Added 


Directors of the National House 
wares Manufacturers Association 
have increased their number from 
nine to twelve for the purpose of 
giving broader and more diversified 
representation to the various seg 
ments which go to make up the 
housewares industry, according to 
Dolph Zapfel, secretary. 

The three new directors elected 
at the annual meeting of the board 
of directors in Chicage are: G. C. 
Kubitz, general sales manager, 
Aluminum Goods Mfg. Co., Man 
itowoc, Wisc., for a_ three-year 
term; J. M. Bredfeld, general mana- 
ger, Corning Glass Works, Corn 
ing, N. Y., for a two-year term; 
and J. M. Jayne, executive vice 
president, the Plas-Tex Corp., Los 
Angeles, Calif., for a one-year term 
of office 

The NHMA membership re- 
cently voted to amend the by-laws 
to permit the increase in number 
of directors. 


Moving Ads 


This film sequence is part of a 
series of syndicated film strips avail 
able to dealers for use as advertise 
ments on theater screens. ‘The films 
are produced by Alexander Film 
Co., Colorado Springs, Colo. ; 





at x ‘ oe 


SCENE 1: Legend tells us that woffles 


were first innovated 





SCENE 2: When an armor-clad 
knight came into the kitchen and, un 
knowingly, sat smack down on a 
plate of hotcakes 





leaving the imprint of 
his chain mail solidly in the cakes 





SCENE 4: Today, electric waffle irons 
give you a quick, delicious meal 





WE NEED YOUR HELP 


ELECTRICAL MERCHANDISING 
is bringing its list of manufac- 
turers’ representatives up-to- 
date as an industry service. 
Agents wishing to be listed must 
give us the needed information 
for classification purposes. 

A questionnaire for this pur- 
pose is available and can be ob- 
tained by writing to ELECTRICAL 
MERCHANDISING, 330 W. 42nd 
Street, New York 36,N. Y. Those 
wishing to appear on the list 
are urged to take care of this 
ot once, 
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These five men did the talking 








DISTRIBUTOR . . . Marvin 








Joyner BANKER ... Howard J. Bozarth 





Forty dealers listened, then asked questions 





REGISTRATION began at 9 a.m. at the entrance | COFFEE HOUR preceded the panel and gave deal- A SLIDE projector, operated by Modern’s 
to the hotel’s main ballroom where dealers were ers a chance to meet and greet old friends before sales manager, John Allen, was used to 
given their name tags and comprehensive copies jthey got down to the business of listening and illustrate points made by the speaker 


of the day's program ‘earning. and to show Oklahoma's sales figures. 


It added up to an informative day for dealers who went 
home with ideas on how fo create more sales. They also 
discussed their own problems and learned from each 
other's experiences. This is what happens when Modern 
Distributors sponsors a... 


DEALER PANEL 
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ELECTRICAL 


DEALER . . . Al Robertson 





AN ATTENTIVE group of dealers paid close attention to the speakers before firing 
away with questions aimed at helping them to move more appliances, 


Send out invitations to 40 deal 
get them together to hear a 
listributor, a banker, a manufac 
turers representative ind a success 


ful retailer, give them lunch and 


ou’ve got yourself a dealer panel 
uch as Modern Appliance Distrib 
utors of Oklahoma City held re 
enti 

It’s all part of Modern’s program 
to keep dealers informed of market 
onditions and of methods to in 

ise the flow of ippliance to the 
on ner—at a reasonabl proht, 

Marvin Joyner, vice-president of 


Modern, told dealers quite frankly 
that hi 


( 


Dusine ce pe nds on their 


‘Any way we can help you, we 
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will. But you (the dealers) must 
know your market and know your 
trength. If 500 refrigerators ar 
being sold each year in your town 
ind you are one of four dealers but 
ire selling only 10 percent of thes 
refrigerators, then you are not do 
ing a good job especially if you 
onsider yourself one of the better 
dealers,” he pointed out 

lo illustrate his 
used slides to show how many ap 


point, Joyner 
pliances were being sold in variou 
Oklahoma counties. He stressed 
that these figure compiled by 
NARDA, were available to all deal 
cI Ihe 


ivailable 


distributor, he said, } 
to help dealers analyze 
these figures in the light of cach 
individual’s capabilities 


1956 


MANUFACTURER . . . Jack Peterson 


Wp \ 


DURING LUNCH, the 40 dealers who attended the panel had an opportunity to dis 
cuss business matters among themselves before the afternoon session 


“We can help you, but unless 
you know your own strength and 
vhat you are capable of im your 
market, we can't assist you prop 
erly in a merchandising program, 


he added, 


Suggestions Offered 


Harry Price, successful Norfolk 
Va., dealer, offered a few pointers 

1. Before you do anything else, 
know what you want out of your 
business. Develop a philosophy and 
then stay with it 

2. Have 
hip with your supplier and let him 


a good, close relation 
help you with your problem 

3. Don’t buy any more merchan 
dise than you can afford. Be honest 











ind be able to discuss frankly all 
financial problems with your 
banker. After all, if you expect him 
to handle 
know a lot about your business 

4. Ilave a basic plan, Set a 
month goal ind work to achieve 
it 


your paper, he needs to 


5. Advertise and promote tre 
quently, Use manufacturers’ sale 
id Plenty of expert work went 
into them. Analyze your past sale 
to determine the best way for you 
to advertise and promote 

6. Be sur 
ervice and have a proper setup for 
handling of trade-in 


you ofter adequate 


And remem 
ber, you don’t get a customer 
business by giving 


Make it pay for you 


awa service 


MORE> 
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CHASSIS——heavy steel and welded 
one piece rigid unit, all porcelain 
rust -free 








ed a 
GRIDDLE ON—another top.of-the 


range facility for tastily preparing 
quick meols 


It's great to be an Enterprise Dealer... 
with the new '56 Enterprise Ranges 


to sell ! 





This is it Mr. Dealer/ 
value and more qualit 








SIMPLEX-SIMMER TOP BURNERS— 
provide many cooking speeds from 
fast boil to keep warm 





GRIDDLE OF provides a giant 
sized fifth burner thot expedites 
meal preparation 


There is more profit, 


y in Enterprise Ranges ! 





more 





HI-BROILER—convenient swing-out 
position provides efficient broiling 
nd baking simultaneously 





LO-BROILER—additional broiling 
facilities for those unexpected 
gvests. Another Enterprise extra 











NASHVILLE 
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——_—"" PHILLIPS & BUTTORFF MFG. CO. 


TENNESSEE 








7. Run your own business. Don’t 
let your competition run it for you. 

8. Plan your manpower needs 
carefully. It’s better to have a few 
good salesmen than a lot of medi- 
ocre ones. 

9. Be surc you arrange for prod 
uct training. ‘Ihe more your sales 
staff knows about your products, 
the better qualified they are to sell 
them. 


Think About Promotions 


Jack Peterson, director of mer 
chandising for Norge, spoke at the 
luncheon portion of the meeting. 
He urged dealers to think more 
about promotions in their business. 

“Ask yourselves each day: “What 
events do | have planned for today 
that will help create sales’?” 

He suggested several questions 
they could ponder: 

1, Will the promotion create ex 
citement? 

2. Will it create traffic? 

3. Is it intelligent? 

4. Is there a market for my pro 
motion? 

5. What are my distributor's 
plans? Can I tie in? 

6. Do giveaways appeal to my 
customers? 

7. Is the promotion a real event 
for my store? 

Play to people’s emotions, Peter 
son stressed. Children, especially, 
will get their parents to your store 
if you have something that at 
tracts them 


Formula for More Sales 


Al Robertson, well-known Okla- 
homa City retailer, presented his 
formula for more sales: Product 
knowledge and enthusiasm plus 
sales knowledge and inspiration. 

He told dealers they must decide 
whether they are salesmen or mer- 
chandisers. A salesman, he said, 
persuades a customer she needs a 
product and sells it at a profit be 
cause he convinces her she needs it. 
\ merchandiser already has the 
need for a product created for him 
and he simply waits until the cus 
tomer comes in to get it—usually 
after she has shopped around for 
price, 


Role Of The Banker 


Howard J. Bozarth, executive 
vice-president of the City National 
Bank of ‘Tulsa, discussed the 
banker's role in assisting dealers 
and voiced his views of the general 
economic outlook 

He pointed out that banks are 
close to the nation’s economic 
pulse and are ready to offer up-to 
date information to dealers that 
can help them in their business 
operations. 

After each talk, dealers had an 
opportunity to ask questions of 
the speakers. In this way, Joyner 
pointed out, they were able to dis- 
cuss the speakers’ subjects in rela- 
tion to their own businesses. At the 
end of the day, dealers held a 
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at the 


When all the shouting is over and the last 
campaign speech has been made, isn’t this 
what all the struggle is really about? 

You and your neighbors are going to march 
to the polls November 6 and settle things the 
American way. 

Not by fists or by force, not with a penalty 
if you don’t vote, or the secret police checking 
up te see if you did. 

You'll vote because it’s the thing to do. 





MERCHANDISING- 





JULY. 
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VOTE NOVEMBER 6GthI 


Polls! 






Vote as you please, of course—but vote. 

Vote for the party and the candidates you 
honestly believe will represent you best. 

But also vote because you believe in this 
democracy of ours and you want to keep it 
the way it is—a country where you can have 
your say and nobody else can say it for you. 


Everybody you know — 
will be there. fa 
We'll see you at the polls. a 











New sensations in sound by RCA Victor / 
New Orthophonic High Fidelity “Victrola” | 
features—more new styles and finishes 





fe % 
- é 


(Tes tor.) The Merk 1. Twi HFl) $1600. The Mark Hf. Pr 


; ; ’ " ’ 7 ¥ 
rg The Mark iti. | raph AM.FM rad ' ya b ‘ $ 
HID. Phor HRI) § The Mark IV. FP) Maple ‘ ; The Mark Vi. | 


Vever before features like these in a ready-to-plug-in-and-play High Fidelity line! 


© wroree wr ennai 
> S9RKORT Ortente on 


7 “Tauren son 6 


Panoramic Speaker System has a mini New “Victrola” High Fidelity record for Stereophonic Sound. Plug “Vic- New High Fidelity Tape Recorder in 
mum of 3 speakers to diffuse lifelike changer. All speeds. Slip-On “45” trola” Stereotape Player into stereo Mark UID. Push-button controls 
sound throughout the room, Full tone spindle. Finger lift tone arm for easy jack on Mark IV, Mark VI or Marl “Magic Eye” visual tuning for selec- 
manipulation for manual play. Vil. It’s an RCA Victor first! tian of proper tape recording level 












range is heard wherever you sit 
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, Announcing the most complete line of 
phonographs in history—with more new 
—more sell-up than ever before. 


we 


RCA Victor—now selling more High Fidelity instru- 
ments than any other manufacturer — brings you 8 
new models—priced from $79.95 to $1600, And 
every step-up in price adds extra features you can 


demonstrate —extra value you can prove. 





n eg: (7HF5) § The Mark Vil. F 





ae 
; High Fidelity for $79.95. The Mark ViI/I. 
New “Victrola” 45 phonograph. Mahogany 
finish. (Maple or light rift oak finishes 


slightly higher.) Model 7HF45 


ELECTRICAL MERCHANDISING—JULY, 





Now, whatever your prospects want 
— the finest in sound, the most beauti- 
ful cabinets, the most reliable name 
—they get them all in an RCA Victor 
New Orthophonic High Fidelity 
“Victrola” phonograph. 

If they're looking for fine furni- 
ture, show your prospects the rich 
new cabinet designs — traditionals, 
moderns, a luxurious Provincial. 
They've never seen finishes like these 
before, either — cherry, walnut, light 
rift oak, maple, mahogany, new black 
mink! 

If they’re feature-conscious, dem- 


onstrate the features shown below — 


CAMDEN 6, N.J. Tmks © 


Manufacturer's nationally advertised list prices shown, 
subject to change. Slightly higher in far West and South, 


1956 


and the many others includes with 
every model, But most important of 
let them feel 


the rich realistic sound that pours out 


all, let them hear 


of every model! Every set shown in 
this photograph has the great Pano- 
ramic Speaker System that no other 
High Fidelity phonographs offer! The 
Mark VII1 has a new balanced multi- 
ple-speaker system which also gives a 
response through 20,000 cycles per 
second, 

All these features, styles, finishes 
and the name RCA Vietor add up to 
just one thing your biggest sales 
year in High Fidelity ever! 


ICTOR 


RADIO CORPORATION OF AMERICA 





WS MASTERS YOKE 
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Greatest value in our 46 years of manufacturing experience! 


Cadillac Quik-Vac picks up sales 
. .- because it picks up dirt like magic 


















EXCLUSIVE 
2-SPEED 
OPERATION 


SWIVEL TOP 


. SWIVEL 
“FLOATING BRUSH’ 


RUG NOZZLE 


SWIVEL 
BARE FLOOR 
BRUSH 


Picks up 
more 
ya 


a, for 
) My @ 






THROW-AWAY f= 
oust pac 


E-Z ROLL 
CASTERS 


} 







Model 888 


Complete set of 
attachments included 


a 


_ 


dealers! 


MORE PROFIT PER UNIT 


Our liberal discount policy gives you more There are more reasons why dealers are 


profit per unit, In addition, Cadillac's un- switching to Cadillac. For the complete 
beatable performance and popular price profit story, call your Cadillac distributor 


make this top quality cleaner easy to sell. or write us—today. 





VACUUM CLEANER DIVISION 
5. Norragensett Ave., Chicago 38, Ill. 


CLEMENTS MFG. CO. oem. a, c«s0 


Maker of vacuum cleaners for home, business, and industry 





See us at the National Housewares Exhibit 
Atlantic City . Space 1633 
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round-table discussion aimed at 
solving mutual problems in their 
own markets. They also decided 
the subject matter they wanted to 
hear discussed at the next meeting 
Experience is the best teacher, 
Joyner reminded, and dealers can 
learn from each other at these 
sessions. 

Modern Distributors foots the 
bill for these events. They pay 
speakers’ expenses, rent the hotel 
ballroom and pay for the lunch- 
eons. Modern also does all the 
planning, including mailing of in- 
vitations. 

“It takes a good bit of plan- 
ning,” Joyner concluded, “but the 
time, effort and expense pays off 
It brings a closer relationship be- 
tween dealer and distributor and 
in the long run, brings us an in- 
crease in business and more profit 
to the dealers.” 


New Concepts Loom 


New methods of marketing, espe- 
cially the rise of discount houses, 
are bringing about an entirely new 
concept of sales in the consumer 
reser $A and major appliances field, 
according to Eugene B. Mapel, 
vice president of Barrington Asso- 
ciates, New York Management 
Consultants. 

Speaking before the annual meet 
ing of the Air Conditioning and 
Refrigeration Institute in Hot 
Springs, Va., Mapel pointed out 
that “list prices are largely a myth 
and that many discount houses 
are now upgrading their service 
and methods of selling to compete 
with department stores and other 
dealers in appliances.” 

Mapel said that “the only people 
who like discount houses are their 
customers and their bankers.”” He 
recommended that management 
consider the discount house as a 
symptom of the need for revised 
methods of distribution rather 
than the cause of lower appliance 
prices. 

Mapel said “the consumer is not 
only ‘king,’ he is now a well-in- 
formed ‘king’ who knows what he 
is getting for his money and he 
expects a full dollar of product and 
service for his dollar in expend- 
iture.”’ He called for a re-examina- 
tion of every selling method on a 
“realistic rather than a_ historical 
method” to insure maintenance of 
competitive position in today’s 
market. 





LOOKING FOR 

A LINE 

See the year 'round 
marketplace ... 
Index to advertisers 
on page ... 194 
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matched these 


Li 
food storage sweethearts... 


...to “sweeten up” profits for you! 
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ELECTRICAL 


All the world loves lovers —and Gibson dealers are crazy 
about this pair of Gibson sweethearts! And no wonder. 
For this pair is made to go together, right out of your 
showroom and into your customers’ kitchens! 

With room for 404 lbs. of frozen food in the big Gibson 
HFU-12 Freezer, there’s no reason to use space in the 
refrigerator for frozen food. So there’s no freezer in the 
““Market Master’ refrigerator. That gives 30% more 


Find out what a honey of | 
a deal you get with Gibson! 


bf 4 


WGSON 


REFRIGERATORS e ROOM AND SELF CONTAINED AIR CONDITIONERS 
FOOD FREEZERS e ELECTRIC RANGES e BUILT-IN RANGES 


in Canada: Gibson Refrigerator Company of Canada, Limited. 
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room for fresh foods—and gives more easy-to-reach 
shelf space for often-used items! And because there’s no 
freezer compartment cost, this deluxe refrigerator sells 
for less than refrigerators with fewer features! 


This matched couple is made to help you sell two appli- 
ances instead of one. It’s priced to help you close the 
sale, too—less than $700 for 23 cubic feet of storage 
space! 


Gibson Refrigerator Company, Dept. EM 
Greenville, Michigan 

the profitable Gibson franchise! 

Name 

Firm Name 


Address 


City State 


Tell me more about Gibson's food storage sweethearts, and 








AC Benefits Listed 


Report on Texas experiment reveals home 
cooling as relatively inexpensive saver of time and 
tempers, gives tips on effective use 


llousewives bent on persuading 


thei husbands to install air condi 
honing can find powerful support 
lor their arguments in the findings 
from the research at the National 
\ssociation of Home Builders’ ait 
maditioned village in Austin, Tex 


\ summary report prepared by 


the research institute of the NAHB 
of the extensive tests carried on 
it the 22-house « xperinn ntal vil 


lage disclosed, among other things, 


that 
All members of the family sleep 
longer and better when air condi 


tioning 18 operating during the 
summer months and, as a conse 


family life is more har 


quence 
moniu 

Ihe housewife’s chores, laundry, 
dusting, general cleaning and the 
like, require far less of her time 
conditioned home than 
they do in one that is not equipped 
vith the hot 


Out. 


i mt ol 


ummer days 
rom the 


ti pe 
Less Dining 


husband standpoint, air condi 
tioning means less dining away 
froin home and less outside recrea 
tion undertaken largely to escape 


the heat In 
ment expense 
timates that the 
iT onditioned home 1s 


hort, les 
And the report in 


s entertain 


housewife in an 
more in 
clined to fix more substantial meals 
ind desserts than those 
conditioned home 


Im non-alt 


One of the principal cone lusions 
set out in the report is that year 
round comfort in the home, with 
modem heating 
tems, 1s 

the objectives of the research 


ind cooling sys 
relatively inexpensive 


were to obtain initial construction 
ind operating cost information on 

onditioning and provide tech 
nical data for (a) 
(b) layout 


tion, and (e) 


izing equipment 
installation and opera 
construction details on 
economical air conditioning 
Research at th 
d losed that 
ind cooling oper itional costs avert 


$115.65 


project m 1955 
year-around heating 


wed ipproximateh 1 veal 


for the village houses on the basis 
of Austin utility rate The utili 
tics included electricity, gas, and 

t Ihis figure would, of course 


Val with the limatic conditions 
mad utility rates in other parts of 
the countr 

More Data. ‘The Austin research 
cl lso found 

Use of a proper exhaust fan 
minimized the heat gain caused 
bo woking 


the usual flue exhausts 50 per 
cent of the heat 


un from a water 


1 | werage heat gain of a dish 
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washer over a 24-hour period is 
not sufficient to warrant remedy 


Ihe average heat gain of a 


clothes washer over a 24-hour 
period is not sufficient to warrant 
remedy 

Clothes dryers discharging hot 


humid air should be vented to the 
outsick 

The research was carried out in 
cooperation with the National 
Warm Air Heating and Air Con 
ditioning Association, the Air Con 
ditioning and Refrigeration Insti 
tute, and leading manufacturers 
More than $132,000 was spent on 
research exclusive of the 
time and travel contributed by per 
sonnel of NAHB and the other 
participating business and trade 
organizations 

The report prepared by the 
NAHB Research Institute is highly 
technical and does not evaluate the 
equipment of individual com 
panies. Single copies are available 
at $2 apiece from the NAHB Re 
search Institute, National Housing 
Center, 1625 L Street, N. W.,, 
Washington 6, D. ¢ 


alone, 


Ray-O-Vac Birthday 


Ray-O-Vac Co. is celebrating its 
50th anniversary this year. In keep 
ing with the firm’s anniversary 
theme, “Progress Through Prod 
ucts ‘That Serve,” the celebration 
is centered around ways to help 
distributors and dealers increase 
their profits and sell more flash 
lights and batteries 

\ year-long program including 
with special 
profit opportunities, new products 
materials is 
A “Birthday Special 
Ray-O-Vac flash 
light priced to retail at 98 cents 
was introduced in January 


pecial promotions 


ind = =merchandising 
5 he dule d 


featuring a new 


In February, a completely re 
vamped line of radio batteries was 
introduced. A new sealed-in-steel 
“AA” size battery is also available 
to consumer 

Ihe growth of the Ray-O-Vac 
Co. has been marked by continu 
The first phase ot 
program resulted 


a quisition of Willson 


ous expan On 
! diversify ition 
in the 1955 


Product Ii makers of safety 
equipment ind sun glasses 

lor many vears the firm has had 
im extensive applic ations engineer 
ing department and they devel 


oped an earh 


practical port ible 


raclio 

















The network schedules of color television tor the month of July include 


the following programs: 


JULY 1, 5-5:30 EDT, NBC-——Zoo Parade 
JULY NBC Matinee Theoter 


2-6, 3-4 EDT, NBC 
JULY 4, 7:30-7:45 EDT, NBC 
7 
7 


Jaye P. Morgan Show 
JULY 7, 7-7:30 EDT, CBS 
JULY 7, 8-9 EDT, NBC 
JULY 8, 5-5:30 EDT, NBC—2Zoo Parade 

JULY 9-13, 3-4 EDT, NBC—NBC Matinee Theater 
JULY 11, 9-10 EDT, NBC 
JULY 15, 5-5:30 EDT, NBC 
JULY 15, 7:30-9 EDT, NBC 
JULY 16-20, 3-4 EDT, NBC 
JULY 18, 9-10 EDT, NBC—Kroaft TV Theater 
JULY 18, 7:30-7:45 EDT, NBC 
JULY 21, 8-9 EDT, NBC 
JULY 22, 5-5:30 EDT, NBC—-Zoo Parade 
JULY 22, 9-10 EDT, NBC—-Alcoa Hour 
JULY 23-27, 3-4 EDT, NBC 


JULY 23, 8-9:30 EDT, NBC 
Cyril Richard 


JULY 25, 9-10 EDT, NBC 
JULY 28, 8-9 EDT, NBC—Julius LaRosa Show 
JULY 29, 5-5:30 EDT, NBC 
JULY 30-31, 3-4 EDT, NBC 


Gene Autry 


Patti Page Show (Replacement for Perry Como 


Kraft TV Theater 
Zoo Parade 
Sunday Spectacular The Bachelor.’ 


NBC Matinee Theater 


Jaye P. Morgan Show 


Julius La Rosa Show (Replacement for Perry Como) 


NBC Matinee Theater 


Producers’ Showcase Rosalinda’ with 


Kraft TV Theater 


Zoo Parade 


NBC Matinee Theater 


Tube Marathon 
CUZ WEDNESDAY, APR.25¢. ti 


WESTINGHOUSE EQUIDDED 
LOCKED TV SET 


CONTINUOUS OPERATION i. ® 
FOR OWE YEAR (S7ONHE | 


WALENT TO BETTER THAN 6 VEARS 
WERAGCE FAMMY USE/ 


a ‘ 
{= j 


| Westinghouse 

: - 
LOCKER TY SFT (a 
- ” 




















BIRTHDAY PARTY for the tubes in a television set marks one year of continuous 
operation for this Westinghouse-equipped set. Taken from the stock of Lew Bonn 
Co. in Minneapolis, Minn., 
of six years of normal family operation (four hours a day 
occasion are, left to right 


the set has thus been in use for the equivalent 
Shown feting the 
B. H. Heyda, parts sales and operations manager 
and William J. Heisel, general manager, Lew Bonn C Mary Jo Helmker, 
hostess at the party; and E. Terrence DeBlock, sales engineer of the Westinghouse 
Heisel cuts the candle-topped cake in celebration of 


electronic tube division 


the occasion 
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MISS THIS AND YOU MISS THE HOUSEWARES SHOW! 














ONLY ONLY 


319° 394” 


ingle on ate +) roy ve sheet Dual onn ol veteaae sheet Single control twin-size : om Single control double-size eas Dual contr ¥ double si ve ons matic 


blanket. Model £8.56 bienket. Model £6 i blanket. Model £ 


Automatic sheets in white plisse! Automatic blankets in pastel blue, you'll get your full mark-up on every sale! You can be sure of a big 
green and pink! In every style your customers want—and the finest season with big profits. Order right away for extra profits on big Buy- 
ever made to sell at such low prices! You'll get plenty of sales!... AND Early Deals! See your distributor loday! 


EXTRA PROFITS ON THE FULL LINE WITH THE FULL PROFIT! 


* Bonus Deals you can't afford to miss * 100% ftactory-paid local advertising * Free metal selling-centers 


WATCH WE. oe TIN GH OU. SE WHERE BIG THINGS ARE HAPPENING FOR vou!r 
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Germans Tour Plant 








TEN GERMAN INDUSTRIALISTS visit the Maytag Co. plants in Newton, lowa 
The group, mainly top management, represents six German firms manufacturing 
laundry equipment and is in the U. § 
turers and sales outlets in major cities 


for a tour of leading appliance manufac 
They are being shown through the plant 


by their tour guide and two German-speaking Maytag employees 


Manufacturers Briefs 





¢ Whirlpool-Seeger Corp. has bi 
gun an expansion for its Evansville 
division which will cost in excess 
of $19 million this year 


¢ Berns Mfg, Corp. announces a 
change in its corporate 


Berns Air King Corp 


name to 


*Speed Queen 


nounced plans to transfer the pro 


Corp. ha mn 
duction of automatic dryers from 
the company 


Ill. to the 


plant at Algonquin, 
Ripon plant 


¢ Westinghouse appliance 
tion at Mansheld 
Ohio, has climbed 35 percent ahea 
of the pre-strike levels 


produ 
md Columbus, 


« Raytheon Mfg. Co. has exercised 
its option to lease, with a further 
option to buy, the Shawsheen Mil! 
properties in Andover, Mass., from 
lextron, In 


¢ Brammer Mfg. Co., 
lowa 


Davenport, 
announces a new natural 
fruitwood finish for Brammer “Liy 
ing Kitchen” cabinets 


¢ CBS-Hytron, the tube manufac 
turing division of Columbia Broad 
casting System, Inc., has expanded 
its facilities on the West Coast and 
is now offering complete sales and 
service to its distributor and equip 
ment customers in this area 


*Avco Mfg. Corp. has signed a 
license agreement with Kenig & 
Cazzaniga y Cia, S. R. L., Buenos 
Aires, for manufacture of Bendix 
home laundry equipment in Ar 
gentina 
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New Tube Line 


Ihe General Electric tube de 
partment has announced develop 
ment of a new line of 300-milli 
ampere heater series-string televi- 
sion receiving tubes for small port 
able sets. Eight types, which with 
i high voltage rectifier are suffi 
cient for a receiver design, now are 
registered in this controlled warm 
up line 

Simultaneously, GE announced 
that 22 new receiving types now 
have been registered in the 450 
milliampere  series~string _ line 
which the company last month r 
vealed available for 
larger small table 


would be 
portables and 
model sets 

GE feels the power saving and 
heat reduction possibilities of the 
100 and 450-milliampere 
warrant the establishment of these 
two complete lines of low 
tubes in addition to 
tandard 600-milliampere line 


tubes 


powe! 
scries-string 


City Fetes Servel 


Ihe entire downtown business 
district of Evansville, Ind., became 
a giant showcase for Servel ap 
pliances during the city’s recent 
observance of “Servel Weck.” 

“Servel Week,” sponsored by 
the Downtown Retail Merchants 
Assn. celebrated the 30th anniver 
sary of the introduction of the 
first Servel gas refrigerator, and the 
initial showing in Evansville of the 
company’s latest refrigerators, room 
ur conditioners, and Wonderbar 
refrigerettes, 

More than 40 displays of the 
latest Servel models were set up 


in downtown stores, banks, hotels, 


and theaters. In addition, every 
business place in the Main Street 
area exhibited “Servel Week” 
posters. The “Servel Week” theme 
was also carried out in the news 
ads of cooperating retail 
stores during the period of the 
event 


Pp iper 


Franchises Renewed 


Hotpoint Co, announced re 
cently that distribution franchises 
for Graybar Electric Co. have been 
renewed and extended to Nov. 1, 
1957. Graybar now distributes 
Hotpoint kitchen and laundry ap 
pliances through 35 houses in 17 
states, 

In making the announcement, 
John C. Sharp, president, Hot- 
point, said the introduction of 
Hotpoint television this June re- 
quired early franchise renewal to 
permit adequate sales and produc- 
tion planning. Normally Graybar 
franchises would not come up for 
renewal until this November, he 
said. By mutual agreement, fran 
chises for Graybar, Kansas City 
and Birmingham will expire July 
1, 1956. 

Sharp pointed out that plans 
for distributor franchises for Hot 
point television are now underway 
and are being discussed with Gray 
bar, GESCO, HASCO, and inde- 
pendent distributors. 


Fair Trade Hailed 


American business, during the 
past quarter century, “has accepted 
the Fair Trade principal as a key- 
stone to a free and competitive 
and dynamic economic life,” Sen- 
ator Hubert H. Humphrey (D.- 
Minn.) contended in an address 
at the Silver Jubilee Conference on 
Fair Trade held by the Bureau of 
Education on Fair Trade in New 
York in May 

I'he conference, held in observ 
ance of the 25th anniversary of the 
Fair Trade laws, brought together 
manufacturers, wholesalers, retail 
ers, trade association leaders, and 
lawyers concerned with Fair ‘Trade. 
Che contributions of Fair Trade to 
orderly marketing in the U. S. and 
the legal and marketplace problems 
which it faces today were discussed 
at the conference, together with 
possible solutions 


Sales Tune Set 


An intensive 1956 campaign to 
merchandise modern door chimes 
1s a part of current modernization 
trends for existing and new homes 
has been initiated by Edwards Co., 
Inc., according to an announce 
ment by Robert L. Kempton, as- 
sistant general sales manager. 

Kempton reported that the pro 
gram has been designed to increase 
sales of modern door chimes as a 
replacement for ordinary doorbells 
in homes 
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Award Winner 





MRS. LOUISIANA, Mrs. Anne Mitchel! 
of Monroe, La., receives the Colgate 
Better Laundering Ad Award. J. P 
di Rienzo of the Colgate-Palmolive Co 
presents her with an engraved sterling 
bowl for ranking highest in answering 
a special series of questions about 
laundering and detergents during the 
18th Mrs. America National Grand 
Finals 


Recorders Boom 


An unprecedented boom in tape 
recorder sales over the entire coun- 
try is reported by Nat Welch, 
vice president in charge of sales 
of ORRadio Industries, Inc. Welch 
also pointed to the following signs 
of the potential increase in this 
market: 

A leading phonograph-television 
set manufacturer introduced a new 
line of tape recorders this spring 
and reports an unexpectedly large 
demand for this item. He plans to 
increase substantially his produc 
tion during the third quarter. 

A Philadelphia manufacturer's 
representative reports sales of his 
leading brand of tape recorder: 
doubled last year’s figure. A large 
chain of radio parts houses in the 
mid-Atlantic area reports: “We 
can’t keep enough tape recorder 
in stock.” 

A Baltimore jobber expects to 
move 2,000 tape recorders this year 
and said he “‘couldn’t begin to esti 
mate” the amount of magnetic tape 
he would sell. “Magnetic tape 
moves through my place in a con 
tinuous flow,” he said. “I can’t 
imagine what the people do with 
all the tape they buy.” 


New Color Guide 


Crosley and Bendix home ap 
pliances divisions of Aveo Mfg 
Corp. announce the availability of 
a new dealer aid for selling kitchens 
and home laundries in color. 

A book, entitled “Beauty of 
Color,” enables dealers to show 
quickly and with accuracy how a 
kitchen or home laundry would 
look with different color schemes 
and combinations of Crosley and 
Bendix equipment 

Books are available to dealers 
at $1 each. 
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Financial Briefs 





¢Servel, Inc., ended the first half 
of its fiscal year with an improve 
ment of $1,162,000 over the cor 
responding period last year. The 
compan\ loss was $752,000 (be 
fore a $351,000 provision for con- 
tingencies), as compared with a loss 
of $1,914,000 last vear 


* Whirlpool-Seeger Corp. declared 


quarterly cash dividends of 85 cents 
per share on the 44 percent cumu 
lative mvertible preferred stock 
and 35 cents per share on the 


common stock outstanding. Both 
dividends are payable June 10. 


¢ Granco Products, Inc., announced 
that a dividend of 7 cents per 
share was declared at the board of 
directors meeting on May 17, pay 
ible on June 20. This is the first 
dividend since the stock was made 
available to the public 


Unlimited Horizon 


Long-range home laundry fore- 
casts point to a nearly “unlimited 
growth” in terms of future home 
laundry sales, according to Ralph 
M. Spang, general manager, home 
laundry department, Hotpoint Co 
Based on additional disposable in 
come, new family formations and 
increases in wired homes, Spang 
predicts that by 1963 the industry 
will be selling over 5 million auto 
matic washers annually to the 
American consume 

In support of this estimate, he 
pointed to the great postwar growth 
in home laundry products In 
1946, the industry sold 356,000 
automatic washers, and in 1955 
sold 3,187,000. Dryer sales in 1947 
totaled only 38,000 while in 1955 
they reached 1,085,000, This rep 
resents in 1955 a $860 million 
achievement in washers and $230 
million in dryers 


Margins Adjusted 


All Westinghouse housewares 
now carry full 15 percent distribu 
tor and 35 percent dealer margins, 
according to John J. Anderson, 
manager of portable appliances for 
Westinghouse 

Anderson announced this as he 
revealed price adjustments on irons 
bringing these items into the 15 
35 percent pattern All other 
housewares previously had been 
idjusted to conform to the pattern 
while irons had been at 13 percent 
to distributors and 32.5 percent to 
the rar ilet 

The new and old suggested list 


price ire as follow 

IS-5212 Chrome Steam Iron, 
now $15.95, was $14.95 

IS-5213 Coppertone Steam Iron, 


still $17.95, but margins adjusted 
ID-513 and ID-514 Dry Irons, 


now $12.95 vere $11.95 
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oF UDhun, Twenty 


ORIGINATED AND DESIGNED BY LAU 
The ONLY fan of the future ... Here NOW 


for you to offer in four decorator colors .. . 
first time in ANY fan. It’s setting the pace 
for years to come with EVERY practical 
feature your customers want... Automatic 
Built-in Thermostat .. . Three Speed Breeze 
Control . . . Electric Reverse .. . “SAF-T- 
EYE” Lamp... all grouped in a black 
and gold recessed control panel. Adjustable 
spacer panels included. 





FAN-TASTIC FOR FAST SALES AND 
CONTINUOUS PROFITS 


. It’s the fastest selling PROFIT LINE for 
every alert dealer with BIG PROMO. 
TIONAL HELPS to keep your sales moving 
. . » Coast to Coast NBC TV promotion by 
Steve Allen on “TONIGHT,” plus displays, ad 
mats, catalogs, June Bride’s promotion, sales 
contests .. . Get in touch with 
your LAU Fan sales repre- _ 
sentative right now! ian} 
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Twin Twelve Super Sixteen Super Twenty Special Twenty 24” Belt Drive 








2007 Home Ave., Dayton 7, Ohio 
Kitchener, Ont., Canada * Azusa, Calif. 



































































Sings Praises 





VAUGHN MONROE, popular vocalist known as “the voice 
RCA‘s new portable “personal TV” set in a Dallas, Tex., store. Monroe made 


personal appearances with the set at several Dallas department stores, 





of RCA,” displays 


fashion 


shows, luncheons, and on local TV programs 


Wiring Issues Weighed 


Farm Wiring Conference hears specialists from 
industry, Dept. of Agriculture, farm organizations, 
colleges, on problems, promotion 


More than 250 farm electrifica 
tion and wiring specialist 
dustry, U.S 


culture, 


from in 
Department of Agri 
national farm organization: 
agriculture, and the 
tarm and electrical press partici 
pated in the National Farm Wir 
ing Conference in Chicago in May 

Presiding co-chairmen of the con 
ference were the chairmen of th 
sub-commiuttec 


coll ges of 


and committee: | 
I, Luna, sales promotion manager 
Anaconda Wire and Cable Co 
and H, H, Watson, commercial en 
gineer, sales department, construc 
tion materials General 
Klectric Co 

Keynoter of the conference was 
S. J. Rosch, cable consultant, Ana 
conda Wire and Cable Co., who 
took his listeners on a word journes 


diy iston, 


through technological fields in in 
dustry and urged that farmers plan 
their future operations on the basic 
tenet that ‘the 
try. 

Pertinent Subjects. ‘The confer 
ence was designed to provide a min 
imum of formal presentations and 
a maximum of discussion on sub 
jects pertinent to farm wiring prob 


farm is an imdu 


lems, ‘Top discussion leaders wer 
assigned to lead the various groups 
on such problems as grounding and 
safety, standby emergency service 
service entrance requirements, pro 
motion of farm wiring 


farm 


idequat 


home wiring, the electrical 
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contractor's responsibility and fa 
tors incident to expanding the farm 
wiring system 

Four key leaders in farm pres 
industry, power supplier, and trade 
association fields joined in a panel 
discussion on the general subject 


of “Meeting ‘Tomorrow’s Farm 
Wiring Problems ‘Today.” 
The Farmstead Wiring Hand 


book was cited as one of the avail 
ible tools for promoting more adc 
quate farmstead wiring. The Farm 
Wiring Specifications Book was 
also stressed as a guide to electrical 
planning for farmsteads, giving 
recommendations on what, where, 
much is needed in the 
way of an electrical installation 

Industry Survey. A special fea 
ture of the conference was the 
presentation on the industry's farm 
wiring survey by J. C. Cahill, sup 
ervisor of rural sales, Detroit Edi 
son Co 

Cahill stated that 
block, and a pretty big one, 


ind how 


Wiring i a 
on the 
road to more uccessful promo 
tion of farm electric equipment 

the rare customer is the one who 
need for 


ince eight out of ten expressed 


recognizes th wiring, 
satisfaction with present wiring 
educated to the 
iailable through 
the use of electricity in terms of 
labor and in elimination of prod 
uce spoilage.” 


farmers must be 


ultimate savings 


Promotion Briefs 





¢ Carrier Corp. awarded four deal- 
ers $10,000 each in a $40,000 
sales contest. The two-phase con- 
test began Oct. 10, 1955, and 
ended April 14 


¢Amana has launched a heavily- 
advertised “20/20” traffic-building 
promotion in dealer stores across 
Featuring the give- 
iway of Phil Silvers’ prop glasses 
for children and a chance for 
idults to win a freezer-refrigerator, 
the theme of the campaign tells 
customers to “see clearly before 


the country 


you bus 


¢ Lewyt Corp. has prepared a 16- 
page booklet entitled “How to Be 
in Advertising | xpert’” to help its 
network of 10,000 dealers to pro- 
duce volume sales this summer for 


the Compal two new vacuum 
cleaners 
eLanders, Frary & Clark an 


summer Coffiesta pro 
motion for the new Universal 
Coffeematic Highlight is a Sun 
brella Set consisting of a wrought 
iron table and blue and white 
umbrella fair traded at $21.95 
available for $9.95 to customers 
utilizing the certificate to be 
packed with every Coffeematic this 
ummer 


nounces a 


* Republic Steel Kitchens offers a 
booklet entitled “Planning Your 
Kitchen Layout” as a primer on 
well-planned kitchens 


¢Magic Chef, Inc., will award 
eighteen vacation cruises on the 
Great Lakes to distributors, their 
salesmen, and wives in a nation- 
wide sales contest that wil! end 
July 20 


¢ General Floor Machines has just 
published a new operating instruc- 
tions pamphlet entitled “Basic In- 
structions on Rug Shampooing 
With Electric Floor Machines.” 
I'he booklet may be obtained free 
by asking for Booklet OPI 565, 
General Floorcraft, Inc., 421 
Hudson St., New York 14, N. Y. 


*Hamilton Beach Co. made its 
I'V debut May | with the first of 


- 
»2 one-minute participations on 


CBS’ “Good Morning Show” 
starring Will Rogers Jr. The 


schedule will run through Dec 
24 in approximately 50 markets. 


* Westinghouse Electric Corp. has 
launched an intensive coporate ad- 


vertising campaign in business 
publications. The campaign will 
be augmented by _ institutional 


commercials during the political 
August on CBS 
television and radio. 


conventions in 


¢ Westinghouse has made available 


complete construction blueprints 
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for duplicating the four Confec- 


Kitchens introduced 
The package will 
contain actual working drawings 
complete in every detail. 


fion Color 
earlier this year 


«Monsanto chemical Co. has 
produced a 20-minute color-and 
sound slide film for use by appli- 
ance service organizations. Humor 
educational in theme, it 
problems encoun- 
washing ma- 


ou ly 
treats evervday 
tered by automatx 
chine xcTVICe men 

¢ Admiral Corp. reports that over 
$100 million has been invested in 
the past ten years to advertise and 
promote the Admiral name. Up 
wards of 50 percent of this ex 
penditure ha 
newspapers throughout the coun 
try 


been spent in 1500 


Refrigerator Won 


\ special two-time TV offer on 
NBC-T'V’s “Home” show, by the 
Gibson Refrigerator Co., netted a 
total of 56,204 replies. A Gibson 
Strat-A-Master refrigerator was of 
fered free in honor of Mother's 
Day. Viewers were requested to 
send in 
mothers of their choice. 

On May 10, Arlene Francis an 
nounced that Mrs. John Kivlin of 
Davenport lucky 
mother to be awarded the free re 
frigerator. Mother of three young 
sters—Norcen, 9, Charles, 7, and 
Cecelia, 2, Mrs. Kivlin received 
news of her winning on her hus 
band’s birthday 


postcards nominating 


lowa, was the 


A Cool “Out” 





“UMPIRE” R. C. CONNELL, Norge 
vice president of sales, re-enacts the 
part of an irked umpire putting a man 
ager out of the game to illustrate how 
to win a Norge home freezer. The rec 
ord of all ejections in major league 
baseball this season will be kept on a 
giant scoreboord. At the end of the 
season, a Nerge home freezer will be 
awarded to the manager banished 
from the most gomes and entitled to 
be termed ‘‘most in need of cooling 
off," 
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RADIO 
HIGH FIDELITY 


Distributors Wanted 


Graneo, leading manufacturer 
of FM, FM-AM 


high fidelity radio-phonograph 


radios and 
combinations, now expanding 
its operation through distrib- 
utors. Several choice distrib- 


utor territories are open and 
invited from es- 


Short 


inquiries are 
tablished 


but complete radio line featur- 


distributors. 


spectacular 
high fi- 


combinations, 


ing table models, 
FM-AM clock 
delity 


radios. 
console 
FM tuners and UHF 
converters all at 
highly competitive 
pricing. 

Contact: 


Loyd Dopkins, 
V.P., Sales 


GRANCO 
PRODUCTS, INC. 


36-07 20th Avenue, Long isiand City 5, N. Y 
RAvenswood 1|-0400 





St Jewel of 


MECHANICAL PERFECTION 


ve Shavitron 


ger xeeps motor a at 
vibrationiess. Easy ¢ 


vie? and 


easy fo se 


Vag Profit Vaking 


WasteMasteu 


FOOD WASTE DISPOSER 





LOCKLEY MACHINE COMPANY 
WASTEMASTER DIVISION 
NEW CASTLE. PA. 
Please send literature on the 
easy-to-sell Wastemaster. 
Name . 
Address... _ 


City....... . : State 
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Colorful Cargo 





A STREAMLINED ADVERTISEMENT is this Volkswagen truck which the Ray- 


theon Mfg. Co 


is using in its installation of color TV sets in Chicago. The 


diminutive truck has been brightly painted and lettered and is used by the 
company’s television and radio operations to advertise the 21-inch color receivers 


while the truck itself is delivering the se 


s for installation 


Nearly Everyone Eats Toast 


Survey finds 85 percent eat toast at least once 
a day, but figures reveal that toaster saturation is set 


at only 74.8 percent 


Nearly everybody, it seems, eats 
toast. The popularity of this item 
in our daily diet is apparent from 
the findings of a survey conducted 
recently by the Toastmaster Toast 
Institute 

lor instance, the survey found, 
85 percent of the respondents eat 
toast at least once a day (generally 
breakfast). Everyone has his own 
preference as to bread and spread, 
but it’s still toast. 

According to the survey, the 
typical breakfast would include 
1.56 slices of white or whole wheat 
toast with butter as spread. Jam 
and jelly also showed 
larity 

Appetite Sizes. Appetite sizes 
were evenly divided. Forty-six per 
cent eat two slices for breakfast; 
a similar amount eat one slic 

On a weekly basis, most respond 
ents averaged eight to ten slices 
White and whole wheat breads 
were most popular, with rye in 
third place Thirty-eight percent 
preferred white toast, 37 percent 
voted for whole wheat, and 14 
percent voted for rye. Other kinds 
of toast mentioned included raisin, 
graham, French, 
muffin 

Preferences in spreads ranged 
from tuna fish through liver pate, 
but ordinary butter was far ahead 
in popularity. 

People apparently are cager to 
learn of new ways to take advan 
tage of the nutritive and inexpen 


strong popu 


cinnamon, and 
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ive qualities of toast. Kighty-seven 
percent wrote that they were in 
terested in new recipes for using 
toast. 

With toasters presently in 34,- 
391,000 out of 46 million wired 
saturation is estimated at 
74.8 percent, according to Erecrri 
CAL Mercuanpisine figures. This 
good-sized market for 
over and above the nation’s 


homes, 


leaves a 
toasters 
replacement needs 


GE Plan Offered 


\ financing plan to help home 
owners remodel their Litchen 
laundry areas has been announced 
by the General Electric Company’s 
ippliance and television receiver 
division, “an impor 
tant step in the over-all program 
to encourage 
their homes and 
plan permits monthly payments for 
five years 

According to the announcement 
made at Appliance Park, a home 
owner or long-term renter who 
buys at least two new major ele 
trical appliances and contracts for 
tructural changes in his kitchen 
may have the whole project fi 
nanced through the General Elec- 
tric Credit Corp. The plan pro 
vides for paying at least $20 
monthly over as long as five years 
ifter a 10 percent down payment. 


Described as 


peopl to improve 


prope ty,” the 


IONA 









TKNO! -KNOB CONTROL 
Turns on PROFITS 









EJECTS BEATERS 
SELECTS 3 SPEEDS 
FREES OTHER HAND 


Stirs, whips, mixes, beots. Guaranteed 
mar proof finish in beautiful pink, yellow, 
turquoise and white. Portable stand-up 
design with stay-put heel rest. UL, CSA 
approved. Home endorsed. 
Lightest and most powerful mixer sold. 
Fully guaranteed, 


economist 


CASH IN ON IONA’S COAST- 
TO-COAST RETAIL PROMOTION 





for details of lona’s nationwide news 
poper promotion, and terrific trade: 
pricing setup. 

The profit is more . . . the retail is 
less. Now’s the time to grab a slice of 
lona’s money making deal, 


Take your pick of IONA’S 
brand new full line of electric 
Mixers. There's a wide selec- 
tion of models for different 
requirements. You'll find an 
IONA Mixer that’s right down 
your price alley. You‘re eyeing 
profits when you eye IONA’s 
new Mixers. 


PAGE 187 































































I 
! 
I 
! 
I 
| 
I 
! 
! 
I 
4 


‘RECORDING TAPE 









EVERYBODY 
IS MAKING 
MONEY 


WITH THE NEW 
” J 
irish 


BRAND 


DEPARTMENT’ 


Just 3 sq. ft 
of space gets you 
‘77.64 clear profit 
—a full 40%—on 
every complete 
turnover... 


WITH EVERY CUSTOMER 
PRE-SOLD BY irish! 


So—get in on the 
recording tape boom! 


Write, wire or phone for the 
name of your local distributor 


ORRADIO INDUSTRIES, INC. 
OPELIKA, ALABAMA 


Serious Comedian 





Radio-TV Briefs 








tA — ass 


TELEVISION STAR STEVE ALLEN gets ao detailed rundown on the Bendix Duo 
matic washer-dryer combination from W. A. MacDonough, vice president and 
director of advertising for Crosley and Bendix Home appliances divisions, Avco 
Mfg. Corp. Allen visited Cincinnati to 
ucts, pending his sponsorship by Crosley and Bendix starting next month 


Sales Keys Stressed 


Aggressive creative selling at the 
retail level backed by guaranteed 
service in the home is the key to 
successful television retailing, Dan 
D. Halpin, general sales 
of the television-radio division, 
Westinghouse Electric ¢ orp., told 
Canadian retailers in ‘Toronto r 
cently. He spoke on “Merchandis 
ing Television Profitably’’ befor 
the Ontario Radio and Appliance 


manager 


Dealers Association at its annual 
convention 
“When a consumer buys a tel 


vision receiver, regardless of what 


price he pay he expects perfect 
performance Halpin pointed out 
“A dealer who follows 


sales by installing and servicing the 


through his 


customer's television in the home 


guarantees good reception and 
satisfaction. He thus 
builds continued good will and po 
tential future return of a satished 


customer.” 


consume! 


Dealers who sell television profit 
ably must be guided by successful 
Halpin 


SUCCESS 


and = careful 
stated lo 
fully the retailer must analyze his 
problem as follows 1) There is 
a product to be sold; (2) the prod 
3} it must be 


planning, 
merchandise 


uct must be sold; 
promoted; 
installed and efhcienthy 
5) it has to be 
known enough to satisfy the pur 


+) it has to be properly 
serviced: 
good, and we I] 


chaser so that he will come back 
later for replacement or purchase 
of additional receivers 


get acquainted with the divisions, prod 


Detergent Pushed 


Procter and Gamble is sponsor 
ing a “finest living” contest to 
promote Cascade, its detergent for 
automatic dishwashers. The contest, 
which will run through Sept. 1, 
will be promoted in Better Homes 
(f Gardens and Ladies Home Jour 
nal. ‘There will also be a mailing to 
dishwasher owners 

l'irst prize in the contest, which 
is open only to owners of auto 
matic dishwashers, will be a Con 
tinental Mark II automobile 
here are 99 additional prizes 

In addition to a completed 
sentence on why the contestant 
likes Cascade, the entry blank 
must also include the printed ma 
terial from the top a regular-size 
Entries must be 
Dept B, Box 


555, Cincinnati 1, Ohio 


Cascade box 
mailed to Cascade, 


Successful ‘Sellathon’ 


Duke Doyle's Dallas, ‘Tex., ap 
pliance store rocked and rolled for 
+0 straight hours on a recent week 
end and sold 156 Norge appli 
ances 

Success of the event, billed as 
the ““Rock-Around-the-Clock”’ sale, 
was reported by R. C. Conley, gen 
eral sales manager, appliance divi 
sion, Straus-Frank Co., Norge Dis 
tributor in Dallas 

The sale started on a Friday 
morning at 8 A. M. and continued 
through Saturday midnight 
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¢ Sylvania Electric Products, Inc., 
announces a color picture tube for 
renewal use—replacement of the 
picture tubes in existing color sets 
In addition, a line of 13 special 
receiving tubes for color television 
has been announced 


* Hoffman Electronics Corp. has 
made available a chart listing the 
major components used in every 
television chassis which has been 
made by the company 


¢ Allen B. Du Mont Laboratories 
will produce a 14-inch portable 
television receiver in addition to its 
17-inch portable shown recently. 


Howard W. Sams & Co., Inc., 
offers a Color ‘TV ‘Training Man- 
ual to train the monochrome serv 
ice technician so that he can serv- 
ice color receiver,s 


¢John F. Rider Publisher, Inc., 
480 Canal St., New York 13, N. Y. 
announces that Volume 18 of the 
Rider TV Manual Series is now in 
production. ‘The edition is limited 
and copies are available, while they 
last, at $19.80 


¢ RCA Tube Division has available 
for television technicians and 
dealers a color-T'V home study 
course prepared by RCA Institutes 
and augmented by advanced data 
and servicing techniques prepared 
by John R. Meagher, RCA au- 


thority on ‘TV servicing 


¢Olympic Radio and Television 
Co. has signed a long-term lease 
for the building at Morgan and 
Meserole Streets, Brooklyn, for 
warehousing and shipping. This 
space will provide increased facili- 
ties in Olympic’s main plant in 


Long Island City. 


¢Du Mont will include several ad 
ditional convertible television re 
ceiver models in its Silver Anniver- 
sary Line. 


e Philco’s Color ‘T'V Textbook is 
just off the presses. It contains 
more than 50,000 words of text 
and 288 illustrations and has been 
edited by Donald G. Fink, an au 
thority on color television. 


73% Have TV 


The Advertising Research Foun 
dation has been notified by the 
U. S. Bureau of the Census that 
three out of four households in 
the country have television sets, a 
cording to the results of a samp 
survey conducted in February 

About 35 million, or 73 percent 
of the households enumerated in 
February had one or more televi 


sion sets, the bureau reported 
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People 


Show Chairman 





HARRY S. HOLMES, president of the 
Hempsted, N. Y., has 
been appointed chairman of the 1956 
Music Industry Trade Show and Con 
vention, July 23-26, in the Hotel New 
Yorker 


Holmes Co., 


Holmes has been active in the 
music industry for more than 50 years 


Mrs. Dygert Retires 


Mrs. Mariquita Dygert, Detroit 
executive and 
service supervisor for Detroit 
Idison, retired this month after 
3 with the com 


woman business 


home 


33 years of service 
pany 

Miss Marion E. Ryan, assistant 
upervisor of home service, will suc 


ceed Mrs. Dygert as head of the 
home service division. The retire 
ment and promotion were an- 
nounced by E, O, George, man 


wer of sales for the company 


New Vice President 


M. Philip Tuteur has been ap 
pointed a vice president of the 


l'isk International Corp., New York 


City. Tuteur was formerly general 
iles manager and later general 
manager International Sales divi 


ion, The Peerless Corp 


Peters Resigns 





JAMES E. PETERS hos 


resigned his 


positior advertising manager of 
Blackstone Corp., Jamestown, N. Y 
With Blackstone for 11 years, Peters 
was previously with International Gen 
eral Electric C Schenectady, N. Y 
He is a graduate of the University of 
Mo. School of Journalism and the 
Rut ym Sct f Busine St. Louis 
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Marketing Briefs 





* Hamilton Mfg. Co. announces a 
$10 increase in the suggested re 
tail price of all the company’s auto 
matic dryer models, to be effective 
immediately 


¢ Westinghouse plans to increase 
production of automatic washers, 
clothes dryers, and portable appli- 
inces at the Mansfield, Ohio, plant 
over a period of the next two or 
three years. 


¢ Drayer-Hanson, Los Angeles ait 
conditioning manufacturer, reports 
an increase in sales for the second 
consecutive year. This year’s sta 
tistic is 48 percent. The figure for 
the same period in 1955 was a 30 
percent increase over 1954. 


¢ The Vacuum Cleaner Mfrs. Assn. 
reports factory sales of standard-size 
household vacuum cleaners in April 
marked the twenty-first consecutive 
month in which the industry has 
achieved a record business. 


¢The American Home Laundry 
Mfrs. Assn. announces that factory 
shipments of home laundry wash- 
ers, dryers, and ironers during April, 
1956, amounted to 393,914 units. 
[otal domestic home laundry appli 
ance sales for the first four months 
of 1956 amounted to 2,041,090 
units, an 1] percent increase over 
the corresponding 1955 period. 


EM Wins Award 


Electrical Merchandising won 
honorable mention recently at the 
Jesse H. Neal Editorial Awards 
Presentation in Washington. The 
award went to Lawrence Wray, 
chief editor, for this magazine’s 
special report to industry on “Sell 
ing Kitchens.” 

Ihe judges were impressed by 
the report’s “interesting historical 
development plus its most thorough 
analysis of modern kitchen retail 
ing problems.” 

Virst awards at the presentation 
were given to Architectural Forum 
and Printer’s Ink as well as to 
Nucleonics, another McGraw-Hill 
publication 

Additional merit awards went to 
House & Home, The Oil and Gas 
Journal, Electronics, Engineering 
and Mining Journal and Factory 
Management and Maintenance, 
the last three also McGraw-Hill 
publications 


Award Given 


Robert M. Johannesen, presi 
dent, Johannesen Electric Co., 
Inc., Greensboro, N. C., received 
the Distributors Medal and Purse, 
given under the James H. McGraw 
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Siragusa Receives Award 








SEN. EVERETT M. DIRKSEN, left, is assisted by Sec. of Commerce Sinclair Weeks, 
right, in presentation of Advertising Club of Washington's Award for Achieve 


ment to Ross D. Siragusa, president of Admiral Corp 


The award was given to 


the Chicago company ‘‘for its pioneering in the use of printed circuits in radio 
and television receivers and for the development and use of automation in the 


commercial electronics industry.’ 


Award for Electrical Men, at the 
opening session of the convention 
of the National Assn. of Electrical 
Distributors at the Chelsea Hotel, 
Atlantic City, on ‘Tuesday, June 
12. 

Johannesen received the award 
for his devoted efforts toward 
identifying the essential functions 
of the electrical distributor in the 
economy and bringing broad recog 
nition to his industry from all 
phases of commerce 

The panel of judges who recom 
mended Johannesen for recognition 
under the award consists of Her 
bert Metz. D. Lyle Fife, John M 
Newton, Sr., ‘Titus B. Schmid. 


Primary Exporter 


I'he Federal Republic of West 
Germany 
largest exporter of radios, accord 
ing to a statement made by the 
sales manager of one of the largest 
German radio producers, States a 
report from Bonn to Foreign Trade 
Service, Canadian 
adding that only 57 percent of last 
year’s million 
radios was sold at home compared 
with 80 percent in 1953 

Kven the American market was 
opened up for high-quality radios 
from West Germany, the report 
points out 


is once more the world’s 


Government, 


production of 3 


Ad Yardstick Obtained 


Magazine survey establishes median percen- 


tage of net sales spent by appliance distributors for 


advertising outlay 


A recent survey by Ladies’ Home 
Journal answers the question of 
the amount spent by appliance 
distributors on advertising. A card 
sent by the magazine to a group 
of 84 distributors drew answers to 
the question, “What Percent of 
Your Net Sales Do You Spend 
for Advertising?” 

Results of the survey are avail 
able through the magazine's “Virst 
Aid” kit, June issue 

Seventy-two white goods distrib 
replied, indicating that they 
pend a median percentage of 3.06 
percent of their net sales. Only 
one spent less than | percent and 


utors 


six spent more than 6 percent 
Sixty-two answer, Sixty-six radio 

and television distributors answered, 

revealing a median percentage of 


3.12 percent Only one pent less 


than | percent and seven spent 
more than 6 percent 
Only 35 small appliances dis 


These 
reported a median percentage of 
1.7] percent, Seven spent less 
than | percent and only two spent 
more than 6 percent 

The conducted by 
the magazine in order to get a 
yardstick to help distributors and 
the whole appliance-T'V industry 


tributors returned answers 


surves was 
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DRY-R-X 


is the only patented, 


U.S. Pater! No. 2,730,943 


Protect your customers from dangerous freeze-ups 
as well as excess moisture, heat and lint! 


Assure yourself of satisfied clothes dryer customers 
by venting with Dry-R-X as part of every instal- 
lation, Dry-R-X is the top quality, completely 
weatherproof system that leads all others in sales. 
Install with your choice of ““Button-Lock’”’ alumi- 
num pipe or inexpensive fireproof flexible tubing. 
Priced for your best profit. 


ASK YOUR CLOTHES DRYER DISTRIBUTOR or write 


direct specifying make of dryer for information on 
displays, free literature and price sheets. 







DRY-R-X COMPANY 


5521 CODE AVENUE + MINNEAPOLIS 10, MINNESOTA 


2.441 @le) Ga ai 
on New 
PREMIUM STUDY 


A few territories are still open 
to kitchen dealers who can 
qualify, or to established deal- 
ers interested in getting into 
the profitable kitchen business, 
for the valuable Kitchen Maid 


franchise 
... including these sales advantages! 
@A high-quality line advertising and ac 
of wood kitchens in tive promotion 
natural wood several 
@ Cabinets to accom 
colors of white 
modate all popular 
makes of built-in ap 





@New Shadow-Line 
styling that's way pliances 

ahead of the field 

and making many 


new friends daily 


16 Page Booklet tells you 18 different 
ways to use PREMIUMS in your busi- 
ness os Self-Liquidators and Traffic 
Builders that will move more merchan- 
dise and increase your sales! 


@A complete training 
program for you and 
your salesmen 

@ Kitchen Maid is the 

e@ Promotional help on 
best known name in 


For your FREE copy write to: me Seem pores 


“Bud” Shankin, Director of Sales, 
Premium Division, Dept. PM 


wood kitchens built 
and sustained by efriendly factory co 


national magazine operation 


Your Territory May Be Open 


Write on your letterhead for fects! 


Gretson China Co. 


LINCOLN, fit 





KITCHEN MAID 


KITCHENS 





KITCHEN MAID CORPORATION 
767 Snowden St., Andrews, Indiana 
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New Positions 








J. J, ANDERSON 









a ee | 
R. J. SARGENT T. B. KALBFUS 
Westinghouse Electric Corp.— 
John J. Anderson has been ap- 
pointed manager of the 


Sargent has been appointed man- 
ager of marketing and distribution 
corpora- for the products divi- 
tion’s major appliance division. sions of the company, and T. B. 
S. J. Stephenson succeeds Ander- Kalbfus named _ television-radio 
son as manager of the portable ap- sales manager. R. P. Dalton has 
pliance division. In two additional been named supervisor of portable 
Richard J appliance advertising 


consumel 


executive appointment 





~ 


BERNICE W. GOODMAN ELMER J. MURRAY 


Jordon Refrigerator Co., Inc.— 
Bernice W. Goodman has been 
named sales director for domestic 
products 


Portable Electric ‘Tools, Inc.— 
Elmer J. Murray has been ap- 
pointed national sales promotion 
manager for the company. 





DORMAN D 


ISRAEL 


Emerson Radio & Phonograph 
Corp.—Dorman D. Israel, execu- 
tive vice president of the corpora 
tion, has been named to head the 


GERALD L. HARTMAN 


Coroaire Heater Corp.—Gerald L. 
Hartman has been appointed gen- 
eral sales manager. Hartman is the 
former director of sales and adver- 


newly organized radio-T'V-phono- tising of the Coolerator Com 
graph division of the company. pany 
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New Positions 








HENRY E. BOWES 





GIBSON B. KENNEDY 


Norge Div., Borg-Warmer Corp 

Miss Sandy Healy has been ap 
pointed regional home service di 
rector for an area comprising seven 


eastern states, Massachusetts, 
Rhode Island, Vermont, New 
York, Connecticut and Pennsy] 


vania, Maine. Gregg Edelheit has 
been named regional sales managet 
for metropolitan New York and 
northern New Jersey 





CLARKE SHAW 


Western Tool & Stamping Co.— 
Clarke Shaw has been appointed 
merchandise manager for the com- 
of power lawn 


pany, manufacturers 


Mmowc:rs 


Bryant Div., Carrie: 
McElwain has 


regional 


Corp.—Bob 
appointed 

manager 
Atlanta, Ga. 


bec ll 
southeast sales 
with headquarters in 


CBS-Columbia, Inc.—George D. 
DeRado has been named a regional 
sales manager for the territory com- 


rising Baltimore, Washington, 
tichmond, Norfolk, Harrisburg, 
and the state of Delaware 

Lux Clock Mfg. Co.—Gordon 
Steeples ha been ippointed repre 


in New York City 


sentative 
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JOHN L. UTZ 


Philco Corp.—Henry Lk. Bowes, 
formerly general manager of the 
radio division has been 
named vice president and general 
manager of the television division. 
John L. Utz formerly sales man- 
ager of the television division will 
assume a newly created position as 
general manager of portable tele 
vision receivers. Gibson Kennedy, 
who had been merchandising man- 
ager for Utz 
is sales manager of the television 
division 


home 


television succeeds 





H. J, MeCORMICK 


Motorola, Inc.—Harold J. MeCor- 
mick has been named director of 
advertising and sales promotion. 
McCormick comes to Motorola 
from General Electric where he 
had been manager of advertising 
and sales promotion for television 
Regional appointees include Her 
bert L. Dorrance, named sales 
manager for the New York City, 
New Jersey and Washington 
D. C., areas; Donald J. Perry, re 
gional manager for the southern 
California-Arizona territory, and 
Richard G, Evans, regional man 
ager for the Pennsylvania-Ohio 
areas 


Hamilton Mfg. Co.—R. P 
hart has been named a regional 
sales representative for the states 
of ‘Texas, Oklahoma and Arkansas, 
and Gus P. Kikes will take over a 
like title for an area comprising 
Montana, Washington and Ore 


gon 


Lock 


York Corporation—George I, Kalish 
has been appointed zone sales su 
pervisor for the corporation’s North 
Atlantic district with headquarters 


in New York. 
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GREATEST VALUE 


IN SMALL ELECTRIC FOOD SLICERS 


NATIONAL cicrcraic 











U. S. Pat. Office 624,008 






















Model 

No. 950-ST 
Deluxe All Chrome 
$75.00 
Retail Price 


Powerful Heavy-Duty electric meter — 
110V 60 AC-OC 


UNEXCELLED 
SAFETY FEATURES 





the WORLD'S MOST COMPACT 
PORTABLE LOW-PRICED ELECTRIC FOOD SLICER for HOME, FARM and COMMERCIAL USE. 


The famous National PLUS features mean EXTRA sales for you: 6'/)” STAINLESS STEEL 
SPECIALLY SERRATED LIFETIME BLADE THAT NEVER NEEDS SHARPENING — ROLL-A-WAY 
DIP — GRAVITY FEED — PRECISION SLICING CONTROL — NO BOLTING, NO CLAMPING, 
and many others. Slices hot, cold and even frozen meats, bread, fruits, cheese and 
vegetables from wafer thin to */," thick, quickly and easily 


National offers o complete line of hond-operated and small electric food slicers 
Be sure to visit our exhibit Booths 1441-1443 — National Housewares Exhibit 


ALSO AVAILABLE — Model 975-ST, with 7'/” Blade. Retail Price $80.00 


NATIONAL FOOD SLICING MACHINE CO., INC. 


47 Martine Avenue White Plains N.Y 






























Order Direct... Save *150 to $170 


New MID WEST Jiffy-Lift 
| 





A “Packaged” Kit Completely 
' Assembled. Ready to attach 
with 6 bolts. Install it 

Yourself and Save. 


Oya 


COMPLETE — DELIVERED! 
including Federal Excise Tax 


* Pest of Hockies. Local and 
if any 


Fits All '2- % «1 -Ton 
Pick Up and Express Bodies 


A “Freight elevator” on the back of your truck permits one 
man to handle up to 600 Ib. loads, Patented mechanical lift- 
ing mechanism. Ball bearings throughout for easiest operation, 
Has all important safety features, Long life-NO maintenance 
problems. Heavy gauge steel ramp-type gate lifts from ground 
to truck floor and swings upright. Weighs only 175 lbs. Won't 
increase license fee. No overload springs necessary. Install in 
your own shop. Order direct from Distributor or Factory, 
ORDER TODAY .. . Money Back Guarantee 
Seeeaeeeeeeeeeeeeeeeeeeeeeeeeeeeeeaeeeaeaeee 





extra 

















+ 
= MID WEST BODY & MANUFACTURING Date ° 
* PARIS, ILLINOIS > 
— o 
© Please ship us . “ty-Litte’’| NAME_____ 8 
5 Our Check is enclosed ( ). Plesse| ADORESS. lg 
s ship C.0.0.( ). laa i ° 
oe o 
* ( ) Please send descriptive literature Ne. 104 ° 
LPP TPEVELITIELILITiriiirirrriiiiiiriiiiiiiia 
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Here's an appliance that’s new and different — an automatic egg 





SALES-EXCITING APPLIANCE IN YEARS! 


the new 





Automatic 


EGG COOKER 


my 300 $1 2? 5 
<] 


cooker that ovtclasses all others in design, performance, and extra utility 
features. Wt boils, poaches, ar scrambles eggs to the peak of perfection 
automatically! includes boiling tray, scrambling pan, poaching tray, and 


. 72” cord, Your customers will want this latest cooking sensation 
Remember — the new automatic way to 


cook eggs is catching on fost. ORDER NOW! 


ee Deluxe 

k EGO SERVICE SET 
You |i attract every shopper's 
eye with this array of emart 

5 ly styled, appeciing merchan 
dise Complete vet includes 
Ne. 300 aviematic eg@ cook 
or dewribed abeve, chrome 
serving trey and 4 beautifully 
decaiated chine egg coms — 
On ovistanding gilt item 


| Medel 30! $1895 


Ask your jobber about this 
exciting new applience of write us 








HANKSCRAFT COMPANY * Reedsburg, Wisconsin 


THE ORIGINAL 


LAUND-R-VENT 


2h: (ges >: 





increase 
Profits 
This 


Simple 
Way! 


You con alwoys sell o LAUND-R-VENT when you 
sell o dryer because LAUND-R-VENT completes 
the installation; avtomatically carries lint and 
moisture to the outside, helps keep laundry room 
dry and clean, One minute's sales talk, a hand- 
some extra profit it's as simple as that! 


Complete Kits Ready to Install 


The all. aluminum LAUND-R- VENT is weather-proof, 
rust-proof, freeze-proof. Automatic damper pre- 
vents down draft. individually packed, or com- 
plete kits in 3° and 4” diameters which include 
one LAUND-R.- VENT, piping, fittings and instal 
lation instructions. Choice of flexible ducting or 
Snap Lock aluminum pipe and ells 


ASK YOUR JOBBER; Mow jobbers carry LAUND- 
®.VENT kits. If your jobber can't supply you, write 
giving his name. We'll send you prices and literature 
@ once. 


COLE-SEWELL {7 


ea N PRINCIPAL TIES 
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Snap Lock aluminum pipe requires 
no riveting or clinching. Snap it to- 
together, it locks itself and is ready 
for work 

—<T.. 
a AL! 








Attractive, silver finish Fiberglas 
flexible ducting |s fireproof, vermin 
proof, washable, durable. Won't 
rust or crrode, Bends to |" radius 














Nena: + Ren reed, & 





2268 UNIVERSITY AVENUE 
ST. PAUL 14, MINNESOTA 


New Positions 








WALTER JEFFREY 


Kelvinator Div., American Motors 
Corp.—Walter Jeffrey has been 
elected vice president and general 
manager. An additional executive 
appointment is that of Homer L 
Iravis, elected vice president in 





D. E. PERRY 


General Electric Co.—D. E. Perry 
has been named vacuum cleaner 
sales manager. Perry is the forme 
sales manager for clocks, and re 
places W. J. Pfeif in his new post. 
Pfeif in turn has been named man 
ager of marketing for housewares 
and radio receivers for the Gen 
eral Electric Supply Co. 





R. T. KILLIAN 


A. C. Gilbert Co.—R. T. Killian 
has been named to the newly 
created post of manager of the 
companys clectrical division. Kil 
lian succeeds FE. J. Molloy in the 
position 


Whirlpool-Seeger Corp.—Maryetta 
Hight has been appointed home 
service specialist for the corpora 
tion with headquarters in Dallas, 
lex 
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HOMER L. TRAVIS 


charge of sales. Joseph V. Donohue, 
Jr., has been appointed western re 
gional manager, and Gerald G. 
Vitzgerald named as manager in 
charge of the company’s new cen 
tral region 





HARRY R. STARKE 


Cummins ‘Tool Div., John Oster 
Mfg. Co.—Harry R. Starke has 
been appointed sales manager of 
the Cummins ‘Tool division. Starke 
was formerly regional manager in 
the midwest for both Oster house- 
wares and Cummins power tools 


Tappan Stove Co.—Harold W. 
Wagner has been named territory 
manager for Illinois. 


Zenith Radio Corp.—James_ Bb. 
Shoop has been named district 
sales representative with an area 
which will include Cleveland, 
Columbus, Dayton and Grand 
Rapids. Headquarters will be in 
Columbus, Ohio 


Hotpoint Co.—John FE. Clarke has 
been appointed merchandising man 
ager for the Hotpoint television 
receiver department 


Amana Refrigeration Inc.—Robert 
L. Miller has been named sales 
manager of the firm’s newly cre 
ated Boston region 


Maytag Co.—Joe J. Shackelford has 
been named regional sales manager 
for the company in its Kansas Cit» 
branch 


Correction—In the June issue John 
ellman was incorrectly carried as 
mid-western regional manager for 
the John Wood Co. Fellman is r 
gional manager in Chicago for th 


W hirlpool Sceger Corp 
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A Clean Sweep 





ALEX LEWYT, president of the Lewyt Corp., and Waiter J. Daily, vice-president, 
discuss the latest vacuum cleaners to be manufactured by the company. At left is 
Mode! 90, known as the new golden Lewyt, a two-tone pistachio green and pearl 
white cleaner with gold wands and pearl white attachments. List is $89.95, with 


attachments 
is $59.95, with attachments 


Distributor News 





EMERSON RADIO OF OHIO 


[he company has opened a fac 
tory branch for radio, ‘I'\ 
room air conditioners in 


and 
Colum 
bus, Ohio to service a 26 
urrounding area. Murray Genes 
ident and William Wilson 


vice president and general man 


ounty 
is pre 


ive 


CAPITOL RECORDS DISTRIBUT 
ING CO 


Ihe opening of the 20th Cen 
tury Fox musical “Carousel” in 
Boston’s Keith Memorial ‘Theatre 
was the cue for (¢ ipitol Records 
Distributing ( ompan\ recent 
display tie-in. When the picture 
opened a VOM ‘Fideli model 
high fidelity phonograph was used 
! 1 lobby di play piec playing 
Capitol “Carousel” sound-track 

rpm LP album. ‘The record 


from 10 
im. to 10 p.m. daily for a period 
of s¢ When the Boston 
run ended and the picture moved 


wa played ontinuoush 


ven weeks 


on to premiere in _ Portland, 
Maine’s Strand Theatre the same 
lidelis went along. Results, ac 


ording to Capitol, distributors for 
V-M products in the New Eng- 
land area, an increasing interest in 
the throughout the sec- 
tion 


STUART F. LOUCHHEIM CO. 


Spa { ( 
Radio 


mot 


produ t 


I 


IV, Zenith 


television re 


yTnNTN ind 


( OTpo! ifion § 


tuner, was shown to an enthu 


iastic preview luncheon audience 
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At right is Model 70, a copper tone cleaner with coral trim. List 


last month by Stuart F. Louchheim 
Co., Philadelphia distributor of 
Zenith products in eastern Pennsy! 
vania, South Jersey, and Delaware 

Ihe Space Command receivers 
ire activated and controlled from 
anvwhere in the room bv a tiny 
Space Commander which is held in 
the palm of the hand, Stuart | 
Louchheim, president of the dis 
tributing firm, explained 


MORLEY BROS. 


Morlev Bros... wholesale hardware 
distributors of Saginaw, Mich., 1 
ently completed occupancy of their 
new million-dollar Detroit branch 

offices, and displa 
I'he new plant is located 
Royal Oak 


ware house ; 
building 
tract in 


on a ZU-acre 


Mich 


PERSONNEL APPOINTMENTS 


Air Conditioning 
Miami, Fla.—A. J. | 
general manager 
CBS-Columbia of Southern Calli- 
fornia, Los Angeles, Cal.—William 
Hf. Cormier, (general sales man 
ger). 

Chambers Illinois Corp., Chicago, 
Il.—Gilbert H. Day, (manager). 
Hoffman Sales Division, San 
lrancisco, Cal.—O’Farell Welch 
(general manager). 

Maytag Northwest Co., Portland, 
Ore.—Harold Stevens (advertising 
ind sales promotion manager). 
RCA Victor Distributing Corp., 
Chicago, Il].—Jack Gilhooley (met 
chandise manager 

Vornado Distributing Co., Inc., 
Baltimore, Md.—Bermard M. Fraw 


ley (general sales manager 


Distributors, 
Moritz, Jr 
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Quick 
easy way 


to make pipe connections 


FOR WASHERS 
REFRIGERATORS 
AND 


DRIERS 


OTHERS 





Model CT—with flared joint 
for copper tubing 


Model ST— 
for pipe connections 


SKINNER-SEAL SADDLE TEE—for mok- 
ing pipe connections. No pipe cutting or 
threading. Only one bolt to tighten, 
Quick, easy, Cuts cost. For installing wash- 
ers, driers, gas refrigerators, heaters, 
etc. Write for circular, 

Approved by Underwriters’ Laboratories, inc. 


M. B. SKINNER CO. 


SOUTH BEND 21, INDIANA 
















* ranges * refrigerators, etc. 
YEATS patented strap ratchet grips ap- 
pliances vise-tight without marring in 
30 seconds ot less! This on-in-a-flash 


loading plus on-a-dime wheel pivoting 
and light weight, aluminum alley con- 
struction save costly labor time on every 
appliance delivery. You'll fad a YEATS 
dolly more than pays for itsell. 


veats "Suerlasl” covers & pans 














Make friends with your customers 





" eaters gmaeabnaee 
| Webb Manufacturing Co. ! 
| 29186. 6. 4th St., Phila. 33, Pa. | 
| | 
| Send price of Slingabout or Wrapabout for | 
| Model #____Make____ | 
| I 
| ) Refrigerator ) Freezer (©) Dryer | 
) Range () Washer (specify) ; 
| NAME ——— -_ 
| | 
| OE | 
| | 
| (, -_ | 
| | 
| ZONE. STATE | 
A enasemendiesisimecheineunaniseneesien J 


You sell the appliance on your show- 
room floor, but when you deliver it, you 
sell yourself, So if you want your cus 
tomers to remember you with pleasure, 
do a professional job on every delivery 
Protect appliances such as ranges and 
refrigerators with Webb Slingabouts,® 
They guard the appliance against bumps 
and scratches, spare customers’ paint and 
woodwork. Webbing handholds help men 
maneuver appliances smoothly into 
place. For further information about 
Slingabouts (water - repellent canvas 
jackets lined with soft flannel), fill in 
the coupon opposite. 


SLINGABOUTS 


For Radio, TV, Air Conditioners, 
ask shout Wrapabouts® 


( 
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Distributors Appointed 





Amana Refrigeration, Inc.-W. L 
Roberts, Inc., Memphis, Tenn 
Du Mont Labs, Allen B.—lerger 
son ¢ Paducah, Ky 
Eureka Williams 
Columbia of 
McDonald 
Memphis, 


Gibson Refrigerator Co.—All Air 
Products Co., Pittsburgh, Pa.; 
lower-Binford Electric and Mfg. 
Co., Richmond, Va 

Hoffman Electronics Corp.—J. W. 
Phillips Distributing Co., Seattle, 
Wash 

Lewyt Air Conditioner Corp.— 
Gerber Electric Supply Co., Fort 
Wayne, Ind.; J. H. Larson Electri- 
cal Co., Minneapolis, Minn.; Le 
Stourgeon Distributing Co., Char 
lotte, N. C.; R.T.A. Distributors, 
Albany, N. Y.; Morris Distributing 
Co., Syracuse, N. Y. 

Magic Chef, Inc.—Peninsular Dis 


Corp.—CBS 

lexas, Dallas, Tex.; 
Brothers Co., Inc., 
Tenn 


tributing Co., Detroit, Mich.; 
Republic Distributing Co., Grand 
Rapids, Mich 

Manitowoc Equipment Works— 
Lyman Distributing Co., Los 


Angeles, Cal. 

Mitchell Mfg. Co.—CBS-Columbia 
of Detroit, Detroit, Mich 
Regency Div., L.D.E.A., 
Mitchell & Morri 
Ind. 


Inc.— 
Indianapolis, 


Letters 


To the Editor: 

In your April issue (a beauty, by 
the bye!) the McGraw-Hill Depart 
ment of Economics winds up nicely 
1 report, “How Will the Farm 
Problem Affect Appliances?”, al- 
though they arrive at an optimistic 
conclusion after a bit of damning- 
vith-faint-praise 

Ihe point I'd like to expand on, 
is that made on the 
ported income 


farmers re 
As is to be expected, 
in dealing with any kind of averages 
national basis, the over-all 
farm income picture is pulled down 
drastically by the poorer areas of 
iwriculture. Actually, however, the 
manufacturers’ real sales target 1s 
not “‘farm imecome” only but, rather, 
1 highly sigmficant figure which, 
for some reason or other, the gov- 
tatisticlans never give— 
cash income of the farm popula- 
tion. Let’s look at the difference 
that makes this significant—to the 


on l 


ernment 


manufacturer, to us, and to you as 
the sales voice of the industry 

In 1955, farmers received 
Cash receipts from 

farm marketing—$29.4 billions 
Government payment 

$229 millions 

On this “gross farm income” to 
tal of $29.6 billions they netted 
$10.7 billions—reported by the 
Government as “net farm income.” 
BUT  there’s more—six _ billion, 
one hundred million dollars more, 


to be precise, in money “earned 


off th farm.” Thus, instead of a 


ELECTRICAL MERCHANDISING—JULY, 


Republic Steel Kitchens—Ohio 
Valley Hardware Co., Inc., Evans 
ville, Ind., B. F. Marsh Co., Wor 
cester, Mass.; General Supply Co., 
Las Vegas, Nev 


Royal Electric Co., Inc.—Electrical 


Sales Co., Chicago, Ill 
Servel, Inc.—Phillips Supply Co., 
New Orleans, La.; Sanborn Elec 


tric Co., Indianapolis, Ind 


A. O. Smith Corp.— 

(All Products:) Forest City Elec 
tric Supply Co., Rockford, IIL; 
Northwest Oil & Equipment Co., 
Moorhead, Minn.; Bush Supply 
Co. of Harlingen and McAllen, 
l'ex.; Service Supply Co., Victoria, 
‘Tex. 

Water Heaters:) Mainline Sup- 
ply Co., Inc., Dayton, O.; Booth 
& ‘Thomas, Springfield, Ill; Sam 
Klain & Son, Indianapolis, Ind., 
Paul Mueller Co., Springfield, Mo. 
Sonora Radio and TV Corp.—Riga 
Electrical Corp., West Springfield, 
Mass.; C.R.T., Allston, Mass.; 
O’Donnells, Boston, Mass.; D. & 
H. Distributing Co., Wilkes Barre, 
Pa 
Sub-Zero Freezer Co.—Ry Bar Dis 
tributing, Portland, Ore. 
Whirlpool-Seeger Corp.—Electrical 
Distributors, Ltd., Honolulu, 
Hawaii; RCA Victor Distributing 
Corp., Davenport, Ia 


fairly interesting net income of 
$10.7 billions for a manufacturer 
to shoot at, there is, in actual hard 
cash reality, an even more interest 
ing $16.8 billions. Makes a bit of 
difference, doesn’t it? Each figure 
is correct, but, unfortunately, the 
agricultural economics “purist” will 
report only the former figure. While 
extremely laudable from a statisti 
cian’s standpoint, however, such re 
porting really “short changes” the 
manufacturer seeking newer and 
broader markets. 

It’s true, of course, as you say, 
that some farmers are in trouble 
but, as we see it, agriculture is far 
going broke. It still has a 
pocketful of money to spend and it 
will spend it—on brand-name 
products whose sales messages ap- 
pear in their favorite publications 


from 


For the manufacturer who has 
never advertised to the nation’s 
farmers because he never quite 


understood the market and _ is, 
understandably, somewhat con 
fused by the conflicting figures is 
sued, it’s kind of like sitting down 
to a new dish. You'll never know 
how good it tastes until you take 
that first bite. 

And, for the manufacturers of all 
things clectrical, the farm market 
is mighty tasty Cordially, 

A. Courtenay, Director 
Electrical Industry Relations 
FLOWN JOURNAL and 
FARM JOURNAL 
Philadelphia 5, Pa 
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MERCHANDISING 
SUPPLEMENT 








You can take a 350 Ib. appliance a 
UP STAIRS— 
ALONE! 


Y 


WITH 





WHY PAY 
TWO MEN? 





SAVE 
$10 
A 
DAY 


write 
“HYKER” 


UPSTAIRS 
YOU DON’T 
DRAG ITI 


For Safe and Easy Han. 
dling of Ranges, Retrigera. 
tors, Home Freeze and 
Air Conditioning Units, 
Radio, Television 

and Window Cooling Units 


SELF-LIFTING PIANO TRUCK CO. 











WALKS 


908 W. Lycoming * Phila, 40, Pa 








FAMOUS 


Permanently aplices 
broken wires and colle in 
electric appliances, auto 
ay motive and industrial 
equipment, Make repaire 
and aplicea quickly, 
cheaply. 6 Sites 


WRITE FOR CATALOG 
& FREE SAMPLE 


MEND-IT SLEEVE MFG. CO. 


3125 Gleria Terrace lafayette, Califernia 





Just insert wire 
ends and orimp 
tight with ordi. 
nary pliers. 








Roll ‘em with ROLL-OR-KARI 
DUAL TRUCKS 


The safe, easy and 
quick way to han 














—A die appliances. 
o r- | Patented Step-On 
a Lilt — Retractable 
wheels, Cap. 1,000 
Ibs. Ship. wt. 45 Ibs, 
agoutAa MODEL equipped with fixed 


wheels. 
DE LUXE MODEL with swivel wheels at one 
ond Write Dept. @ 


ROLL-OR-KARI CO. 











RATES: 
UNDISPLAYED 





payment, count 5 average words as a line 


advance for 4 consecutive insertions, 


BOX NUMBERS—Count as | line. 





$2.10 « line, minimum 8 lines. To figure advance 
DISOOUNT of 10% if full payment is made in 


POSITION WANTED undisplayed advertising 
rate is one-half of above rate, payabie in edvance 


SEARCHLIGHT SECTION 


‘OPPORTUNITIES 


DISPLAYED INDIVIDUAL SPACE with 

rules for prominent display of advertisements 
advertial rate is $14.85 per ineh for all adver. 
tising of Equipment & Husiness Opportunities ap 
pearing on other than a contract basis, Contract 
Tetes quoted on request 

EMPLOYMENT OPPORTUNITIES $20.76 per 
inch subject to agency commission 

AN ADVERTISING INCH ts measured %” ver 
tiealiy on « columa-—4 columne—48 tnohes 















COMMISSION 
SALESMEN WANTED 


Manulacturer of domestic freezers has 
open territories for commission sales. 
men in the New England, Ohio River, 
Eastern Seaboard, Southern, South- 
western, and Kansas-Missourl areas. 
State experience in the appliance in- 
dustry and indicate other lines you are 
carrying now. 


SW-1814, Electrical Merchandising 
620 N, Michigan Ave., Chicago 11, lil 








NEW PRODUCTS FOR U.K. 


British Public Company wi th wide production facil 
ities in light engineering, electrical, electronic fleids 
interested in contacting an Ae erican Company with 
lew to manufacturing new products for n ! 
Kingdom market 


CW-1762, Electrical Merchandising 
320 W. 42 St New York 36, N. ¥ 





WANTED ASST. SALES 
AND REGIONAL MGRS. 


Men must have proven sales rec 
ords in the kitchen or appliance 
fields with contacts at distributor 
and dealer level, 


Both positions offer qreat opportuni 
ties with America’s fastest growing 
steel kitchen bi 

Make your letter complete including 
past experience and earnings. Sai 
aries in keeping with responsibil) 
tes. 





Replies treated with complete con- 
fidence. 


Charles Beckwith Gen. Sales Mgr. 
Beauty Queen Div. 


TOLEDO DESK & FIXTURE CO. 
MAUMEE, OHIO 





WANTED 
Attention: MANUFACTURERS 


CASH for your ours motors, 
large or small lots. 
INDUSTRIAL MOTOR SERVICE 


207 Van Der Voort Street 
North Tonawanda, New York 








If there is anything you want 
that other readers con supply 


OR... something you don’t want— 
thet other readers can use— 


Advertise it in the 
SEARCHLIGHT SECTION 








AGENTS WANTED 


of 
one y &. = highly . ae ~ 
blue chip users in commerce and in 
dustry, offers sound profit pagers to 








ves with estab 
lished contact among e‘ectrical supply 
houses. 
Open territories 
Tennessee Georgia 
Worth Carotina Alabama 
South Carotina Mississippl 


Florida 
To help us evaluate your response, give in 
formation on (a) What lines now handled! 
(b) What principle accounts now sold? 
BW -187%, Electrical Merchandising 
330 W, 42 &t., New York 36, N. ¥ 
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EDITORIAL 





LAURENCE WRAY 
Editor 

















































Dealers Choice 


ever sell the dealer short. He calls his own 
gain 


For years he’s been damned for losing his 
elling skills; in more recent years, it has been said 
that new forms of retailing, such as the discount 
house, will eventually replace him. High operating 
costs, mefhicient service, and a congenital incapacity 
to move with the times was supposed to spell the 
doom of the independent appliance-radio-T'V dealer 
Well, to paraphrase Mark ‘Twain, the rumor of the 
dealers’ demise has been somewhat exaggerated. 

Annually, for the past nine years, we have been 
privileged to gauge the relative strength of the 
dealer, during swiftly fluctuating marketing condi 
tions, through the studies made by The National 
\ppliance-Radio-TV Dealers’ Association which 
gathers statistical data on the individual dealer's 
financial condition. Further, this study highlights 
the hopes, fears, aspirations, and gripes that the 
exigencies of ruthless competition call forth in today’s 
jungle economy 

“No man is an island unto himself” said John 
Donne and there is a creature warmth to be garnered 
from the frozen statistics of common business prac 
tice and the recital of shared experience in the 
dubious ethics of the market place 

Elsewhere in this issue the reader will find a 
comprehensive analysis of NARDA’s 1955 Costs of 
Doing Business Survey. ‘The report makes hearten 
ing reading for the strong group of independent 
dealers who have successfully weathered the storms 
of both war and depression and have been flexible 
enough to meet the challenge of new and revolu 
tionary marketing concepts. ‘They will find (if they 
ie NARDA member dealers) that their sales were 
up over 10 percent in 1955 over 1954; that they 
turned their inventories 5.5 times, a new high; that 
their gross margin ratio for merchandise and service, 
hit a 10-year high of 34.3 percent; and that their net 
profit ratio rose to 3.4 percent. They will note, 
perhaps with some chagrin, that their total operat 
ing costs last year were 30.9 percent of net sales, 
second only to the 10-year high of 31.4 percent the 
year previous 


ry ur dealer is beginning to learn how to roll with 
I the punches. He is beginning to learn how to 
live with competition without losing his head—and 
his shirt. He's beginning to learn how to increase 
his volume, better his margins through smarter buy 
ing, make a start on reducing his operating costs, 
and emerge at year-end with a little more money 
clenched in his hot little fist 

But the dealer is well aware—as he has been for 
the past few years—of industry conditions that cause 


him to scream in anguish. In order of their import 
ance they embrace vicious price cutting in all its 
forms (fantastic trade-in allowances, discount house 
competition, misuse of co-op ad funds); the pro 
pensity of manufacturers to deal directly with 
builders; the sordid habit of distributors competing 
with their own dealers; the paring of manufacturers’ 
discounts; sloppy and inefficient over-franchising; 
and, of course, massive overproduction with all the 
ills and pressures that follow in its wake. To be 
sure, they have other problems—venomous bait 
advertising; the problem of finding, training, or even 
keeping salesmen; the shortage of capital to 
finance a multiple-line business; spiraling wage costs, 
ct cetera. 

But the evidence seems to be in that the dealer 
is getting his second wind. The boys who rode the 
gravy train in the post-war era have either folded 
or become men. The discount houses have become 
even more shrilly competitive to the point where 
they have been forced to add additional services and 
thus increase their costs. Distributors are showing 
heartening signs of getting some guts and justifying 
their business existence—selling through the dealer, 
rather than loading him. Manufacturers are be 
ginning to realize that all their volume cannot be 
channeled through special interest groups and that 
the backbone of their sales structure is still the 
thousands of Joe Doaks who serve their own com 
munities. They are finding, too, that the wave of 
public resentment over the breakdown in servicing 
millions of appliances is having serious repercussions. 
Ihe independent servicing dealer, in other words, 
is being regarded once more with a new and 
healthier respect. 

It’s high time. 


Mi ,yBE most dealers aren’t driving Cadillacs, as 
s 


we reported last month, but they display ai 


unqualified enthusiasm for the business they are u 


and an indefatigable zeal to improve conditions i 
their chosen industry. Any informed observer at the 
last NARDA convention in June would have been 
properly impressed with this fact. These are a vocal 
intelligent and consecrated group of men, lending 
unselfishly of their own time and money to better 
the condition of dealers everywhere. 

The giant chains, the discount and catalog houses, 
the builders of one house who buy carloads at less 
than dealers cost, the transshippers and brokers and 
the distributors with an oversized back door, may all 
play their opportunist part in appliance-radio-T\ 
merchandising, but— 

Never sell the dealer short, he’s still nursing the 
winning hand. . . 
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“WE KEEP A FULL DISPLAY of wringer-type washing machines,” says Mr. 
Dolenshek. “Volume display shows that we mean business. Wringer 
washers aren’t a side line with us. On the contrary, we make as good, or 
better, profit on wringer washers as on automatics. People aren’t as apt 
to look for a discount on a lower priced item. And the fewer service calls 
we have to make on the wringer types mean still greater profits.” 


“DEMONSTRATING THE SUPERIOR CLEANSING POWER of Lovell wringers 


convinces women who have hard-to-clean clothes, Running a clothespin 
and a thin piece of clothing through the wringer at the same time drama 
tizés the wringer’s abjlity to exert pressure on thick and thin pieces. The 
pressure cleansing &ction of Lovell wringers gets dirt out that ordinarily 
would stay in.” 


Our wringer washer sales are up 


300% over 1955 


... reports Lou Dolenshek, president, AA Appliance and TV Center, Milwaukee, Wisc. 


riger iors Freez ’ 


Dishwasher 





“SAFETY IS A BIG FEATURE in selling Lovell wringers. We show how a slight push on the 
release bar quick!y releases roll pressure on standard models. On deluxe models, “Instinctive” 
safety is a big plus. Women are impressed by the fact that the safety of these models is 
based on the normal, instinctive impulse to pull back when something goes wrong. On the 
Lovell 62 Instinctive, a light pull releases roll pressure — stops rolls on the Instinctive 77. 


e UR SALES FIGURES for the first few months of 1956 
O suggest that sales wilt be 300 to 400% over 
1955, And I’m optimistic about coming years, too. 
There'll always be a market for wringer washers. 
Not a restricted market either. Sure, renters, lower 
income groups and some others are attracted by the 
lower price. But we find people buying wringer 
washers as a second machine—for extra-soiled clothes.” 


“AN AUTOMATIC DRYER is the perfect follow up piece for 
a wringer washer sale. Our salesmen remind customers 
that the job is only half done when the clothes are 
washed, An automatic dryer does the job, quicker, better 

and there's no worry about the weather. And women 





who have just bought a wringer washer are ready for 
an automatic dryer.” 
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Also makers of gas and electric 





drying syatema 


PRESSURE 
CLEANSING 
WRINGER 


Lovell Manufacturing Company, 


” 
Erie, Pa 





~ BRAND NEW ALL-STEEL CABINET LINE 
FROM KELVINATOR GIVES YOU 
GREATER SALES OPPORTUNITIES 


More Types and Sizes! More Features and Beauty! 
Promotional Models! Competitive Prices! Easy Installation! 


Lb asi f y) 
































Now Kelvinator brings you a truly flexible line of newly- program is ready to go to work for you. And our new, easy 
styled, newly-engineered kitchen cabinets . . . a line so com- floor display plan gives you an outstanding display that allows 
plete that it answers every full or partial kitchen installation you to demonstrate and sell the complete line with a minimum 
problem. Here is a line that has that luxurious custom look inventory investment. Write today for complete information. 
and top quality all-steel construction, yet is priced right for a Kelvinator Division, Detroit 32, Mich. or call your local 
competitive market. A complete advertising and promotional Kelvinator distributor or zone office. 


12 COLORS TO SELL WITH... 
8 DECORATOR COLORS TO MATCH KELVINATOR APPLIANCES PLUS 4 ADDITIONAL COLORS TO MIX AND MATCH 
More 
Exclusive 
Features 


Deepest, single piece, Handsome recessed Neoprene tires on Adjustable shelves, Bonderized steel, Sturdy spring hinges 
rounded design chrome handles _ nylon rollers assure arealcabinetfeature, exclusive finishing hold doors fully open 
drawer made No i pleasing to the eye permanent quiet and add more conveni methodsforasmooth or closed, prevents 
corners to catch dirt can’t snag clothing easy operation. ence for extra storage. surface that endures. accidental bumping. 


shaclnuseatovr American Motors Means < yy : More For Americans 


Division of American Motors Corp., Detroit 32, Mich. 





